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About Retail TouchPoints

v" Launched in 2007

v Over 20,000 subscribers

v To provide executives with relevant,
insightful content across a variety of

digital medium

Eree subscription to our: Wﬂa‘:"lﬁlw newsletter:
www.retailtouchpoints.com/signup
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Ralph Lauren Executive Explains How Retailers Can

Stay Relevant In Light Of Marketing And
Technology Shifts

Industry Insights

Ciassic brands are facing the challenge of
staying relevant in light of new fashion trends
and emerging sales and marketing strategies.
While they may be recognized and appreciated
as "household names,” these brands will die
out quickly if they don't keep pace with their
cutting-edge competitors. Ralph Lauren, for
example, not only keeps up, but aiso sets
trends in the retall marketing landscape.

According to David Lauren, Executive VP of
Advertising, Marketing and Corporate Communications for Ralph Lauren, the brand stays

relevant by leveraging interactive marketing strategies in-store, online and via mobile. Lauren
shared this strategic approach during the session titled “Keeping a Classic Brand Modem,” at

the NRF annual convention last week in New York City.

@ Comments
Read more.

The Buzz At NRF 2012

Industry Insights

lo s a frst-hand recap of The Big Show: NRF 2012,
delivered in four sections by the editors of Retail TouchPoints.

Retail TouchPoints was out in force at the 1015t NRF Big Show
last week — attending sessions, meeting with solution
providers, shooting videos and sharing industry insights with
passersby at the RTP booth. Collectively, RTP editors met with
more than 100 industry executives including retailers, solution

ving
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Key Points of Today’s Session

» Understand how to analyze and exploit market,
customer, product, service and competitive insight
that resides in volumes of “unstructured” information

contained in email, call center logs, chats and voice
converted to text

b—» text

= |nsight obtained from unstructured sources complements ;-:w“ﬁ-?
business intelligence to obtain a more detailed and E———
i EE.!;.!!!!II---

accurate understanding of market and customer needs.

March 13, 2012

13:23

| charged my Smart 4G through out the
night and when | took it out of the
charger it was at full. | only made 7
short calls today. But, it runs out of
battery in 3 hours. . How
do | preserve the battery life?

= IBM Content Analytics is significantly more sophisticated
and beneficial than “keyword search”

» Multiple lines of business can benefit from content analytics
— Customer service
— Product management & merchandising
— Marketing
— Suppliers & Vendors

Date March 13, 2012
Time 13:23
Product _Type Smart 4G

Product_Component1
Product_Component2
Problem

charger

battery
runs out

Question

preserve battery life?

Tone

5] © 2012 IBM Corporation



Who's Interested in Content Analytics?

@ Retail

m Consulting

0O Software

O High Tech

W Education

@ Transportation & Distribution
m Manufacturing

O Insurance

W Telecommunications

m Financial Services

0O VAR/Systems Integrator

business architect, business development executive — ecommerce, business development manager,
call centre operations manager, CEO, chief architect, client director, consultant, CTO, customer
relations manager, developer, director, ECM architect, economist, enterprise business solution
analyst, founder, head of digital strategy, marketing, MIS, practice lead, president, principal
architect, professor, project manager - data mining, retail executive leader, service delivery manager,
student, tech svcs mgr, VP, VP of global merchandise planning & allocation, website owner

7 © 2012 IBM Corporation



IBM Institute for Business Value

Retail CMOs lead the way by focusing now on individuals to shape their strategy
versus understanding just markets

Sources used to influence strategy decisions
Percent of CMOs selecting all sources that apply

L ———— L4
[ ——— Lag
[ ———— R
| DUR———

o e 00 /9%
L ———
L —— G
L ———— e

5 72%
| [T |

Market research

Corporate strategy
Competitive benchmarking
Sales/sell-through analysis

Customer analytics

Market team analysis
Campaign analysis

Financial metrics
Customer service feedback

2%

M e N, 707
C e 58%

Brand performance
Test- panels/focus groups
Consumer-generated reviews

R&D insights NN RN 0000 0y 49%
Online communications B 48%
Third-party reviews & rankings IR 41% 50%
Professional journals IR 36%
Blogs o M Key sources to
Supply-chain performance IR 33% understand individuals

Source: Q15 What sources of information influence your marketing strategy decisions? n=105

“From Stretched to Strengthened - Insights from the IBM Global CMO Study”

8 © 2012 IBM Corporation



Content Analytics Complements Business Intelligence

T:sar:iﬁ*;:;%ﬁz:?; WHAT THEY THINK

............

