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ABSTRACT

Discover how SAS® leverages field marketing programs to support AllAnalytics.com, a sponsored third-party
community. This paper explores how the use of SAS software (such as SAS® Enterprise Guide®, SAS® Customer
Experience Analytics, and SAS® Marketing Automation) enables marketers to have more insight, enhanced
targeting, and a higher response from SAS marketing programs.

INTRODUCTION

Give me something that performs. How many times have you heard that in your marketing career? As a marketing
practitioner in today’s digital world, we are expected to do more and more — with less and less. Not only must we
create and execute marketing campaigns, we also have to corral all sorts of channel data, heed departmental
initiatives, nurture and manage leads, and perform online analysis — all at the same time. Here comes the need for
integrated marketing management.

To that end, SAS partnered with UBM TechWeb in 2011 to launch All Analytics (www.allanalytics.com) — a real-time,
online, executive social network that provides IT decision-makers and other business executives from the world’s
leading organizations with an unparalleled venue. Here, members can convene and discuss how to deliver on the
analytics priorities of the day, 365 days a year.

Using SAS analytical software, we can find the most profitable growth opportunities with this community marketing
program, take the best action to maximize those opportunities, and amplify marketing’s impact across the business.

BUILDING A STRONGER COMMUNITY

More than just a website, All Analytics is a giant leap forward in providing IT and decision-makers with immediate and
convenient access to the analytics information in an easy-to-use format. The primary mission of All Analytics is to
offer high-value analytics intelligence. The site provides users with a purpose-built, “always-on” online environment
that supports both “peer-to-peer” exchanges of information (within small groups of IT and business executives at
different organizations) and “wisdom of the crowd” dialectic discussions that involve many more participants.

Published on a state-of-the-art business social network operating system, the All Analytics community acts as a
central hub for many of the integrated marketing activities for SAS. These activities include live event promotion,


www.allanalytics.com

webinars, and quantitative and qualitative research. In order to best serve the informational needs of the community’s
audience, TechWeb uses a custom-built software community platform for this site.

The platform has many unique features and capabilities, which empower the community’s membership to become an
active part of the site discussion and increase levels of engagement throughout the site.

All Analytics is destined to become a “must use” resource for IT decision makers and line of business decision
makers. Over its 2.5 year lifespan, the site has generated over 22,000 qualified registrations and millions of page
views.

Membership to All Analytics is open to IT decision makers and other senior decision makers at organizations around
the world. Members must be selected and approved by the community’s editors.
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Figure 1. All Analytics Community



COMMUNITY OVERVIEW

The site’s two Community Editors are responsible for ensuring that the site has the right content to attract the right
level of user and for keeping these users engaged. Their role is divided into three equal parts: writing for the site,
commissioning and editing contributions from IT decision makers and executives, and facilitating the discussions on
the site’s message boards.

All Analytics is host to a wealth of thought leadership, including multiple daily blogs from editors and IT bloggers from
around the world. (See Figure 2.) Database tagging allows materials (such as whitepapers) to be placed where
relevant and adjacent to editorial content and messages from the site’s users. This placement happens automatically
and on the fly, which results in incredibly high numbers of downloads from the site (thousands per month).

Thought Leadership
A2 bloggers, radio and video chat guests,
and Academy lecturers are the best in the business.

Bloggers— More than 75 bloggers, including additions such as;
Jason Barke, Senior Adviser for Advanced Analytics & Innovation, UNC School of Medicine
James Taylor, CEC & Principal Consultant, Decision Management Solutions
Cavid Loshin, President, Knowledge Integrity
Martijn Schut, Principal Manager, Pwi
Callie Youssi, Director of Business Strategy & Operations, M80 Branding

Radio Guests — 26 radio shows with esteemsad guests such as:
Ben Hamner, Director of Engineering, Kaggle
Rayid Ghani, Senior Fellow and Director of the Data Science for Social Good Fellowshin,
University of Chicago Harrs School of Public Policy, formers Chief Data Scientist, Obansa 2012
Linda Buwrtch, Managing Director, Burtch Warks Executive Recruiting
Jennifer Lewts Priestley, Director, Center for Statistics & Anabdical Services, Kennesaw State

University
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Figure 2. Thought Leadership on All Analytics

—

As the community grows, so does engagement on the site. All Analytics bloggers, radio and video chat guests, and
academy lecturers are the best in the business. These guests inspire and create action, which drives engagement.
Engagement on All Analytics is exceptionally high with an average of 2,268 monthly messages. These discussions
are enabled and enhanced by educational materials (videos, whitepapers, and so on) provided by SAS. As
previously mentioned, these materials appear wherever they are relevant to the discussion. Technology mash-ups of
streaming audio (also known as “Internet radio”) and instant messaging enable groups of users to engage in highly
interactive debates online and in real time. A 24x7 moderated message board system ensures that discussions are
always appropriate and on topic. Posts that breach the site’s terms of use are promptly removed. (See Figure 3.)



All Analytics: Message Boards
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Figure 3. Engagement on All Analytics Message Boards

This past year, All Analytics had over a million page views. Members are very active in the community. Since the
beginning of 2013, 27,215 messages have been posted. In 2013, All Analytics message boards broke volume
records, month after month. By the end of the second year, All Analytics has over 22,365 site registrants, including
1,341 CIOs.

