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Operating in Omnichannel

These days, customer acquisition costs are through the roof — and it's become more important
than ever to understand buyer behavior and target promotions effectively. To be truly effective,
information about your next best offer campaigns should come from more than just traditional
product and market data. In order to maximize the effectiveness of contact strategies, we think
our clients should deploy a data-driven approach, leverage predictive analytics, and attack the
problem from an omnichannel perspective — allowing them to present the right offer to the right
buyer at the right time.

This Corios RedPaper presents real-world lessons learned from our perspective, in three
sections. The introductory section of this RedPaper shares the capabilities of Corios Harmony,
our solution for omnichannel leads management, and its embedded customer next best offer
engine, Corios MAP. The second section of the RedPaper shares a customer's day in the life,
and how this solution works to transport a customer through the awareness-consideration-
transaction journey. The final section of the RedPaper is a technical deep dive exploring how
Corios MAP integrates the view of your customers across all marketing and sales channels, and
delivers next best actions to each customer and relationship manager in your organization.

What iIs the challenge we're trying to solve?

What we often observe when working with a new client is that branding, social marketing, direct
marketing and sales are all working separately from each other, not learning, not presenting a
consistent message to the prospect or customer.

Figure 1: The blind men and the elephant: a metaphor for most omnichannel experiences

What happens is that in-field performance falls short of our goals for customer acquisition,
revenue performance and customer retention. We can't keep throwing money at these objectives
and hope that something sticks.
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Instead we need to learn from every customer touchpoint and contact, to apply proven
processes on a good platform, and maintain a consistent view of the customer and all our
interactions with them, in order to deliver value proposition to the ideal customers for the right
offer at the right time. The Corios Harmony solution delivers our Marketing Analytics Platform,
or “Corios MAP”. Corios MAP is a closed loop system, recording interactions with customers
across all touchpoints, for marketing and sales, to deliver the appropriate message, and to
monitor the customer's own interactions with us. In short, it's a learning and predictive platform
to help you present the right offer to the right customer at the right time through the right
channel.

Sure, you've heard that phrase many times before. But how many times have you actually seen
a working system that lives up to that hype? I've got good news for you; we've actually built it,
and more than that, we use it every day in our own business, so we know it works.

We started by focusing on the major stages of the customer journey. This starts by generating
awareness, producing the right conditions for customer consideration, and concluding in a
transaction.
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Figure 2: The Awareness—Consideration—Transaction relationship cycle

At the awareness stage, we're gathering the attention of prospects and customers who will
naturally find our solutions interesting and compelling. We use demand generation tools like
social, content, messaging and pay per click to get the word out.

Once we've got the attention of the right potential audience, we need to make the value
proposition of our solution readily apparent, and connect it with the customer's unmet needs.
This is where we use the traditional omnichannel tools to contact the right slice of the market,
and get ready to connect those who are even more interested with our relationship managers.

This is when we move to the transaction stage of the customer journey. Rather than use Corios
MAP only for marketing, where a few campaign managers and product managers can leverage it
for campaigns, we've dramatically expanded the value by driving leads into sales. This way,
hundreds or thousands of your relationship managers can contribute to the closed loop and stay
in touch with customers every day.
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Figure 3: Technical highlights of the Corios Harmony solution

The technical bits that make Corios MAP really compelling include our reach into the market via
a nationwide consumer prospecting database, predictive analytics to focus on the right
customers, the campaign tools to deliver those messages across all your outbound channels,
and the PCl-compliant information security controls to protect your organization and the identity
of your customers.

The strength of this platform is that you learn which customer strategies are working, which
ones aren't, what the difference is between these two outcomes, and what factors drove that
outcome. This is the learning cycle that helps you improve performance over time.
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Figure 4: Embedding the relationship cycle and learning cycle on the customer journey

We believe in this platform so strongly, we use it ourselves! We need to know it works, and that
it's incredibly robust. To make this solution robust, we built it using best in class systems at its
core. We've chosen the two major players in the field: SAS for the customer decision hub, and
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Salesforce for CRM. We've connected all our channel systems to this hub. We need robust and
secure infrastructure because our clients are financial services institutions, so a cheap or fragile
foundation just won't cut it. What's great about these choices of platform providers is that we
can start small and simple, for a reasonable investment, and then bolt on new capabilities as
we need them.

Simply put, it all works, we've delivered it for large financial institutions around the country,
and we can deliver it for you.

A customer’s view of operating in
omnichannel

We get the opportunity to work with a lot of Chief Marketing Officers and the heads of
community banking for large, medium and small tier banks around the country. One of the
things that they desperately want to be able to do is put high quality leads in the hands of their
relationship managers in the branches and call center bank.

But putting those leads into their hands at the right time, about the right customers, giving
them advice and direction about the right offers and the right messages to bring to those
customers, and being able to continually add value to those leads is a big challenge. There's a
lot of moving parts, such as CRM systems, databases, marketing strategies, contact strategies,
and analytics.

Corios has built a cohesive vision of how all those moving parts should work together in
harmony, and orchestrate the flow of information about your customers and leads that your
sales team and relationship managers manage on a daily basis into something that can be
delivered in a reasonable time frame. That's what this section of the RedPaper is about.

To do so, we're going to share this customer perspective in three parts.

91  First, we're going to start with the day in the life of the commercial
banking customer, and the relationship managers at the bank with whom
he comes into contact with as he’s looking at some of his unmet financial
needs for his firm.

1 Second, I'm going to share with you the architecture that makes all this
possible between the bank branch and call center CRM systems that are
on the front lines, as well as the analytic and database tools that are on
the back lines.

1 Third, I'm going to show you how all of this fits together. Let's get started!

BRIAN GATES: A CUSTOMER OF GREAT
CALIFORNIA BANK

Let's open the first chapter of our story by talking about the day in the life of a commercial
banking customer and the relationship managers that he works with. This is Brian Gates, he's a
small business owner and he's also a Great California Bank business banking customer. He's
got three types of accounts with the bank, including business checking, savings, and a small
business administration loan for a twenty five thou
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