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DataMaApp — Wi

DataMaApp Data




» DataMaApp has ove
statistical data tools
growth and acquisitic

EXxperience ranges ove
banking, telco, automoti\

Experience in both the busine
consumer space

Services range from standard profiling anc
advanced customer/prospect value systems, predictive statistical
models, payback/LTV metrics and advanced multi-variate test

—_designs
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DataMaApp

DataMaApp provi
four key busine

How much sh
How should yo
Test Design
Campaign / Market

B L
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1. How much s

-Customer and pro:t
‘RFM , Knowledge
segmentation)

- Life time value
‘Model showing expectec
amount of time

‘How many customers/pra
do they spend

‘Payback

‘Expected customer/prospect return based on the investment made to

get the customer/prospect to buy
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2. How should you

A value system will de
to spend) on a customer
- What an individual cu
‘What channel is most &
(mail, phone, e-mail, web,
‘What product(s) is(are) of
customer/prospect
‘Predictive statistical response models accura
customers/prospects with the channel and product that best suits
each business/individual
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3. Test Design

°Channel, product,

> We conduct tests rang
(proper sample size calc
place, randomization of file €
variate test) design (testing m
them in a single test run)
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DataMaApp - -

4. Campaign / Ma

oTest vs. control res
°MVT test design resu
-Market trending repor

ocExecutive summaries
‘What do the results mea
‘What are clear actions can

°\We run results within DataMaApp or se
which update right at the customer’s site
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Marketing and E

Company A wa
average order v
and attempts to
mailings to see
Improvements;

BN

5. Longitudinal mailing teaser (3 pieces related to each other
(themed) mailed in succession)
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Marketing and E

Additionally th
Interactions;

1. with tea

2. with tease
3. with tea
4,

With tease
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Marketing and

Typical test desig
Set up ninetest g
control. Let’s say
significance;

aAwN e

. Longitudinal mailing teaser (3 piece

INn succession)

6. with teaser

7. with teaser

8. with teaser
9.

with teaser
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Marketing and

Additionally

v v un un un n n n un
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Marketing and

Test design using

We could also set up

experimental design
receives a specified tre
case — with two levels a
would need;

2>= 32 runs for a fu

/

levels

factors
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Marketing and EXj

Test design using

To test 5 factors wit
would need 2°=32
Implement

A fractional design dra
needed (and hence cost anc
that measure the main effects ¢
losing the ones you don’t — for exa
2 way interactions you would never imple
called confounding interactions

ese are
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Marketing and

Test design using f

In our example we h
. Here are two sampl

251 -1 of a2 level 5
Main effect confounders

1 + 2348
2 + 1345
3+ 1245
4 + 1235
5 + 1284
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Marketing and

Test design using

22 Y, of a2lev

Main effect confoun

1 + 24 + 35 F 2=
2 + 14 + 345 i
3+ 15+ 245 + 1234

4+ 12 + 235 + 1345
5+ 13+ 234 + 1245
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Marketing and

Test design using

In our example | chc
because all 5 main e
interactions only (the ¢
able to measure) and na
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Marketing and

Now lets use the e

Set up 16 test runs
is below;

Offer B Creative B Total Cost

o B B O O B B O O

B B B B P P O O O O O O o o
“©v» n»r n n n v v v v " n n n
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Comparison test and

700,000 -
600,000 -
500,000
400,000 -
300,000

200,000

100,000

Volume

S 576,000 S 128,000
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Marketing and

How is this do

Experimental d
dataset
Post campaign res
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GSas

Marketing and ExperimentaiiDeESIgns

Sample Results from SA:X

The GLM Procedure
Least Squares Means
Adjustment for Multiple Comparisons: Tukey

dollarperbuyer LSMEAN | HO:LSMean1=LSMean?2
Pr > |t

153.055387<.0001
i prop

teaser dollarperbuyer LSMEAN | HO:LSMeanl=LSMean?2
Pr > |t
93.514417<.0001

80818182
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Sample Results from SAS ¢

The GLM Procedure
Least Squares Means
Adjustment for Multiple Comparisons: Tukey

creativea teaser dollarperbuyer LSMEAN LSMEAN Number
0 0 95.028985 il
0 1 262.129738 2
1 0 91.999848 3
1 1 299.506626 4

Least Squares Means for effect creativea*teaser
Pr > |t] for HO: LSMean(i)=LSMean(j)
Dependent Variable: dollarperbuyer

1 2

4
<.0001
<.0001
<.0001

<.0001 0.4206

0.4206<.0001

<.0001

Database Marketing APPlications Data Driven Results, Maximize your profits, APPcal to your customers,

A




Database Marketing APPIications ~ Data Driven Results, Maximize your profits, APPeal to your customers,

Page 24