Sotinge et

“ibl_uul,hu lllllllll_lll

\\

—
market strategy, campaign design, product & service offering

] © 2012 IBM Corporation



Poll

What sources of information do you utilize to gain customer
understanding? (check all that apply)

= Point of sale — store, web, mobile

= CRM - customer profiles

= Campaign metrics

» Social media — facebook, twitter, blogs, surveys

= Call center notes and “logs,” transcribed voice (voice to text), emails, chats

10 © 2012 IBM Corporation



Content Analytics Delivers Insight to Multiple Lines of Business

Customer Satisfaction Identify Product Gaps
Early Warning Product Issues = Monitor FAQs

Cé‘“"_““’" CSR Training & Monitoring Effective Promotions Product
ervice Competitive Assessment Improve Self Service Management
Service
Management Sales

%V Search
§ andEiior

Marketing . Suppliers
]

@ww{_}

Aggregate
and Extract

Market Research
Transcripts

Industry Internal Docs
Reports and Reports

Web Blogs

© 2012 IBM Corporation




IBM Content Analytics is a platform to derive rapid insight

» Transform raw information into
business insight quickly without
building models or deploying
complex systems.

= Derive insight in hours or days
not weeks or months.

= Easy to use for all knowledge
workers to search and explore
content.

» Flexible and extensible for
deeper insights.

Search
and Explore

Analyze
and Visualize

A
hd
Aggregate
and Extract

12 © 2012 IBM Corporation




Enable Deeper Insight by extending Content Analytics

b T~ IBM Content Analytics

e
kf

Enables Deeper Insight

Integrate to other systems and
solutions as “middleware”

1. Configure raw internal and
external content (and data)
sources

2. Process with natural
language processing and
other content analytics
(UIMA)

3. Understand trends, patterns,
correlations, anomalies, other
business context and more

IBM ECM and ACM Solutions

Search
and Explore

IBM Cognos and SPSS
Analytics Systems

Analyze
and Visualize

IBM InfoSphere Warehouse

IBM Netezza Data

Warehouse and Analytics
Solutions

Aggregate
and Extract

© 2012 IBM Corporation



What is Text or Content Analytics, anyway?

/What is Text Analytics?

Text Analytics (NLP*) describes a
set of linguistic, statistical, and
machine learning techniques that
allow text to be analyzed and key
information extraction for business

(O

integration. /

...||||||||I|||‘.
5

IH“,“NlN,n'h

+ e o

* Natural Language Processing

March 13, 2012
13:23
| charged my Smart 4G
through out the night and
when | took it out of the
charger it was at full. |
only made 7 short calls
today. But, it runs out of
battery in 3 hours.

. How do |

preserve the battery life?

Date

March 13, 2012

Time

13:23

Product _Type

Smart 4G

Product_Component1

charger

Product_Component2

battery

Problem

runs out

Question

How do | preserve the
battery life?

Experience

What is Content Analytics?

Content Analytics (Text Analytics + Mining)
refers to the text analytics process plus the
ability to visually identify and explore
trends, patterns, and statistically relevant
facts found in various types of content
spread across internal and external content

sources.

_

© 2012 IBM Corporation



Interpreting Language is hard

Fluid
—
Recognized for her deep, powerful, well-placed
groundstrokes and ranked 3™ in prize earnings, Kim
Clijsters has never won a title at the All England Club or
the "French Internationals of Roland Garros"
/
cultural

Ambiguous

© 2012 IBM Corporation



Content Analytics extracts meaning from text

annotator- a software component that performs linguistic analysis tasks and produces and records annotations

1 eou

with this dryer. It is very roomy and

dries clothes much faster than the Moreken it replaced. This

[ word | machine is quiet and has many different settings including
wrinkle release and energy saver. | use the energy saver i
and my loads still dry faster than with my old machine.
. Free delivery and haul away Service
doesn't hurt either. How frequently should | clean the vents?
Category
Dryer/maintenance/vents
Ay ostup” Catepornation | | ammnonars

Extracted
Information

Category

Dryer Specs or
Competition

© 2012 IBM Corporation



Multiple ways to extract meaning from text with accuracy

Out-Of-The-Box
= Recognizes and extracts entities
— People, places & organizations

— Parts of speech » Named entity
— Dates & numbers > Troubles
» Lemmatization, segmentation, metadata extraction, summarization, > Category for Auto
categorization... State
City
Tailor To Your Needs Vehicle/Equipment Corp
= Pattern recognition Vehicle/Equipmant Make
— ldentify patterns in content (credit cards, telephone numbers, Model
SSN, passport numbers, license plates, customer IDs...) Model Year
— Multi-lingual regular expression capable Component Description
Date of Manufacture
Leverage What You Already Know Date of Purchase
» Master data, fact tables and other structured information can be used  pate of Fai
to identify entities of interest in content analytics processing TP

— Customers, vendors, suppliers, locations, accounts, etc...
= Integrates with InfoSphere Identity Insights

17 © 2012 IBM Corporation



IBM Content Analytics has a powerful Text Miner Ul

IBM Content Analytics

Collection: NHTSA (change)

IS0 101 JUGY S1iitax

.ogged in as: Notloggedin | Preferences | My Profile | Help | About

lSavedSeardles(ﬂ) vHancedSenml vHQueryTree v ;-J
L Documents ~~ #t Facets 8 Time Series [ Desiations & Trends [ Facet Pairs 8 Connections & Dashboard tﬂRepuns
NP RS wl e s
s macted D 2 0 9 D 4|3 @
You explored for ":*" Query language: English
et Necalon Defaultorder * | chow: v 1 Fiter: Sort: | High frequency v | Datefacet: | date Time scale:

* Partof Speech * L GENERAL MOTORS CORP. (147553)

* Phrase Consttuent °

¥ Named entity> by

» Troubles 8000 | :

» Category for Auto o ; ; % ‘
State | |
City 0 - e AT 2 :

_ 1984 1987 1990 1993 1996 1999 2002 2005 2008
Vehicle/Equipment Make L/ HONDA (AMERICAN HONDA MOTOR CO.) (24196)

Model
Model Year A
Component Description 1800 =
Date of Manufacture 1200 i
Date of Purchase 500 HHQH
Date of Fail 0 s menesn =l !
Anti-Lock Brakes? 1984 1987 1990 1993 1996 1999 2002 2005 2008
Crash L] VOLKSWAGEN OF AMERICA, INC (14661)
Dealers City
Dealers State Code 1000
Dealers Phone Number 1200
Dealer's Zip Code 800 [ H I
Death 400
Department of Trans. Tire (8 A e———— Dﬂﬂﬂﬂ | |
Identifier
b 1984 1987 1990 1993 1996 1999 2002 2005 2008

)

LI FORD MOTOR COMPANY (135141)

16000
12000
8000 |

4000

i

1999 2002 2005 2008

.

1984 1987 1990 1993 1996

TOYOTA MOTOR NORTH AMERICA, INC. (19424)

2400

2000
1600
1200

T Mkmm

1984

s 8

1987 1990 1993 1996 1999 2002 2005 2008

TOYOTA MOTOR CORPORATION (8290)

2400
1800

1200

[

1984 1987 1990 1993 1996 1999 2002 2005 2008

10

T

8

@
Year |v Charts per page: ———
IUEX ATIOUNL,  teast
|
L DAIMLERCHRYSLER CORPORATION (103237) =
10000
] 20
8000 k [
| 0
6000 - | |
| | [ -20
4000 | |
[ -40
2000 [ [
| 111
ol o >
1984 1987 1990 1993 1996 1999 2002 2005 2008
LI NISSAN NORTH AMERICA, INC. (18027)
2000
24
1600
16
1200
8
800 ‘
HMWH MH “
1 |
T PR S o il 1UZ- -8
1984 1987 1990 1993 1996 1999 2002 2005 2008
LI MAZDA NORTH AMERICAN OPERATIONS (7788)
6
800 2
600 } -2
' 6
400 |
-10
200 | -14
il (. mUL _UDE’D =18
1984 1987 1990 1993 1996 1999 2002 2005 2008 b

‘ (] Search within results
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Example: Analyzing Happy Home Store's user reviews of Dryers

— home— )
m ( STORE FINDER CALL 1 (800) FRIENDLY-STORE SERVICES ¥ HELP ~ fumiture « rugs » home de ™ MY CART O items -

PPY oG
H /\,\E Store Turlock, CAis your LOCAL STORE

SAVINGS ~ = GARDENERS HOW-TO E
! 1

= m

m o

Welcome, (SignIn or Register

MY HAPPYHOME.COM

Gas Dryers

Home / Appliances / Dryers / Gas Dryers Frint Page

FRIcE 15 Items SortBy: £ I Results per page: & v
$0 - $2000 2
(= View: Grid | List Products: n-Siore | All Products 12340

Select up to 4 items to compare. m
BRAND

= Taymag (25)

#F  Taymag
S ER e 0 Bicentennial 7.0 #t gas dryer in white FR E E
* LP Electronics (14) = Model MGDC200XW
= PF profile (10) icrlan;:Z x $479 00 S ‘ . DELIVERY
» Havana (3) Free Sf;ipping " HAU L

Admirable (2) — = AWAY>

Coldpoint (1) NO REBATE. NO HASSLE.

COLOR/FINISH FAMILY

= Beige/Bisque (2) PE

= Black (2) I:I Best ever 6.0 ft gas dryer in white
Model DLG2141W

= Gray (8) Select to \ UP TO

= Red/Orange (9) T ! $669.00 20 0/ O FF
Free Shipping 0

= Stainless Steel (8) SELECT

* White (10) APPLIANCES »

= Yellow/Gold (1) Learn More 3

DRYER CAPACITY (CU. FT.)

