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Chris Rayson
• Marketing Campaign & Operations Associate Director at 

LoyaltyOne / Alliance Data

• 8+ years of experience in the marketing operations and 

analytics space within the Loyalty, Telco and Financial 

industries

• Focused on building and optimizing marketing processes and 

teams that utilize IBM Campaign, IBM Marketing Operations

and IBM Contact Optimization
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LoyaltyOne / Alliance Data
• A global leader in the design and implementation of coalition loyalty 

programs, customer analytics (“Precima”) and loyalty services (“Global 

Solutions”)

– Wholly owned subsidiary of Alliance Data

• 25+ years leveraging data-driven insights for some 

of the world's most effective loyalty programs

– Air Miles (Canada)
– DOTZ (Brazil)
– BrandLoyalty (Europe & Global)
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LoyaltyOne / Alliance Data 
• IBM Marketing Solution modules:

– IBM Campaign
– IBM Marketing Operations
– IBM Contact Optimization
– IBM Customer Experience Analytics (Core Metrics)

• Routinely deliver high-volume and complex coalition campaigns with tens of millions 

of contacts on behalf of 60-70 active email sponsors and 140 partners

• IBM Campaign implementation aligned with original Unica vision and best practices

i.e. most campaign analysts are non-technical users that rely heavily on templates and reusability

• Modules implemented with Client Spectrum starting in 2007

Presenter
Presentation Notes
Environment for IBM Marketing Solutions
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Brad Penwarden

• Product Development Manager

• 30+ IBM Marketing Solution (Unica) Engagements

• 8-years of Enterprise Marketing Solutions

Experience:

– Solutions Consultant

– System Architect

– Software Developer

Presenter
Presentation Notes
-Thank everyone for their time, welcome friendly names-Many hats,-30+ Unica Projects-8+ years w/ Client Spectrum
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Client Spectrum
• Founded in 2005

• Specialize in Adobe®, IBM® and SAS® Enterprise 

Marketing Solutions

• 50+ full-time Adobe®, IBM® and SAS® EMM consultants

– 445,000+ service hours

• Offices in Montreal, Toronto, and Calgary

Presenter
Presentation Notes
12 yearsAdobe, IBM and SAS marketing solutions – today is really about IBM Campaign50+ full time consultants400k + consulting hours3 Canadian offices



Agenda
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Agenda
1. Companion for IBM® Campaign at a glance

2. Customer Stories (1-4)

3. Companion for IBM® Campaign new features for v 5.5

4. Q&A

Presenter
Presentation Notes
For newer faces who do not yet have Companion – what is it?We have 4 customer stories we would like to share and benefits our clients have seenTalk about the newest release brieflyQuestions – Please use the Q&A functionality of the Webex 



Companion for IBM 
Campaign®

At a Glance
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Companion for IBM®

Presenter
Presentation Notes
-For IBM Campaign-Maximizing your investment in your IBM Campaign from a performance and predictability     -Maintenance, Resources and addressing issues/bottlenecks-Tool designed specifically for Unica/IBM Campaign -4 key domains	-Monitoring – System Level Resources	-Flowchart Reporting and Control – Report on flowchart performance, and control what flowcharts are active	-Alerts and Events – To proactively monitor your environment for issues, and alerts or take action in response	-Log analysis – Get deep dive information about your flowcharts performance



Story #1:
LoyaltyOne
“Large Master Flowchart”
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Story #1: LoyaltyOne Master Flowcharts

Presenter
Presentation Notes
*** CHRIS ***-Context / Situation (automated, dependency, morning, critical, historical run is 7:00 AM to 9:00 AM for 2 HRs, In December, increased and went to afternoon)-Without Companion: (chasing information, help (DBA, OS admins, application Admins, support. “What has changed?” --- no traction)-Solution (analyzed log, immediately saw SQL query 2 HRs+… found root cause…. Able to correct via truncate) --- “Prove the day it jumped up”, “Prove to my stakeholders that normally, it’s been running well”. Prompt: What features did they use – reports to prove “date of jump” and log analysis “to find root cause”
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Story #1: Early Morning Master Flowcharts

“We have automatic processes kicking off at midnight which averaged over 13

hours to complete. Companion helped us find bottlenecks and pain points and

helped us optimize our processes. Now with more lists and customers the

processes take an average of 3-4 hours to complete.”

“

”
- Technical Campaign Manager,  European online retailer
€3.5+ Billion in Revenue

Presenter
Presentation Notes
-Really common use case, and I’ve seen similar situations at many clients-One in particular who had a similar problems:-Large Online Retailer, Germany-Heavy automation     - A daily process to perform all daily activity – segmentation, optimize, and contacts every day, 13-14 hours of time typically required.     - Address bottlenecks across process, reduce processing to 3-4 hours.     - Big changes from spending all your time “maintaining” your environment to having time to add more value     - Operational Excellence – less time “fire fighting” and just keeping your head above water.	



