INVISO

Unlocking the power

of data analytics in marketing with Microsoft Azure

In a time where attention spans are shrinking and audiences demand highly relevant
content, data-driven marketing has become essential for these efforts. By leveraging
advanced data analytics, organizations can craft personalized and impactful marketing
campaigns that resonate with their target audience.

Our client faced the challenge of effectively engaging customers through tailored email
upsell content based on software SKUs they had already purchased. Beyond just selling
more, they wanted to provide genuine value by suggesting relevant products that were
a natural step from their existing solution.

The power in marketing to an existing client is in the depth of established knowledge of
their purchase and usage patterns, which can provide important insights. Using cutting
edge technologies and strategic data analysis to transform targeting efforts, the Inviso
Marketing operations team delivered significant improvements in engagement and
conversion rates.

Campaign Going into the project, our Ops team knew they'd
be working with interesting data challenges, such as:

Objecuves + Many accounts with more than one SKU version.
» SKU versions that are either free or paid.
The primary goal of this campaign was to upsell «  SKUs with varying numbers of users allocated to them.

higher-level SKUs to administrators of client «  Administrators managing multiple accounts with the
accounts. With multiple versions of the main SKU same email address.

available, the client needed to identify the
dominant SKU version on each account. This would Success measures for the campaign were defined as:
allow the team to send tailored emails to drive 1. Above industry standard for email metrics.

awareness around existing subscriptions and 2. Upgraded SKUs for accounts (conversions).
benefits from the next-level SKU. 3. Increased active usage of current accounts.

Pre-campaign analysis

To prepare for the campaign, our team first embarked A Technologies used
on a comprehensive data ingestion and analysis phase.

We aggregated data from multiple sources into a unified Azure Data Factory
Data Warehouse using Azure Data Factory, which facilitated

the creation of pipelines and triggers to ensure a continuous + Pipelines

flow of up-to-date information. Azure Data Lake Analytics was

instrumental in handling the large volumes of data, while * Linked services
Azure SQL served as our central repository. With all the data

in the same place and an established relationship between + Triggers
sources, we were able to join all data in the Data Warehouse

to create the final account categorizations. Azure SQL

Our Operations team first collaborated with the client team Azure Data Lake Analytics
responsible for categorizing hundreds of SKU IDs. These IDs
can be grouped into different SKU versions based on similar
features. Using a linked service in Azure Data Factory, we
connected to an Azure Storage Gen 1 account to access the
SKU mapping CSV file. We then used a copy activity to insert Key activities
the data into the Data Warehouse. This process ensured that

the data was up-to-date and accurately categorized. Data ingestion: Aggregating
data from various sources into

The client stored their data on Azure Storage Gen 2, a unified Data Warehouse.
leveraging Azure Data Lake Analytics to query and aggregate

terabyte levels of data. This data included information on Data cleanup and
customer accounts, the SKUs activated, the number of users normalization: Ensuring
allocated (both paid and free), and other relevant account data accuracy and

details. By joining SKU IDs with the SKU categorization, we consistency for analysis.
determined the most-used SKU version per account. SQL
scripts were then created to identify the SKUs with the most
allocated paid users per account. This analysis allowed us to
group accounts into categories that would benefit from the
next level of SKU version, enabling targeted email campaigns.

Azure Storage Gen 1 & 2

Data analysis: Assessing the
client's SKU versions and
account usage to inform
campaign strategies.

Campaign execution 0 [I 0

With the data cleaned and normalized, we turned our attention to

the campaign itself. Using Excel Power Pivot models, we joined different Technologies used
data sources to create a comprehensive view of the business.
This analysis revealed key patterns in SKU usage, indicating that Azure SQL

focusing on the most utilized SKUs provided better upsell opportunities

than targeting high-end, underutilized SKUs. Excel Power Pivot

We discovered that accounts allocated users to SKUs based not only

on features but also on cost considerations. For instance, some Salesforce Marketing Cloud
accounts had SKUs with advanced features but very few users, Journey Builder

indicating that these SKUs were not widely adopted. Conversely, other

accounts had a high number of users on lower-level SKUs. This insight

led us to focus on promoting upgrades to the next version of lower

SKUs rather than the highest available version, ensuring relevance and Key activities
feasibility for the client.

