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Plum Benefits Overview el

» An employee discount program

» Specialize in discounts to ticketed entertainment
(i.e. theater, sports, concerts, family attractions)

» Employees from member firms login to browse
discount offers

Revenue Model: Fees + Commission on Tix Sales
Primary Goal: Sell Tickets (generate commission)
Marketing team = 5 FTE’s

B2B List (22k), B2C (600Kk)

Have been using Eloqua for 1-year

v Vv Vv Vv Vv
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Marketing Practices Sennes 09

» Email
> B2B - to program admins
> B2C - to employees at member firms

» Direct Mail
» Outbound Call Center
» Events
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Marketing Practices Sennes 09
» B2B Emails
> Target: Program Administrators (i.e. HR
departments)

> List Size: 22,000
> Frequency: 3x per month
> Content: Offers/Discounts, Service Messages

> Goal: “Forward these great offers on to your
employees”
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Marketing Practices Seemie: 09

» B2C Emails (“C” = Employees)
> Target: Employees at our participating corps
> List Size: 600,000

> Frequency

® 1 regularly scheduled “offer announcement” per
month to entire list

® Ad hoc targeted messages
> Content: Offers/Discounts
> Goal: Logon to our site and purchase tickets
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Challenges of B2C (pre-Eloqua)  5-%3%09

w

» Content of Email Not Always Relevant to
Consumer

» No Visibility of Consumer Behavior on Web
Site for Offline Channels (ie call center)

» Long Production Cycles
» No Way to Test Emails Before Sending

» No Way to Control Flow of Email and Rate of
Site Traffic and Inbound Calls

ELOQUA EXPERIENCE D9: GLOBAL USER CONFERENCE 6



“‘Eloqua-izing” Our Web Site
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Eloqua’izing Our Web Site

» All web users are
written into SFDC when
they register online

» SFDC writes users into
Eloqua daily

» User Login is used as a
“form” to capture user
behavior in Eloqua
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Ele Edt View Hgtory Bookmarks Yahoo! Tools Help
@ = C X G [ http:fwww.plumbenefits.comfPlogout=yes
| [ Plum Benefits - Home =]
~
i P e
ML
- ™ S
) p l u m be n e fl tS your entertainment guide I Enter e-mad address Enter password | Legin | I
Forgot User Id? (e-maill Forgot Password?
-4
Browse Offers  Empl rtainment Provid
Event of the Month:
Bring Everyone You Love to See the
Radio City Christmas Spectacular!
= Every performance
is a glittering present
full of fun and
surprises for the
whole family!
» VIEW ALL OFFERS
For Corporations and Organizations: For Entertainment Partners:
a9 pe + Boost employes morale « Reach millians of corporate
+ Save employees and coworkers smplayeesiat hetr oo
time and meney * Promote your event easily
e within a controlled environment
cost to your company * See the results in measurable
ROI
» LAUNCH THE PROGRAM »PUT BUTTS IN SEATS
Who We Are | What We Do | Contact Us | Careers | Terms of Use | Privacy Notice
©2005-2009 Plum Benefits
v
Done IV B @5 now: MostyCloudy, 59F | Thurzsr ) Thusser | FricsSE cmm
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Behavioral Targeting Overview 2% 09

» Step 1: capture and aggregate user
clickstream (implicit)

p Step 2: combine above with what we
already know about user (explicit)

» Step 3: Use Eloqua program to match the
right offers to the right consumers
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Step 1: Capture & Aggregate Sreuane 09

w

» Derive implied “area of interest” from
customer click stream:

> Area of Interest Measured by number and type
of offers viewed on site

> Example: If a customer logs onto our site and
views 100 offers over a 6-month period:
® 70 theater offers, 70/100 = 0.70 theater*
® 20 sports offers, 20/100 = 0.20 sports
® 10 concerts offers, 10/100 = 0.10 concerts

*denotes primary area of interest
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Step 1a: Capture

ELOQUA 0 9
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» We use query string parameters to capture
offer views in Eloqua

4 Go Back to Browsing

are $111.50, reg. $121.50.