= 5813(1) @ Admirable
. 5813 (1) D Patriotic 7.0 ft g_as dryer In white
Select to Model AGD4475TQ
= 581t (1) =
e $409.00
= 581ft3(1) K for Home
e — Free Shippi
» 5815 (1) S
= 58t (1)

© 2012 IBM Corporation




Aggregating the information

ICA supports 30+ sources and 250+ content types

Structured data or Meta data

Textual description

=5 = — — —_
{39 l Ix i lWe bought this dryer Nherule for a Saturday delivery. They even called us on FridaWtﬁe time frame for ins®
| c 5 L = — A

1| product category Pnce _Ratmg eview Title Location Review Comments B
2| Gas Dryer 479 akes really long to dry Mesa, AZ |over 75 minutes to get to almost dry a sn
3| Gas Dryer 479 v | hate this dryer. The matching washer le
4| Gas Dryer 479 Hicksville, NY | purchased this dryer with the matching 1
5| Gas Dryer 479 carmichael. cal. bought this at a great price to go with ma
& | Gas Dryer 479 leesburg, va dryer works great.
7| Gas Dryer 479 South Carolina This is a no frills model but if you are look|=
8 | Gas Dryer 479 carneys point, ™| could not believe had big the inside of th
9| Gas Dryer 479 Milwaukee, WI Iﬂe bouaht this dEer when ours broke. all
10| Gas Dryer 669 Detroit, MI I have to say that my boy friend uses it th
11| Gas Dryer 669 loved my new PE washer a California i was very satisfied with the efficiency of |
12 =GasBryers 555 reat Machine I've now owned this washer for 2 months &
13 Gas Dryer 669 _ §
14 Gas Dryer 409 This product is good for the money. Work
15 Gas Dryer 409 There is nothing wrong with this dryer, as
16 Gas Dryer 409 5 Good value 2010-10-16 Limnimert OF Loaslealinste bo sinilaatosnlon ooz
17 Gas Dryer 409 5/Great product/great price | 2010-09-26 NikkiP CA | was looking for n inexpensive dryer. and
18 Gas Dryer 409 44 1/2 Stars Very good Machi®  2010-08-21 Whatville | | would have given this a 5 Star but | did n
13 Gas Dryer 409 1 horrible 2010-08-18 Recloser3  Sharon, MA || purchased this dryer late July. The first t
20 Gas Dryer 409 3iitis ok 2010-08-07 Recloser3  Sharon, MA  Dries well but is much noisier than my ol
21 Gas Dryer 409 5 | 2010-07-11 Carentheteac Baden. PA | was so pleased with the ease of ordering
22 Gas Dryer 409 5 very good machine i was luck®  2010-07-06 Anonymous baltimore.md.  went through a lot of reviews and i landed
23 Gas Dryer 409 1long distance disatisfaction 2010-06-17 Suseybucke»dayton.ohio i live in ohio and purchased a gas dryer in
24 Gas Dryer 409 5 Busy mom 2010-06-17 Cll124 Flint. Michigan Great product for the price...it does the jo
25 Gas Dryer 409 5 Wow 2010-06-13 Oceanbreez® Baltimore MD It has a huge inside to put your clothes ai
26 Gas Dryer 409 4 2010-06-01Bbnrx Temecula, CA Great product for a good price. Quiet and
27 Gas Dryer 409 5 awsome 2010-05-15Johnc9919  missouri Can' beat this dryer for the money. Auto
28 Gas Dryer 409 5 Great Dryer! 2010-04-18 Anonymous Rancho Cucam®| bought this online after talking with somu
29 Gas Dryer 409 5Large. quiet. fast-drying mach  2010-02-20 Chicagoism Chicago, IL | could not be happier with this dryer. It is
30 Gas Dryer 409 5 Admirable 6.5 Cu. Ft. Super ¢ 2010-01-24 Ccjpalm Ashtabula, Ohio|l was extremely happy with my recent pu
31 Gas Dryer 409 5nice dryer 2010-01-23 Aguamam  NY It has a large capacny and is much qunets
A Dmm Meome ANnn A mmd NMeacmne fmv blam Nalma ANNN 44 N A _a_ AL dAaAs MNA [ SORSSS, TSR 7 PO LI SHEE (LS *j
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ICA will map the structured data fields to facets with additional facets built
from text analytics

IBM Content Analytics Collection: Ho... (change) Logged in as: Not ... | Preferences | My Profile | He
v
Documents = %% Facets = 4 Time Series  [al Deviations = s Trends ~ [7J FacetPairs =~ % Connections &= Dashboard
Results 1-10 of 46 A /3 |
~N= & B3 ! ults per page: . " | :
(46/46 results matched) ') e H \ = N , Results per page: 10 1234
Facet Navigation Default order v | Actions | Source | Date | Title | Thumbna
. bl & = csv 2/19/11 HappyHomeStoreComments.csv?id=3
bought this at a great price to go with matching washer (see review) works great, even at energy preferred
> = setting. enough settings for even a families needs. even heavy towel loads dry amazingly quick. like the front
Part of Speech = door access that pulls down. last dryer door that pulled down got bent.
Populated by > il
Text Analvtics Phrase Constituent = | -
y N G = Q & CsV 202711 HappyHomeStoreComments.csv?id=1
Named entity = W =
product DO NOT BUY | hate this dryer. The matching washer leaves the clothes looking like they have been "rung out
" b “ by twisting them, and even tho | shake them out before putting them into the dryer, they come out with these
At NUmBer "twisted" wrinkles in them. There is no "permanent press” cycle. It's very noisy and takes a long time to dry.
Structured product category B Svt;?ﬁ::zc:];ob:y:l&ggke;me clothes come out very wrinkled. | would like to sell this dryer and the matching
Data fields price '
rating & & CSV 2/24/11 HappyHomeStoreComments.csv?id=2
user
Populated by ok Excellent Value | purchqsed this_ dryer with the matching washer and am very happy w_ith the combo. '_Fhe )
. 122 A dryer does an excellent job and it's easy to use. The only thing missing with this specific model is an interior
Text Analytics e ) light
(™