An active social network contributes to the community success. Social amplification (such as tight integration with
Twitter, LinkedIn, and Facebook applications) generate thousands of followers and “likes.” More than 20,000 people
follow All Analytics across these social channels:

e 9,123 Facebook likes
e 7,290 Twitter followers
4,331 LinkedIn members

ANALYTICS INNOVATION
Add the analytical strength of SAS to the All Analytics community strategy, and magic happens.

At SAS, we are very fortunate to have access to easy-to-use software solutions that enable us to build a stronger
community for our marketing campaigns. Using a combination of SAS software (such as SAS Enterprise Guide,
SAS Customer Experience Analytics, SAS Marketing Automation, and SAS® Digital Marketing) enables us to have
these key items:

e more insight
e enhanced targeting
e higher response from SAS marketing programs



By compiling and analyzing the data with SAS Enterprise Guide, we have better insight to the community
membership and their relationship with SAS. Because AllAnalytics.com is a third-party community that SAS
sponsors, we used the data from SAS Customer Experience Analytics to see when the community members were
also active on sas.com.

Although we had analytics on the community, we wanted to take a closer look at this campaign, its members, and
how these members were integrated into SAS. We wanted to answer the following questions:

e Who were the members? Are they new contacts for SAS?
e Were the members integrated into other SAS marketing campaigns?

The good news was that 80% of these contacts were new! “New” means that SAS did not have any record of the
contact in our CRM system until this contact joined All Analytics. In a world where everyone is constantly seeking
new contacts, this is huge. Not only did SAS have new contacts, they were interested in analytics. Now for the bad
news. SAS was not communicating with these contacts outside of the All Analytics community. Without SAS
reaching out to these contacts, very few (only 7%) of the new contacts were making the connection from All Analytics
to SAS on their own. We needed to bridge the gap between All Analytics and SAS.

NURTURING AND MANAGEMENT OF LEADS

By gaining these insights and with the help of SAS Marketing Automation and SAS Digital Marketing, we can now
better target and provide members with customized content. By integrating the members from the community into
our lead nurture programs, our field marketing and database marketing teams continue the dialogue and relationship
with the community member outside of AllAnalytics.com in real time. The result is a better experience for the
community member and a win for SAS because it is automated, trackable, and highly repeatable.

Our lead nurture programs leverage all of the web traffic on sas.com (collected by SAS Customer Experience
Analytics) and downloaded content to recognize contacts that are interested in specific topics. This information
enables us to continue the conversation with the contacts with similar content. Using SAS Marketing Automation and
SAS Digital Marketing, a nurture program is setup and run on a daily basis. We can select any new contacts who
have shown interest and start them in the cycle. The beauty of this type of campaign is that the contact receives a
timely, relevant, targeted message.

By placing these contacts into our lead nurture programs, we can ensure that they receive one targeted message
from SAS every two weeks. To avoid sending conflicting messages, it is a standard practice to exclude contacts from
all outbound campaigns when they are currently in a nurture campaign.

The All Analytics contacts were placed into the Business Analytics nurture program. This program has four tracks:
Business Executive, Business Professional, Technical Executive, and Technical Professional. Each contact is placed
into a specific track based on their job title and function.

Because all All Analytics contacts were loaded into the CRM system, they are easily selectable in SAS Marketing
Automation.


http://www.sas.com/en_us/software/enterprise-guide.html
http://www.sas.com/en_us/software/customer-intelligence/customer-experience.html
http://www.sas.com/en_us/software/customer-intelligence/marketing-automation.html
http://www.sas.com/en_us/software/customer-intelligence/digital-marketing.html
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Figure 4. Selection Node in SAS Marketing Automation

After selecting the All Analytics contacts, we can determine the next appropriate communication.
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Figure 5. Nurture Campaign Diagram in SAS Marketing Automation



With the integration of SAS Marketing Automation and SAS Digital Marketing, the e-mails are sent when the

campaign executes.
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Figure 6. Integration of SAS Digital Marketing and SAS Marketing Automation
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Figure 7. Example of Targeted E-mail

CONCLUSION

Three years into our journey, we see that All Analytics is a highly engaged community that did not know enough
about SAS. By analyzing the marketing program, we were able to enhance our targeting and nurture the community
members with specific marketing programs from SAS. By building a relationship outside the community, we have
made the community stronger, and the members are armed with more knowledge.

Everyone knows that marketing in the digital age brings new challenges and new opportunities. To be seen as a
strategic advisor to the business, we must continue to prove marketing’s value. By using SAS software, we can find
the most profitable growth opportunities with our marketing programs, take the best action to exploit those
opportunities, and amplify marketing’s impact across the business.

As we continue our journey we will continue to think more like scientists. Designing, testing, diagnosing, analyzing,
and adapting the AllAnalytics.com in our daily functions. We work in an environment where almost everything is
measurable. As marketing practitioners, we will continue to use data and analytics to thoroughly understand,
personalize, and constantly improve the relationship with our members, which is fundamental to the success of this
marketing program.
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