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Data Mining Is Not a Linear Process

Translate the business
problem into a data

mining problem

Define business Select
problem appropriate data
Get to know
Assess results the data
Create a
model set

Deploy models

Fix problems

with the data
Assess models

) S

Transform data
‘\_l Build models /

S —



Data M i n i n g Applications Actions

Algorithms
Acquire
i — — CART
|| Crec.ilt Data
Scoring
.. i Fraud | prepare | Random
Data Mining Is Not a Linear Process a rauc P Forests
: Detection
Translate the business
problem into a data
/_’ mining problem _\
Define business Select .
problem appropriate data Ad = ClaSSIfy = SVM
Get to know | Optimization
the data
Create a
del set .
—opioy oce —— Targeted H  Predict | KMeans
Fix problems ™ .
with the data Marketing
Transform data
Build models G Visualize Hierarchical
— ene clustering
Detection
Ootimi Ensemble
|| Recommendation | ptimize ] Techniques
systems
\—
CEEEEEEEE—
— Social — Interpret
Networks P




Marketing “Portfolio Management” Framework

Media | Brand/Channel

. : - Segment
Attributes | Sequencing (Time) Aﬁr%)utes Psychographics

Purchase Relationship

Demographics

Customer/User
Response
Model

- Messaging
Pmp?atmn Pricing, Bundling L it Usage
Attributes Features/Service OYally | customer Satisfaction

Attributes
Importance

Portfolio 3eolfrfphgf le, C titi
Attributes | Market - Lifecycle, Competitive

Economics

What Are We Trying
To Optimize?

Awareness
Consideration
Purchase (Revenue)
Profit

Life-time value (retention)



Analytical Framework

Pipeline Lever Stimulus Tactic Goals Response Metric Yield
% \% 5
L \& \% % case
Awareness 2 \B \B \b e
(Brand-Building) ey “Awareness |
A =Consideration > Increase
=Preference Revenue
Deman_d v -
Generation :
(Target Provide inc Increase
) QU alified - o Sales [ Profit
Marketing) Leads Productivity
: =$ Leads Fy
=*Win RE\'E"UEE Increase
v =% New Leads: ¥ Customer
: Base
Sales Enable the -----------------------------------
Enablement Sales Force
=Revenue per Rep
=Sales Cycle
Marketing =Sales Productivity

Enablement
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