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1. What data”? How to get?
2. How to make sense of the data?

3. How to drive your business
goal?
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Knowledge Cycle
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What to get? S Howtoget?

~r Whatis the most relevant tool to
. acquire the data?

~+ What are the dependencies required
» toimplement such tool?

Which area are you interested in?
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How to get more?’. fe3t What is got?

What data is collected?
What is the metric of the specific
data?

- What data is not acquired?
« Why is that missing?



Use Case

Collect user behaviour (e.g. click, login,
video views, content download) on
website.

+ Google Tag Manager
+ Fire Triggers
+ Send to Google Analytics
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Challenges

1. Multiple Touchpoints
2. Different Data Types

3. Multiple (In-)compatible
Platforms in Managing Data

4. Experts in implementation
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How to make sense of data?

Business
Outcome

e Applied knowledge

Decision Quality _
R Actionable information

Information

Quality Data in context

Data Quality



Knowledge Cycle
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What data do we have?
What is the data in store?

How to analyse the information?
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What

* What is the top line information?

- Any apparent trend?

IS7?

- How to visualise the analys



How to structure the data?

Use Case

Session level

I,
What data do we have? Hit Level

Website interactions
Advertising interactions
Social media referals
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Challenges

1. Multiple channels and protocols
2. Platforms may be costly

3. Experts Iin data analysis
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How to drive your business goal?

Search

Display

/
Customer data

sent to backend
database.

User reaches a
websnte or app

GA Cloud platform stores

all acquisition, behavior
and conversion data.

\.

Analyst running models to
deliver insights.

—

Remarketing based
on various data
attributes -
Adwords/DBM/DS

£

Personalized email
based on various
data attributes.

\Omj‘

Personalized
website
experience -
Optimize.




Example goals

1

Personalised experience for
customer when visiting a store

Enhanced interactions and
retentions by emails and
messaging

Pricing responsive to customer
behaviour in maximizing
revenue




Personalised store experience

STATISTICS ON PRODUCT
RECOMMENDATIONS

x For product recommendations to
work in your favor, you must
make sure that the suggestions
you offer are relevant and data PR
driven. So, how do you deliver e
the most accurate R
recommendations to your
customers that match their == 3797, Retehonpass i

clicked a recommen-

i ﬂte reStS and needS? i - A‘ dation during their first

visit returned

. Source

0 of total


https://blog.3dcart.com/product-recommendations-guide

ersonalised store experience

& Events & Endpoints

AWS Amplify

Email, SMS, Push

Mobile & Web
AppS

Chat & Voice Apps a

Recommendations

2 -
u Get Recommendations

Amazon Pinpoint
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Transform
Amazon DynamoDB

Products

Get Recommendations

Recommendations
Amazon Personalize

Conversation
Fulfillment

Amazon Lex

Cickstream and user identity
synchronized to backend using
AWS Amplify

Qickstream events streamed to
Amazon Personalize for real

ime recommendations

Mobile & Web Apps retrieve
product recommendations from

Recommendations web service

Messaging campaigns in
Amazon Pinpoint call Amazon
Personalize to get
recommendations

Amazon Pinpoint calls Lambda
function to retrieve rich data on
recommended products

Amazon Pinpoint delivers
personalized messages to
users/endpoints for the
campaign

Chat and voice applications
integrate with Amazon Lex to

power conversational interfaces

Amazon Lex calls Lambda
function to retrieve
personalized recommendations
for the end-user




Example goals

]

Personalised experience for
customer when visiting a store
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messaging
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Enhanced interactions

» Omnichannel marketing OMNICHANNEL

acknowledges and addresses the MARKETING
fact that the modern customer is
no longer confined to a single
platform, and therefore, strives to
deliver a smoother buying
experience to customers
regardless of the channel, platform
or the stage of the buyer’s journey.

x Source



https://www.martechadvisor.com/articles/customer-experience-2/what-is-omnichannel-marketing/

Enhanced interactions

REAL-TIME
DATA STREAM

AMAZON KINESIS
DATA STREAMS

A

A 4
HISTORICAL DATA

AMAZON DATABASES

CUSTOMER
PERSONALIZATION

AMAZON
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AMAZON
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ENGINE

CMAIL CHANNEL
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EMS CHANNEL

— SMS

PUSH NOTIFICATIONS
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* MARKETING MESSAGES
» AUDIENCE SEGMENTATION
* TEMPLATES & PERSONALIZATION
» CAMPAIGNS
* JOURNEYS

* TRANSACTIONAL MESSAGES
*» PURCHASE CONFIRMATION
* ONE TIME PASSWORD

*« ANALYTICS
* MOBILE & WEB ANALYTICS
* TRANSACTIONAL &

CAMPAIGN RESULTS
» DELIVERABILITY

* MONITORING
* PINPOINT METRICS
* CLOUDWATCH ALARMS

—»

TARGET
CUSTOMERS

LEX CHATBOTS
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Maximizing revenue

x Dynamic pricing, also called surge

pricing, demand pricing, real-time pricing s A

or algorithmic pricing is where the price o ultiple
s flexible based on demand, supply, £7? dais: 2 ! 1
competition price, subsidiary product N R &) ’~
prices. Price may even change from g Dreve R m i .
customer to customer based on their T | Orentn t )

S antuit

wos KL K
it

purchase habits. Dynamic pricing
enables suppliers to be more flexible and
adjusts prices to be more personalized.

. Source



https://research.aimultiple.com/dynamic-pricing/

Maximizing revenue

Inventory Data

L2

0,

DC Kafka Kaftka Mirror AWS

Superset

Bl Visualisation

create




Challenges

1.ls the data big enough?
2.|s there an appropriate tool?

3. Experts Iin data analysis
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