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POWER SHIFT

ORGANIZATIONS
ORGANIZATIONS

CUSTOMERS
CUSTOMERS

THE EMPOWERED CUSTOMER
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MARKETING TODAY EVERY INTERACTION FORMS AN EXPERIENCE

Copyright © SAS Institute Inc. All rights reserved.

CHANNELS TODAY DEVICES ARE MORE THAN ONLY ONE CHANNEL. CONSISTENT 
EXPERIENCE ACROSS CHANNELS IS NOW A NORM
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DATA DRIVEN 
INSIGHTS

CUSTOMERS/PROSPECTS LEAVE BEHIND VALUABLE DATA - CAN 
LEAD TO POWERFUL INSIGHTS
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MARKETING TODAY SOCIAL ... LOCAL ... MOBILE ... 
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CUSTOMER CENTRIC CONTEXTUAL MARKETING
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CONTEXTUAL 
MARKETING DECISIONS ... DECISIONS ... DECISIONS ...

What travel 
products have my 
customers bought 

in the past ?

What drives 
purchasing 
behavior?

At what price will 
customers buy the 
holiday packages ?

What messages or 
promotions have 

my customers 
responded to?

When do my 
customers 
purchase?

How & When do I 
communicate with 

my customers?
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CONTEXTUAL 
MARKETING

ONLY ANALYTICS CAN HANDLE THE COMPLEXITY

10 Mio. 
Decisions

12 Bill. 
Decisions

600 Mio.
Decisions

15000
Customer 
Agents

2 Mio.
Online Visitors
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CUSTOMER 
DECISION HUB

CENTRAL DECISION LOGIC ACROSS ALL CHANNELS 

CUSTOMER 
DECISION HUB
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OMNI-CHANNEL 
MARKETING THE MARKETING DECISION HUB

Actions
R

ules

In
sig

ht

MARKETING MARKETING 
DECISION HUBDECISION HUB

in Real-Time
across all channels

based on pre-defined rules
deciding about the optimized offer

Central Decision Making unit
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CUSTOMER JOURNEY
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CUSTOMER JOURNEY A VISIONARY DEMO
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CUSTOMER JOURNEY A VISIONARY DEMO
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OMNI-CHANNEL 
MARKETING CUSTOMER CENTRIC CONTEXTUAL MARKETING

CUSTOMER CUSTOMER 
CENTRIC CENTRIC 

CONTEXTUAL CONTEXTUAL 
MARKETINGMARKETING

enables Organizations to enables Organizations to 
establish value driven marketing establish value driven marketing 

with a true contextualwith a true contextual
OmniOmni--ChannelChannel--Communication Communication 

across all channels across all channels 
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