Our team also noted accounts with many users on free SKUs and Business logic segmentation:
only a few on paid versions, indicating a need for entry-level paid SKUs Sl lqfs EEERUITES based.

: . ; on SKU usage and potential
rather than the next level of their current paid SKU. This nuanced upgrade paths
understanding of SKU usage allowed us to clean and normalize the
data effectively, enabling confident decision-making when modeling

email content. Email creation: Designing

tailored email content for

Working with the client, we created categories for users to fall into,
each segment.

landing on five unique segments (one for each SKU version). Within the
segments, we added click-based splits, so that only those who
expressed interest on certain content would receive more emails on
that same topic. This further segmentation resulted in four additional
user paths, for a total of nine mapped journeys. We then brought in
Inviso Marketing designers and writers to create tailored email content
for each segment.

Email journey creation:
Implementing email sequences
using applied business logic.

We implemented these emails using Salesforce Journey Builder to send
highly relevant messages based on our business logic.

Post-campaign analysis

Following the campaign, we continued to monitor and analyze results. Technologies used
Azure Data Factory enabled us to automate the flow of email metric
data from Salesforce to our Azure Storage accounts. The data was Azure SQL
encrypted in a CSV with an RSA certificate and needed to be decrypted
before being moved into our Azure SQL Data Warehouse. An Azure Azure Data Lake Analytics
Batch process, running on schedule, connected to our Azure Storage
account to download and decrypt the files using our private key. Azure Storage Gen 1 & 2
The batch account then uploaded the decrypted files back to our
Azure Storage account. Another pipeline in Azure Data Factory read Power Bl
the CSV files and performed a SQL MERGE with our tables, updating
any old rows with new data and inserting new rows as needed.

Key activities
In our data warehouse, account data from Azure Data Lake Analytics
now had the required properties to join with the email metrics Data Integration: Merging
imported from Salesforce. We aggregated the data by account and email metrics with account data
analyzed the changes driven by our campaign. Modeling the data in for comprehensive analysis.
a Star schema allowed us to efficiently import it into Power Bl, where
we created visual displays of the metrics and the campaign's impact. KPI analysis: Evaluating
Using metrics such as active usage, number of allocated users, and campaign performance
purchased SKUs by version, we could slice and dice results by vertical using various metrics.
categories, account segmentation, and account age to understand the

campaign's success across different account types. Impact reporting: Creating

visual reports to illustrate

Overall, campaign results were well above expectations, as shown -
the campaign's success.

in these standard email metrics:

Campaign 629% 289% 26%

Click through Open Conversion

Industry 2%1 20%1 12%2

standard

Click through Open Conversion

Results and success measures

The campaign achieved several key successes:

v' Above industry standard email metrics: Open and click-through rates significantly exceeded industry
benchmarks.

v Increased SKU upgrades: The targeted email strategy led to a notable increase in new SKU purchases.

v Higher active use: There was a significant uptick in active usage of current accounts, demonstrating the
effectiveness of the personalized email content.

By thoroughly understanding and segmenting the client's data, we were able to create targeted and effective
content strategies that delivered for our client. Our approach not only improved email metrics but also fostered
deeper engagement and increased subscription upgrades.

At Inviso, we believe data analytics can supercharge all types of marketing campaigns. Our experts can help you
optimize your data and tracking strategy or set up the right infrastructure for future campaigns. Contact us to
find out how we can help you achieve your marketing goals.

1 https://www.campaignmonitor.com/resources/guides/email-marketing-benchmarks/
2 https://firstpagesage.com/seo-blog/average-conversion-rate-by-industry-marketing-channel/
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