© 2012 IBM Corporation




Text: unstructured, unformatted...first step is to normalize

IBM Content Analytics Collection: Ho... (change) Logged in as: Not... | Preferences | My Profile | He
v
_Documents % Facets & Time Series i Deviations = Trends [\ FacetPairs % Connections = &% Dashboard
B | 8 A=
C A 46/46 results matched ') o w @ M5 | ==
Facet Navigation Default order ¥ Shows: B Filter:
california i & — -
| @ L] Keywords Frequency 1y Correlation
N 3 ] Sharon, MA 2 I | () Bl |
1 Part of Speech =
calif [ Hamilton, NJ 1 — 10  ——
* Phrase Constituent 2 0] | Windsor, CA 1 10
= > ] B—— ]
» farty 2
RaeRay (] Famiy of 6 in Indiana 1 — 10 C —
roduct
f « [ Missouri 1 — 10 C ee———
part number
‘ ‘ [ ] ' Minneapolis, MN 1 1.0 B ]
product category
_ || pacifica califorina 1 1.0 Bl
price
g [_[*~azusa,calif 1 — 1.0 |
ratil
o || Santa Clarita, CA 1 1.0 Pl
— []  Seaside, CA 1 1.0 B ]
j B——— ]
e " ] | woodbury , nj 1 1.0
— || Qauth lersev 1 e— 10 L ———
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Normalization of content values improves analysis

E IBM Content Analytics Collection: Ho... (change) Logged in as: Not ... | Preferences | My Profile | He
v
_ Documents %% Facets &0 Time Series  lil Deviations s Trends = ['s FacetPairs =~ % Connections &= Dashboard
N P B 8 8| =
46/46 results matched ") B H = Mg | ed |
Facet Navigation Default order ¥ | Show: v Filter:
Filter: ] . v T v
\ ‘ L] Keywords Frequency 1v Correlation
= ]  California 9 1.0 — |
* Part of Speech =
[]  New Jersey 4 1.0 ]
> . ?
Phrase Constituent =
=|| | ]  Maryland 3 1.0 |
> G2
Named entity ] Ohio 3 10
oduct
RS <« [_| Indiana 3 1.0 B |
part number
[] | New York 2 . 1.0 |
product category o
; []  Massachusetts 2 . 1.0 E—— |
price
. ] = Michigan 2 . 1.0 B |
rating
Pennsylvania . : B |
user — Y 2 1 O
location [ | Missouri 2 . 1.0 B |
— =~ | Virginia 1m 1.0 B |
™
— [l | Arizona 1 = 1.0 B ]

© 2012 IBM Corporation




Easily see product reviews over time

* Dynamically switch to year, month, day and seasonal view

* Multi-select bars and drill into any particular time period

| (0]

IBM Content Analytics

v

Collection: Ho... (change)

Logged in as: Not ... | Preferences | My Profile |

_ Documents = %% Facets 2 Time Series = lil Deviations s Trends
B 3
', ) )l B £ o=
46/46 results matched [x g ZJ i‘a ’ Nk i ’;

Time scale: | Month v l

Date facet: | date v

> 3
| I I I
0

2009-01

(5]

2010-01

[ Facet Pairs

s Connections #= Dashboard

2011-01 21
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Use Content Analytics to quickly view customer’s experience

* Identify mentions of words that indicate the reviewer's experience related to the dryer

IBM Content Analytics Collection: Ho... (change) Logged in as: Not ... | Preferences | My Profile | He

v

_ Documents %% Facets 0 Time Series  li Deviations s Trends = [% FacetPairs =~ % Connections &= Dashboard

46/46 results matched ') H %) g, | ke &3 | =

Facet Navigation Default order ¥ i - s

" Part of Speech = Al , :

* Phrase Constituent - Keywords Frequency 1y Correlation

¥ Named entity 2 Il |iietvery 8 0 L ee———
product [] | install 6 I 0 P—— ]
part number L| store 3 I— 1.0 Ce——
product category _|| | LI | Happy Home 3 — 1.0 L e—
price « [| | Friday 2 mmm 1.0 ee——
rating []  Saturday 1mm 1.0 B |
user || operator 1. 10 rEE——
location ~ || [ | Sunday 1 mm 10 C eee——
state
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Zero in on the “Why” behind the what, where and when...

* Drill deeper to see in the customer’s words the experience they had.

