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How many versions of the truth do you have?
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Digital and non digital data silos make it hard to see the true experience and value of a customer 
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Customer Insight Targeted Marketing

Advanced Reporting Attribution

Analysis variables, profiling, dashboards Triggered emails, influence on mailing decisions

Campaign analysis, customer journeys and funnels

Modelling the impact of each media



1ST LAST % TOTAL TOTAL

CHANNEL CHANNEL BRANDED COST VALUE

John Mail EM 3 2 2 0 3 0.15 10 4 0 1.5 15.65 100

Paul Web Web 4 1 0 1 8 0.2 5 0 0.5 4 9.7 500

George Web Social 0 1 0 4 4 0 5 0 2 2 9 400

Ringo Mail EM 2 0.5 5 1 2 0.1 2.5 10 1 1 14.6 0

TOUCHPOINTS COST

EMAIL MAIL PPC EMAIL BRANDED MAIL PPCCUSTOMER SOCIAL SOCIAL
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5 x timer More Variables 

than order data

Variables

C
o
n
ta
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than Customers
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Channel 1 Channel 2 Both

Response index

Response index
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Customer Insight

Better Connected Attribution

Complex Digital Reporting
Targeted Marketing
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