Story #2:
Air France “Booking Confirmation”

+
LoyaltyOne “eNewsletter”
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Story #2(A): Triggered Booking Confirmation

Presenter
Presentation Notes
***BRAD***-Air France-”Booking confirmation” upsell/cross sell email-Recurring 5 minute runs.-In practice and production it was taking longer than 5 minutes violating the agreed SLA.
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Story #2(A): Triggered Booking Confirmation

Presenter
Presentation Notes
-Transactional based data -> steady stream of new bookings for a large airline	– as it windows are missed harder to hit that 5 minute window-This can lead to unintended after effects 	-Last thing Marketing wants is to spill problems into other departments�Companion was used to 	1. analyze the performance historically, confirm processing time was trending up	2. Analyze the logs to find the key bottlenecks and address them



17Companion for IBM® Campaign

Story #2(B): LoyaltyOne eNewsletter

Presenter
Presentation Notes
The table was processing “transactional data” that was growing through the day, as each window was missed the volume input grew, making it more difficult to match.Each missed window jeopardized the ability to further meet that SLA. Using our reports we were able to track performance and confirm the actual runtimes.Using the log analysis and looking for bottle necks and optimizations allowed us to narrow our efforts to the problem process boxes, and working with their internal campaign teams we were able to get our flowchart under their SLA.�Another example: E-News – a comm to all emailable that has – offers – hits 4.5 million people monthly. Large complexity of segmentation – it runs 14-15 hours. Mapping by treatment when it gets to Dream – mapping of creative to treatment – last second changes are “constant” swapping/adding/deleting segments. New treatments/reconfiguration on email platform. Lack of flexibility was a problem. Run it at noon and pray. If it doesn’t work 6am start. Companion to identify issues -> all these user vars at the top –slowing things down. Coach and develop this flowchart and the flowchart user – runtime down to 8 hours (2-4 hours saving of sanity). 
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“Our clients rely on us to provide a reliable and high-performing marketing

automation environment for them. As a Database Marketing Services company,

IBM Campaign is central to this strategy and Client Spectrum Companion has

proven to be an essential tool to maintain a consistent and predictable

experience for our clients.”
- Julian Lee, Technical Director @ Digital Alchemy
Asia Pacific and North America

“

”

Story #2: Individual Flowchart Performance

Presenter
Presentation Notes
-Similar situation. MSP, based out of Australia-Cover multiple Asia Pacific and North American clients-Relate to Chris…. Explain how both businesses have MSP-like business models



Story #3
Global High-Tech Industry Leader 
“Automated Alerts for Support Team”
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Story #3: Automated Alerts 

Presenter
Presentation Notes
SIT : Struggling with system load/performance/maintenance. Business users isolated from infrastructure (remote support team from end users)Before Companion 	-End users don’t have direct visibility into when system was slow/under heavy load, to the average user it seems like “tool problems”	-Lack of communication, frustration, confusionAfter Companion 	- System Monitoring feature to capture resource performance, send automated communications, proactively send e-mails at various thresholds)
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Story #3: Automated Alerts Library 

Presenter
Presentation Notes
Chris:-
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“For us, Client Spectrum Companion is used extensively by the support team on a

daily basis for performance monitoring. The proactive alerts that are triggered

when system resources thresholds are exceeded ensure that the support team is

notified as soon as possible. This allows us to make the most of our limited

production windows to identify, investigate and resolve issues.”

- Global Marketing Program Manager @ Spin-off of Palo, Alto High-Tech Company

“

”

Story #3: Automated Alerts 

Presenter
Presentation Notes
Another Companion user that has had success with Companion's alerts features is a large international electronics and measurement company that is focused on B2B marketing. Their team relies heavily on offshore resources, which have a very limited downtime window to perform maintenance on their environment (due to the international nature of their business). As a result, it's important for them to be able to anticipate, detect and react to issues as soon as possible. This customer is a heavy user of the alerts feature, which allows their support team to quickly address issues within a very short downtime window. Prior to its existence as an independent company, the group that became Keysight was the electronic test and measurement division of first Hewlett-Packard, and later Agilent



Story #4:
Daily Health Check Report
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Story #4: Daily Health Check Report

Presenter
Presentation Notes
***CHRIS***-Insurance that it won’t happen again. Proactive approach. -Daily Health Check is part of his routine…. Essential… keep beat on the system-Shows up in his inbox and it looks at every morning-If investigation required, he logs in***BRAD****-E-mail looks identical to this-Clickable (AMIRHASSAN need a meaningful click)-Mention list of reports, how they relate and why they are important -Health Check report is the essential “morning coffee” reports, but from here we can generate “on-demand” reports and I will show a couple examples now.-”Executive summary” of what needs to be analyzed and evaluated today.-Know what is going happenChris: More detail on how it a
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“Keeping our complex coalition campaigns running smoothly used to be a dramatic

experience. Since adopting Companion for IBM Campaign, even our largest

flowcharts and most tightly integrated automations are easily monitored. For us,

the Daily Health Check is a must, as it keeps us proactive and not reactive.”

- Chris Rayson, Associate Director @ LoyaltyOne

“

”

Story #4: Daily Health Check Report

Presenter
Presentation Notes
-How day is going to start..is it going to be a bad day?-Pass to Chris how it related to alerting/proactive planning
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Companion for 
IBM Campaign®

v. 5.5
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Features

Presenter
Presentation Notes
Allude to upcoming marketing campaign videos that will highlight these new features and new ones.What I would like to call out is the new features and improvements have come from our clients – SAML , Cell Waterfall and the API are all question and ideas our clients have had business cases around and these features allow us to better meet your needs and requirements.  So stay tuned for these, and if you would like more details, or a private demo please contact us. 



Thank You! Questions?

Webinar Library |   Visit www.clientspectrum.com/webinars/ for past webinar recordings
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Additional Questions

• For additional questions, email us at:

marketing@clientspectrum.com

• Follow-ups
• E-mail with recording of today’s event
• Companion product feature videos

mailto:marketing@clientspectrum.com
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