IBM SPSS Direct Marketing

* The Direct Marketing option is designed to provide an easy-to-use ‘one-stop shop’ for
analysts working within a direct marketing context. As such, IBM SPSS Direct Marketing
helps users to understand their customers in greater depth, improve marketing campaigns
and maximize the ROI of their marketing budget.

*  SPSS Direct Marketing provides a number of pre-packaged procedures for common direct
marketing applications such as RFM analysis, segmentation, simple rule induction,
segmentation, basic AB testing and postcode selection.

*  Furthermore, the Direct Marketing dialog for selecting a technique also provides a shortcut
to the Scoring Wizard, which allows users to score data based on an existing predictive
model.

* The IBM SPSS Direct Marketing module includes the following functionality:

* RFM Analysis. This technique identifies existing customers who are most likely to respond to
a new offer by ranking them in terms of the recency of their last transaction, their frequency
of purchase and their monetary value in terms of historical revenue.

*  Cluster Analysis. This is an exploratory tool designed to reveal natural groupings (or clusters)
within your data. For example, it can identify different groups of customers based on various
demographic and purchasing characteristics.

*  Prospect Profiles. This technique uses results from a previous or test campaign to create
descriptive profiles. You can use the profiles to target specific groups of contacts in future
campaigns.

* Postal Code Response Rates. This technique uses results from a previous campaign to
calculate postal code response rates. Those rates can be used to target specific postal codes
in future campaigns.

*  Propensity to Purchase. This technique uses results from a test mailing or previous
campaign to generate propensity scores. The scores indicate which contacts are most likely
to respond.

*  Control Package Test. This technique compares marketing campaigns to see if there is a
significant difference in effectiveness for different packages or offers.



Ea Direct Marketing

Understand My Contacts

SR )
[ 2

: &

1 b

Help identify my best Segment my contacts into
contacts (RFM Analysis) clusters

3

5
3
i(2
1

hmw”|§|

Improve My Marketing Campaigns

e

|dentify the top responding  Select contacts most likely
postal codes to purchase

Choose one of the following techniques:

Generate profiles of my
contacts who responded to
an offer

Compare effectiveness of
campaigns (Control
Package Test)

Score My Data

Apply scores from a model
file

The IBM SPSS Direct Marketing dialog showing a number of available techniques.
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Heat map output showing the results of an RFM analysis.




Clusters

Input (Predictor) Importance

E1o0Eos@oeCo4002000

of education

of education

Agenyears

n[Hou

Cluster 1 2 3 4 5 6
abel
Description| Cluster Group 1 Cluster Group 2 Cluster Group 3 Cluster Group 4 Cluster Group § Cluster Group 6
|Size
| | 18.5% | | 18.1% | 12.0% | 21.4% | | | 17.1% 12.6%
(188) (181 (120 (214 (171 (126

ousehold inco
thousands

I of education

seholdinco

| thousands

Years at current
ddress.

‘Months with service

Cluster viewer showing results of the ‘Segment my contact into clusters’ procedure.