There are 2 offers available:

OFFER A:
OFFER CODE:
Full Prics
Offer Price:
seats:
Days/Times Offered:
Dates Offared
Purcha=z Ey:

Click Image to Enlarge
Tiekst Limit:

Reviews:

Advanced Search My Profile ~ Customer S

Disney presents The Lion King

Discover the Pride of New York
50 million people around the werld have come to discover the thrill, the
majesty, the truly one-of-a-kind musical that is The Lion King. And there’s
no better place to experience this landmark entertainment event in the city
where it all began. Join us at the Minskoff Theatre, in the heart of Times
Square, and take your place in the Cirele of Life.

Order Your Tickets now thru October 31st: Orchestra & Front

Mezzanine Tickets are $101.50, reg. $121.50.
Order Your Tickets in Nowember: Orchestra & Front Mezzanine Tickets

Hello, Ross Bauer of Nu-train.

If you are not Ross, dick here to log out.

~‘ ! ’—
= PlumMbENefitS  cummenuae
|Quick Search || 60 | Advanced Search

Ordering Options

€) ONLINE

@ BY PHONE

R R € IN PERSON
520

PLuM100 $

si2is0
$101.50
Orchestra & Front Mezzanine
Tusz 7pm, Wad Tpm, Thur 8pm, Sat
2pm. Sun 1/6:30pm

10/1/2003 to 11/22/2009
10/31/2009

14

ORDERING TIPS

A ORDER ONLINE

Order Your Tickets in November & Save
510

“There is simply nothing OFFER B:
elce ke itt”
plepilars Vi) OFFER CODE: pLUM110 $
"Alandmark event in =
i - Full Prics stass Add To My Prof
Now: Mostly Cloudy and 53°F ~ Today:54°F  Tue5S°F (©  Wed:S0F ~  ThuSOF -

lumbenefits.com,/offer

Offer Impression

----------1

Jdeta|?sfid=al240000005b0GpAAM

5 WO
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Display Mame

Parameter

@ Parameter/Value Cormbination

O ffer Impression

sfid

Eguals character

Break character (next parameter}

) Parameter Only

Value to return if found

Display Map

Dizplay Map

e
Offers « S New
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Step 1a: Great but Now What?

sample User Clicktream from March 18, 2009

[~

.plumbenefits.

com/sf/offers/a0240000005RRLP

plumbenefits.

com/sf/offers/a0240000004vRwWO

Lplumbenefits.

com/sf/offers,/a0240000004v3cy

.plumbenefits.

com/sf/offers/a0240000005fTKcqg

plumbenefits.

com/sf/offers/20240000005804x

Lplumbenefits.

com/sf/offers,/a0240000004v4ap

.plumbenefits.

com/sf/offers/a0240000005FKLW

plumbenefits.

com/sf /offers /20240000005 RW2

plumbenefits.

com/sf/offers/a0240000005985h

Lplumbenefits.

com/sf/offers/a0240000005RJUR

.plumbenefits.

com/sf/offers/a0240000005bY2g

.plumbenefits.

com/sf/offers /a0240000005boGp

plumbenefits.

com/sf/offers/a0240000004gquclL

Lplumbenefits.

com/sf/offers/a024000000591 5u

.plumbenefits.

com/sf/offers,/a0240000005b000o

.plumbenefits.

com/sf/offers/a0240000004v7rt

plumbenefits.

com/sf/offers/2024000000599pPrF

Lplumbenefits.

com/sf/offers/a0240000004vbpp

.plumbenefits.

com/sf/offers/a0240000005FKRY

- EEEEECECEEEE EEEEEEEEE

.plumbenefits.

com/sf/offers/a0240000004pP M
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Query Type

offer
offer
offer
offer
offer
offer
offer
offer
offer
offer
offer
offer
offer
offer
offer
offer
offer
offer
offer
offer

Impression
Impression
Impression
Impression
Impression
Impression
Impression
Impression
Impression
Impression
Impression
Impression
Impression
Impression
Impression
Impression
Impression
Impression
Impression
Impression