« Validate indicators instantly

IBM Content Analytics Collection: Ho... (change) Logged in as: Not ... | Preferences | My Profile | He

vy

Documents “ Facets P'Q Time Series IED Deviations k‘:‘ Trends [_- Facet Pairs ‘% Connections «= Dashboard

Besults d 0 ') B H @ =2 % [El Results per page: 10 - e el 4

(13/46 results matched)

Facet Navigation Default order v | Actions | Source | Date | Title | Thumbna
o o @ i CsV 4/18/10 HappyHomeStoreComments.csv?id=26
... Great Dryer! | bought this online after talking with someone at my local store (who was great) and ... Great

> 2 price on the dryer, quick delivery, quick and easy set up. | love this dryer The energy saver ...
Part of Speech =

* Phrase Constituent 2 19 i CSV 5/6/09 HappyHomeStoreComments.csv?id=44
¥ Named entity 2 | 2 : ; ;
... I'm glad | shopped around, this is the best deal! | was looking for an inexpensive replacement ... My old
product units served me well for several years but with all appliances, the time will come for ... came to the
it b “ conclusion that of all the stores | had been to, Happy Home offered better choices and ... | chose the washer
kit and matching dryer and have no regrets, | would do it again without thinking ... For anyone looking for a good
product category buy or limited by the amount they can spend, follow me, this is a ... The money | saved compared to other
stores was enough to buy a new gas grill. The people there were ... also, they loaded both machines on my
price trailer, helped me strap them down and offered a ...
rating
user & i Csv 1/8/11 HappyHomeStoreComments.csv?id=7
location ... a Saturday delivery. They even called us on Friday to give us the time frame for installation on ...
state Installation took less than 30 minutes and the delivery men were professional and helpful. They ...
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Surface correlations and hot spots easily

Correlate customer experience with
particular products

IBM Content Analytics

ction: Ho... (change) Logged in as: Not... | Preferences | My Profile | He

v

_ Documents M Facets O Time Series  lil Deviationd s Trends [ FacetPairs =~ %% Connections &= Dashboard

13/46 results matched “) H = Ié i = | E
Facet Navigation Default order ¥ Rovs Show: - + | Filtér Roves: |
S ‘—r_rj_ [8]]  columns show: = ] '— Filted, Columns:
* Phrase Constituent 2 E i i ::ZI:EM - —High
Columns = prodyict
* Named entity2 E E 7 z
Rows:experience Columns:product Frequency Correlation

_D delivery v Admirable 6.5 cu. ft. Super C 7 pumeeem 0 4

e B S store Admirable 6.5 cu. ft. Super C 3 0.2

JEROHCE s eguey E = * install Admirable 6.5 cu. ft. Super C 4 m——— 02

pce E install Taymag Bicentennial 7.0 cu. 2 s 02

i e Happy Home Admirable 6.5 cu. ft. Super C 3 m—— 02

sl kG Friday Taymag Bicentennial 7.0 cu. 1 mmm 0.1

lacetin EE Saturday Taymag Bicentennial 7.0 cu. 1 mmm 0.1

G LBl delivery Taymag Bicentennial 7.0 cu. 1 0.0

oLt EE [s| | saturday Admirable 6.5 cu. ft. Super C () 0.0
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Interactively analyze and understand from different angles.

Correlate customer experience with
Location.

IBM Content Analytics ection: Ho... (change) Logged in as: Not... | Preferences | My Profile | He
v
. Documents #£ Facets &4 Time Series 6" Deviations =i Trends [ Facet Pairs %% Connections = Dashboard
46/46 results matched ’) e H & Mo | <= ‘ B
Facet Navigation Default order ¥ Rows Show: wort v | Filler Rows:
" Part of Speech = R 8] | colmns show | foyw o o A R [?
* Phrase Constituent 2 EE , e 7 CovalRgan: | Low Biok
* Named entity 2 E E Columns = experfence o |
product l'_ r— Rows:state Columns:experience Frequency Correlation
part number E Wisconsin Saturday 1 Do 05
product category o [S| | california delivery 3 Tk
price | @5 *| california store ol — | 0.3
rating | 58 s Indiana Sunday 1 02
user F° T || | wisconsin Friday 1 02
location | 33 rar california install 2 I 0.1
m California operator 1 0.1
m Illinois install 1 0.1
Search type: l»| | Wisconsin install 1 o 0.1
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Multiple visualizations can be combined for a custom Dashboard view ZIE=E

IBM Content Analytics Collection: Home Sto... (change) Logged in as: Not logge... | Preferences | My Profile | Help | About

v

_ Documents  #f Facets &0 Time Series = lal Deviations & Trends 7% FacetPairs ~ %% Connections = &= Dashboard
%Y ) | =3
46/46 results matched f) e U ‘ =8

