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“The process of using a customer’s information to
deliver a targeted solution”




Consumers' Online Privacy Concerns

(% of US adults)

February 2012

Online Privacy Concerns Freguency of Worry

10%

B Warry at least sometimes
Hevar warry

& Sometimes © Frequently = Always < Newer
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Views on Data Collection to Personalize Search Results

{%o of search engine users)

March 2012
Tota 23
1 B-29 28
30-49 7

15

"Would not be aokay with it because you feel it is an invasion of your privacy
Would be ckay with it, even if it means they are gathering information about you
" Maithar
Don't know
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“75% of UK consumers prefer to receive promotional
offers that reflect their tastes and preferences”




“97% of global retailers state that delivering real time
personalised offers by gaining more detailed customer
preference [data] is highly valuable to them”
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bMIbAbY.com

Personalised “Featured Destination”
Generated a 41% increase in conversion rates and
a 4% improvement in bookings




X
Vieww

London.co.uk®

23% uplift in bookings of their experiences products
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Lastminute.com

Achieved a 28% increase in look-to-book conversion rates
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Learning

Phase
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\/ First Party Data

\/ Elicit Relevant Insight
\/ Accurate & Reliable
X Dependent on User Input

3¢ Lack of Engagement
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/ No User Interaction
\// Profiles All Users
X Privacy Concerns

X Depends on Inferences
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Customer Care | Print Your Tickets

EUROSTAR

Sign in or register

Search Outbound Inbound Travellers Reviaw

Review details
You have 1 itinerary in your basket, total £328.00

London St Pancras to Paris Nord: 2 Adults

—3% Outbound - Friday 6th April 2012

18:31 - London St Pancras 21:47 - Paris Nord 02hi6m
(duration)

Inbound - Sunday 8th April 2012

20:13 - Paris Nord 21:39 - London 5t Pancras 02h26m i
(duration} o xible® | L4499 0g

Travellers Food Preference =3 Outward Seat(s)

1. Aduit - Mr Christopher Jones Mo preference Camriage 18, Seat 62 Carriage 15 , Seat 31

2. Adult - Mrs Mary Jones Mo preference Carriage 18 , Seat 656 Carriage 15, Seat 32
laverage price per person - £164.00 ) Fare breakdown & £328.00

Delivery Tickets on departure £0.00

Grand Total £328.00

Far all credit card purchases over £20.00 thers is an additional fee @ of £4, but you can aveid it by paying with a debit

card.
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Don’t rely on transactional data to reveal the
contextually rich insight required for personalisation
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“Average of 2.4 people per household; and more than 4
computing devices in the average home”




Don’t rely on behavioural data as it can lead to
inaccurate recommendations
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Whilst past purchase behaviour is indicative of future
intent; it would be better to have trip specific insight
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Don’t rely on inferences or assumptions made from
implicit methods — aim for explicit insight
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“One third of companies have lots of data and do not know what to do
with it...”




“Another third have too little customer data to utilise”




Types of Data Collected by Marketers
i % respondents)

March 2012

emograpivic daka 74%

Custamer transaction data

:
#

Customer usage data a0

Sodal media content created by

oustomers and tangals ok
Social network thes and influenca 3304
between customeors and Ergets

Customer moblle phong/device ¢ata 19%p
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“Only 28% of merchants say their data allows them to currently receive
a 360 degree view of their customer... and enable personalised
marketing”




Make sure you elicit commercially relevant, purpose-
driven and action-oriented customer insight!
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If you approach it in the right way, customers are
willing to share their preferences with you...
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a clear and immediate customer benefit...
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of relevance to the customers interaction...
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and of actual value to the customer...
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BIGGEST

TV A QA A DIVIX

OMLIME ADVERTISING & AFFILIATE EXPO DIRECT MARMETING [XPO

Om=m  Give us 10 minutesdiQour time

Chanee s

EARLS COURT 2. LONDDN




Thank you for joining the Reader Panel.
The Reader Panel is designed tedback from people like yohat people who read our newspapers thi
can keep improving and making thesetie best that they can be.

As a panel member you will be invited to participate in short on-line surveys to tell us how you feel we are doing. The surveys will cover a wide
range of different and interesting topics. Good news, or bad, we want to hear it all. Mot only will your opinion count, but the suneys also offer
additional chances to win prizes

All you need to do is&@Tomplete the following registration survey which will take about 10 minutes of@u have any queries about the
Reader Panel or this suwvey, please co o reater e et T O PITOTTE Us on 0o00 226 737,

& you have completed this registration, we will send you a confirmation email to confirm your registration has been accepted. You wi
click on a link in this email to confirm your place on the panel.

To register, please click on the button below. As you move through the survey please use the buttons at the bottom of each screen. Do not use

your browser buttons

The Aetw Zealand Lerald
WeekendHerald HERALDxSUNDAY

© 2012 nielsen

nielsen

L T I R
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Make it about the customer... not you!
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Which of these do you find most romantic?

v Wisual [HEES




Make the elicitation process fun, simple and engaging
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Travel Guides as Unique as You Are
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WHAT WOULD YOU LIKE TO EAT ON YOUR TRIP?
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David Smith

Managing Director
david.smith@discoverymedianetwork.com
+44 (0)7577 449 786