ELOQUA

EXPERIENCE

09

string

Lucky Cheng's Presents All That Drag
Dora the Explorer

August: 0sage County
Broadway Gift Certificates
God of Carnage

Irena's vow

Accent on Youth
Broadway.com Hotel Packages
Exit the King

Guys and Dolls

Cirque du soleil: Kooza
Disney presents The Lion King
Gazillion Bubble show

Mary Poppins

Big apple Comic Con
Chicago

Jersey Boys

Ccircle Line 42 Cruises
Disney's The Little Mermaid
9 to 5 the Musical
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Step 1b: Aggregate Srenane: 09

» We use query string clusters to group offers
into high level categories like arts & theater,
sports, music, family attractions

Please Select Below

E‘fﬁ w Altar Boyz Views Oct 09 Attractions & Farmily Events

Clusters

O L‘f + CCTEST _
Query 5tring Group HName

L'_—'fL + Knicks Offer Views Oct 09

|7/ = Memphis Views Oct 08 Query String Group Mame Attractions & Family Events

= : i Offer Impression K :
ST R M — - v B ese [Rf new

| = E—?:  Offer Type - By Views
= Enter the query string values that a to this Query String Grou
l Ep;: + Arts & Theater query d pply Query d P
& Choose from existing query string data Query string data values
I E@b + Attractions & Famity Events g auery . v ‘
I ol : %20a0240000005RTes Y a0240000005ViTAAS ~
; = Music +al240000005RTes [=i al240000008V meAAC (=1
| i, ~ Other 0064000000CTOVOAAS 4 a0240000005EX0fAAE
I 5 02400000050geQAAS i al240000005f0ZzA8M
I E’iﬁl; + Sporis al240000005bMs8A5E
el e R e e Enter Values al2&0000005FRWZALM
1. 7 = Offers - By Search
A aa , a0240000005QbAAE
|7 + Shrek Views Oct 09 A0240000005KegAAE s
[.}_7"'_. » Specific Offers - By Click-to-Order Double-click to remove from the list

E—'_f‘ w Specific Offers - By Views
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Step 1c: Calculate

ELOQUA 0 9
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» We then use profile fields to calculate the primary
area of interest and # of views per group

Profile Figlds

=| Forms

Fs

ELOQUA

ﬁ Content Tags
=
S| Ez‘ Query String Grouping
Q » Query String Group - Frequency of Selection
@ ~ Query String Group - Number of Times Selectss
= |l{ - Query String Group - Most Frequently Selected
LR 8 & R B-0 N N N _§ B § |
l[' w Primary Area of Interest - By Browse Clus]

- R R R R B R B N N B
O @ ~ Query String Group - Most Recent Choice

Query Strings
| Q ~ Query String - Frequency of Selection
O @ - Query String - Number of Times Selected
= ‘q‘ = Query String - Most Frequently Selected Choice
IIE w Primary Area of Interest - By Browse Strin

{3 = Query String - Most Recent Choice

% System Information

a Custom Information

Qf External Sources

8] Email and Contact

Lead Generation and Prospect

5 Anarensted Fialds
il 1

Field Source Information

Field Source '.r Query String Group - Most Frequently Selected Choice

Display Name Primary{Area of Interest —:

Enabled

Group Offer Type - By Views

Geoagraphic Region Association

- |7 Edt B new

This section lets you map this ographic region type for reports.
pe of data stored in this field. The

region type iz used to plot the geographic locations of visitors in Visiter Maps.

Associate this field with a geographic region type

Associated region type Country - |

0 Internet | Protected Mode: On
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Step 1d: Move Data from Profile to Contact Sronine: 09

» We then use a simple program in eloqua to
move area of interest from profile record to
contact record and then to SFDC

Area of Interest

OVERWVIEWY - Pleaze dizable the program to edit
The time of the last program evaluation was 11/2/2009 9:52:35 AM (GMT -05:00) EST..