Layout file: | HDReviews v | Show data: | Default v| |8

Products b noun phrases

super ... capacity

old ... machine

preferred ... setting

Admirable 6.5 cu. ft. Super Capacity Gas Drye! first ... time

good ... machine

PE Electronics 7.1 cu. ft. Large Capacity Gas Dryer
large ... load

\—Ta‘,'mag Bicentennial 7.0 cu. ft. Gas Dryer great ... product

great ... price

@
-

great ... dryer

>
— 1l o 0.2 0.4 0.6 0.8 1
words n —
~
1
Gas Dryer
0.8 5
0.6 =
3
0.4
2
» 0 | | | | I | I
2009-01 2010-01 2011-01 2012-01

be dryer and have dry great very not load price
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IBM Content Analytics integrates with Cognos Bl reports

PR

From Content Analytics, a user can: e . —
e Issue a request to create a report e S — —
e List the created reports S T
e Open the created report

Delete the created report
Cognos reports can link to and from
Content Analytics Ul

IBM Content Analytics

Loggedinas: Not loggedin | Pref

es | My Profile | Help | About

IBH Content Analyfics Collection: NHTSA (chanae)

Logeedinas: Notloggedin | P

nees | My Profle | Felp | About

m o Tre = 3 8
[ Documents | # Facets | 80 Time Series | 1l Deviations | &3 Trends | [T Facet Pairs | 8 Gonnections || &= Dashboard | [#] Repots | & Tiara Plugin | *f Google Maps _Deounerts  # Feosts O Time Seres (i Deicions  [iTrones [ FooetPuirs <% Comections &= Dustbard [ Repotts /T Flugn *] Googl Miaps
> @ B ) B B8
S575366/575366 results matched ‘3 E '@ ‘ 4 8 575366/575356 results matched ‘j E ‘@ ‘ @
~ Reports [Gogros Viewer - Gity Trends Report [ cognos Viewer - Negative event x Equipment Make report &
keep tris versior v | b BBl Buddthirepot~ b
Keep this version v H v [Hadd this report Bieep tis ersior ciie 4dd thiz repot
[ Negative event x Euipment Make report =] » Lic] &~ B [N View nameracet vars )
(] ] ’ ]
Facet nameVehicle/Equipment Make
[ECFEERENE  cHicAGO Facet namefiegatie crent
Fieport URL: 450 30 Query text*:*
Ihttp: /fiies77. yamato jbm.com:B0 fcognost 400 % Sort ByFrequency
350 )
15
250) — o
200|
150| s
100 0 Frequency Cortelation
0 =
10
T99501-01 1997.01-01 1999-01-01 2001-01-01 2003-01-61 2005-01-01 2007-01-01 2005.01-01
1996.01-01 195-01.01 2000-01-01 200201-01 2004-01-01 2006-01-01 200-01-01
L 4 3200
BALTIMORE #00
450 30
400 2% 1000
£ 20
5o
o =
200| o " p 0
5 amege
150/ o
200| 0
| -
10
19950101 1997-01-01 1999-01-01 2001-01-01 2003-01-01 200501-01 2007-01-01 20080101
1996:01-01 18601-01 2000-01-01 2002-01-01 2004-01-01 2006-01-01 20060101
Oct 15, 2010 1 6:58:32 AM =
Negative event Vehicle/Equipment Make
=Top % Pageup ¥ Page down = Baotiom o /rauipm =
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Summary: Voice of Customer System

Customer ' |
a7 gShop “4# Sales hll\ Web
25 » £

/ Customized for Business Scenario
. / A \
IBM Content Analytics ——— -— —

Lexical Dictionary Pattern Rule-based ICA .
» Analysis » Lookup » Matching » Categorization Function
- Extracted
uestion Categor

Category = Product > Smart 4G > Battery

| charged my Smart 4G through out the night and when |
took it out of the charge it was at full. But, it runs out of
battery in 3 hours. It is annoying. How do | preserve
the battery life?

Component = battery

Category = Service > Data communications > xxx discount

Product = Smart 4G

| heard about that you are going to change the
estimation method of "xxx discount" service.
Please give me more details on the changes

(N1 A1
Service = Data Communication VOC = Question

VOC = Unfavorable

5 | I Category A » » ‘ >
3 Category B » ’ » %
£ Category C | =) | S | #) g
Category D » » N i

Voice of Customer Time Time And More...

\ l /
A mobile telecommunication provider utilizes ICA - =% customer Service
to analyze large volumes of information from multiple B Analyzer ﬂ Sales /

R&D Dep.

v

customer service centers for better customer support.
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Line of Business Applications for Content Analytics

Customer Service

= What products/services are customers asking about?

» How quickly can we identify and act on nascent trends?

= Do we have accurate, concise answers for most frequently asked questions?
= How can we use “voice of customer” to reduce service costs?

= Who are we being compared to?

Product Management, Merchandising and Suppliers

= Do customer comments confirm or refute our understanding of customer needs?
= Are there “gaps” in our product/service offerings?

= What are the specific problems?

= Do our suppliers know about these issues?

= Do customers use products in new or unique ways?

= Do customers express a preference for competitor’s products?
= Which products are the most problematic (function, quality, price, availability, returns, packaging) ?