Switch to Tabular View

2 View Step Inputs

» 1.0-Start

mstep:ﬂ

|

B + Al:20Updatein
SF

In Step: 0
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ELOQUA 0 9

Step 2: Combine

» Combine the above implicit data with other
explicit data to form rich user profile

Demographics Stated Prefs
(registration) (registration)
\ J

Explicit Implicit

Behavior
Complete
il Proﬁ‘)ile
usage)
J
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ELOQUA 0 9

Step 3: Eloqua Program

» Use Eloqua program to match our offer
emails to the right customer

Complete
Contact Profile

Proprietary
“Magic“

(aka routing
algorithm)

I T I T 1
Family L

l Sports Offers \ 'Theater Offers \ l Concert Offers \ Attractions l Comb[m?nons \
offers
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Step 3: The Real Deal ees 08

bl
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The End Resu ELoQuA 09

O ————
| Message ‘ Adobe PDF @
= s = ) R g - &4 Find
f= 1-% -’--i x = = \_}ﬁ % &, Safe Lists ~
. : — 3 Related -
Reply Reply Fonward | Delete Moveto Create Other Block |3 ot Junk Categqorize Follow Mark as ‘
| o Al | Falder= Rule  Actions = | Sender | = Up= Unread | by Select~
Respond ' Actians Il Junk E-mail £} | Options ’7{“ Find |
Fram: Plum Benefits [contact@notifications. plumbenefits, com] Sent: Thu 10/22/2009 2:00 PM
To: Alerts
o
Subject: Test, Recammendations for You

»

4 FREE Tickets to The Neets Season Opener

‘Watch The Nets take on The Orlando Magic in the first game of the season and see all the I
action from fantastic lower level seats! Log-in by 10-23 to be entered to win.*

*Soe official swenpstakes
rules o clatails

nended For You

Dear Test,

Radio City Christmas Spectacular
Bring Everyone You Love to See the
Radio City Christmas Spectacular@!
-"If you've never seen it, go. If you

Believe it or not, you CAN have fun
without breaking your budget. Now have seen it before, go again.” -Daily
more than ever Flum Benefits can help gft";s Everyperfarmanceiofithe R adio u

you enjoy yourself, worry-free — making lglfsa';nilv of four can go for under ’ R e CO m m e n d at I 0 n s
the most of your leisure-time wihile
keeping your budget in mind.

) . Irving Berlin's White Christmas
s Shmponainscornacosss Dreamimg OF - Filowng » a re C u Sto m a n d
wwwi plurmbenefits. com ...access the Dreaming Of - Following a smashing,

sold-out run on B'way last year, the

MORE INFORMATION |

hard-to-get tickets you “have to White Christmas is coming back just in
- 2 time for the holidays! The uplifting ...
have™ or save up to 50% on a wide Count Your Blessings & Save Up To

> - .
variety of discount entertainment $41 b ase d o n re C I I e n ts
options. Theater, sports, concerts, MORE INFORMATION
family eventz and more. Go ahead and e e e e
New York Knicks

i

have a look ~ it's not often izt find Declare Your Fanhood this Knicks

gu”t,ﬁ-ee fun, Season at The Garden - Catch the
Knicks in early season action at The
Garden for the half the price. Early
season action at The Warld’s Most

The P‘rum Beneﬁts Team Farnous Arena is highlighted ...
Save 50% on First-Half Season
Games

. -
D I n e I\ \ MORE INFORMATION

on Plume

New York Jets >
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Extending the Model
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ELOQUA 0 9

Other Implicit Data We Capture  =ceire:

» We use query strings to capture in Eloqua:

> Offer Views/Impressions (discussed above)
> Offer Clicks-to-Order
> Search Terms (found and not found)

» We use cases and web-to-case to capture in
Salesforce

> Offer Requests
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Example: Custom Targeting Srenanee 09

w

» We just re-sighed with the NY Jets and we
want to sell tickets for the 2010 season!

» Initial Email Campaign to all those that:
> Viewed Jets offer last year (ELQ)
> Clicked to buy Jets offer last year (ELQ)
> Searched for Jets any time (ELQ)
> Requested Jets any time (SDFC)

» We also get creative...
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Example: Custom Targeting (cont.) 5= 09

» Those That

> Viewed, clicked, searched for, and/or requested
®* NY Giants
® Other football teams
® Yankees
® Mets
® Knicks
® Nets
® All Sports...

ELOQUA EXPERIENCE D9: GLOBAL USER CONFERENCE 24



Extending The Visibility of
Consumer Profiles

ELOQUA 09
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your community for success
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How we did it: Visibility Offline Srominee 09

» Profiles made available in SF via an
integration rule - a little math helps too!

* Address Information

Mailing Address 1658 Route 300
MNewburgh, 12528
usa

¥ Description
Description

¥ Demographics & Targeting Specs
Market  New York Age Calc
Gender M Area Code

¥ Web Account Information
Active v Total Number of Logins 47

Email Opt Out First Login Date 10/31/2007
Most Recent Login Date  10/12/2009

v Offer Preferences

L3
' Primary Area of Interest  Arts & Theater I
I Views - Arts & Theater 338 Freq - Arts & Theater  73% I
I Views - Attractions & Family & Freq - Attractions & Family 1%

Views - Music 19 Freq-Music 4% |

I Views - Sports 98 Freq- Sports  21%
I Views -Other 0 Freq-Other 0% I
l Total Offer Views 460 I
L] _— L} _— L} _— L} _— L} _— L} _— L} _— L} _— L} _— L} _— L} _— L} _— L} _— L} _— L]
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How we did it: Testing Srenanee 09

» Content Testing: A/B splits

» Delivery Testing: Pivotal Veracity/Return
Path
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How we did it: Controlling Flow 55209

» Content Testing: A/B splits

» Delivery Testing: Pivotal Veracity/Return
Path
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Results of Implicit vs.
Explicit Targeting

ELOQUA 09

EXPERIENCE your community for success
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Quantifiable Results

» Result from April 2009 Campaign

Program Emailz Sent Bounce Backs Emaile Received Opens Open Rate (%) Email Vigitores Visitor Click-through Rate Unsubscribes Unsubscribe Rate

B2C Email Routine 325740 20145 309591 91327 28.50% 43523 14.068% 532 0.17%
GROUP 1: TARGET BASED ON EXPLICIT PROFILE
EXPLICIT SEND: Arts & Theater Group 288593 2185 256708 7815 28.51% 3470 12.95% 35 0.14%
EXPLICIT SEND: No Preferences Group 235812 15139 220773 8131 2T TT% 25814 12.15% 432 0.20%
EXPLICIT SEND: Not Sports/Not Theater Group 2014 134 1880 5r2 30.43% 263 13.95% 5 0.27%
EXPLICIT SEND: Sports Group 3888 273 3515 1060 28.32% 429 11.87% 13 0.35%
EXPLICIT SEND: Theater & Sports Group 24731 1834 22957 6363 _ 20.00% 3394 14.78% 23 0.10%
- f —_—_-.I—'—'_—_—_-.I—'_—_—_-

SUBTOTAL - IMPLICIT 255453 19565 275833 Tre g 28.06% 34370 g 12.46% 511 1 0.19% I

] ] ]
GROUP 2: TARGET BASED ON IMPLICIT PROFILE
IMPLICIT SEND: Artz & Theater Group 25354 432 25432 10525 41.40% 7351 28.90% 18 0.07%
IMPLICIT SEND: Mu=ic Group 5254 97 3167 2150 4181% 1263 24.44% 2 0.04%
[MPLICIT SEND: Not Theater/Sports Group 152 3 145 43 3221% prat] 19.45% ]
IMPLICIT SEND: Sports Group 2052 52 2910 1179 g i) 52 % 552 g ¥ 1 . _p;ﬁ%gl

Ld - ] L4 - ] -
SUBTOTAL - IMPLICT 34242 554 33558 13906 J 4132% g 92595 J 2782% g 21 | 0.06% J
| |

GROUP 2 - GROUP 1 13.26% -0.12%
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Conclusions ELOQUA (D9

1) Behavioral email targeting works

2) Does not have to be expensive or time
consuming

3) Sharing data to other members of firm
pays dividends by:
d Maximizing the impact of the customer
hit/conversation

d Making you look service-centric
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Questions?
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