Marketing

= Additional insights regarding market segments? = ' or t e
» What concepts, terminology, ideas resonate with customers? P .

= How can we plan more effective positioning, collateral and campaigns? J °tee {§ -
» What aspects of our loyalty program could be improved? ' @ DBt o
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Start unlocking the insight trapped in your content today

Uncover business insight quickly to improve product quality and
customer service, detect fraud, optimize decision making and more

33

IBM Content Analytics

= Exploit the significant volumes of customer-generated
communication — email, call logs, chat, voice to text that
contain the “voice of the customer

= Deliver relevant insight available to line of business people
who can act upon it

= Customize rapid insight to industry and customer specific

needs
= Enable deeper insights through integration with other

systems and solutions

_/
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Content Analytics is a key component of IBM’s Enterprise Content Management Portfolio

[

Document
imaging & capture

eDocument capture
automation

eProduction imaging

eEnterprise report
Management

&

Capture

34

@ @
Advanced case Social content
management management
eComprehensive case ¢Office document
management management
eIntegrated collaboration eSocial content &
and rules collaboration
eCase analytics ePlatform

standardization &

eContent-centric BPM .
consolidation

Activate Socialize

Content analytics

eContent analytics and
assessment

¢ Enterprise search
* Classification / tagging
* Master content

e Watson

Content at Rest = Cost... Content in Motion = Value

Information
lifecycle governance

eSmart archive
*Records management
eeDiscovery

eDisposition &
governance

Govern

© 2012 IBM Corporation



Where to find more information about ICA

GO /8[(? ibm content analytics “

Search \bout 14,500,000 results (0.24 seconds
Everything IBM - Content Analytics with Enterprise Search
www.ibm_com/software/ecm/content-analytics/bundle_html
Images IBM Content Analytics with Enterprise Search is an advanced search and analytics
Maps platform that enables better decision making from your enterprise content ...
Videos IBM - Content Analytics family
N www.ibm.com/software/ecm/content-analytics/ .
ews IBM Content Analytics is an advanced search and analytics platform that enables Content Analytlcs
Shopping better decision making from your enterprise content regardless of the source or ...

You Tuba ‘ ibm content analytics Search Brc y ‘ - \_4 wATSoN
IBM Content Analytics

IBMECM 6 videos [¥|  Subscribe

\ Learn what Watson is, how it
works, and how the
technology can be adapted to
solve problems

IBM Content Analytics - Register to listen to the

Over 50 years of text analysis and discovery ECM PO dcast

IBM Content Analytics

|

Know,
Trust.
Leverage.

M 0 re | nfo rm atio n @ I B M . Com Analyze unstructured content

to unlock critical business
insight

e Solution Briefs
f =+ Register for new webinars
and white papers

® Press Releases

© 2012 IBM Corporation




Additional Resources

= |IBM Content Analytics - http://www-01.ibm.com/software/ecm/content-analytics/

= |IBM Institute for Business Value “ From Stretched to Strengthened - Insights from the IBM
Global CMO Study” -
http://www-935.ibm.com/services/us/cmo/cmostudy201 1/cmo-registration.html

= Watson - http://www-03.ibm.com/innovation/us/watson/index.html

= |IBM Enterprise Content Management -
http://www-01.ibm.com/software/data/content-management/?Ink=mhpr

= |IBM Enterprise Content Management in Retail -
ftp://public.dhe.ibm.com/software/uk/itsolutions/information-management/retail/it/ibm-ecm-for-
retail.pdf

= |IBM Enterprise Content Management in Smarter Commerce -
http://public.dhe.ibm.com/common/ssi/ecm/en/zzs03023usen/ZZS03023USEN.PDF
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Q&A Session

Your GoToWebinar Attendee Viewer is made of 2 parts:

Viewer Window

Control Panel

&3 GoToWebinar Viewer

Now with GoToV\Vebinar-

Webinars and Online Meetings Made E

Call (800) 372 6207 for a free trial

‘ #ContentAnalytics

GololMeeting-

S[=]E3)

File View Tools Help :

[ IS==)EY

..... v WMy Details
) & © Eric Choi (Me)

x|

@ v Webinar Info

X]

GoToWebinar Sneak Peek
Webinar ID# 317-446-243

158-152-038

https://w w v .gotomeeting.com/register/317446243

Dial (605) 772-3434, attendee access code

Golo'/\vebinarm™

¥ Question and Answer

X

Question and Answer Log

Welcome to the GoToWebinar Sneak Peek,
please dial into the conference call now.

Enterag ion for the staff:

Enter a question for the staff:

Type your question here

‘9, G 10:40 AM

| £30)
| 9 IS Tuesday
2 7/11/2006

retail

TouchP&ints



Rashmi Vittal
vittal@us.ibm.com

Dan Bigos
dbigos@us.ibm.com

retail

TouchP&ints

‘ #ContentAnalytics



Thanks for attending!
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presentation here:
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