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From Data-Driven to Decision-Driven: Rethinking MarTech
Analytics
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Data is the Lifeblood of the Modern MarTech Stack
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Leaders agree that data is a strategic asset

& Faster decisions

80%

crucial to
decision-making

73%

helps reduce
uncertainty

O Deeper personalization

& HigherRoI
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Start with the decision, not the data
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. Decision First . . Question N Data

i . \ N What do we need to . A

. What do we need to , A A What data helps us
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Marketing is a series of micro-decisions

Who should we
target?

Segmentation
Propensity Scoring
Churn Prediction

_______________________

What should we
offer?

A/B Testing
Uplift Modeling

_______________________

When should we
engage?

Time of Day / Day-
of-Week Analysis

Recency/Frequency
Analysis

Where should we
reach them?

Channel Attribution
Channel Affinity

How much should '
i we invest or
! discount? :

Elasticity Testing

Cost-Benefit
Analysis
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You're redesigning a
churn re-engagement
action with limited
budget

B. Who has a high propensity to transact after a
campaign?

C. Who has a high incremental probability to
transact because of the campaign?
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Not all customers are worth target

WOULD RESPOND WITHOUT ACTION
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Uplift modeling predicts change, not just outcomes

_____________________________________________________________________________________________________________________________

Uplift = P(Response | Treatment) -

Probability of response given Probability of response given
campaign no campaign

_____________________________________________________________________________________________________________________________



Targeting only where it matters:
based on uplift and ROI

Reactivation Value (F)







Answer: You can't tell.

__________________________________________________

These aren’t lift metrics

__________________________________________________

These aren’t randomized tests

Correlation Z Causation

__________________________________________________



From Guesswork to RCTs:

Testing Actions with Behavioral Precision

BAU

Default reactivation message works
moderately well with dormant users

Gl GCash
Crean

Travel comfortably with ease!
Top up your RFID
and pay later

-

Refreshed key visual frames the
offer as something new

Travel comfortably with ease!

Top Up your RFID

Loss aversion + visual priming
increases motivation

@) ccash

Na-miss ang family
outing dahil walang
load RFID? No problem.



Tailored Testing: Measuring Effectiveness by Cohort

1

Students - . . . : Witty messages perform well
I across all segments
1

- Yuppies - : i . -0. T S S e e e e e O e S S e b e

é : Mid-lifers respond best to

> I straightforward messaging

{ Transitioners - . - - - B

:

3 wigrers S | . | _ What works overall isn’t

always what works for

Online Sellers - 0.18 0.07 0 everyone.

[ 1 '
Emotional Witty Exclusive Straightforward
Message Type




Good decisions require the right data,
and the right campaign design

HIGHLY TARGETED AUDIENCE

No comparative insight
— no counterfactual

Estimate uplift for
a Narrow group

_____________________________________

Test which action works best
for this segment

_____________________________________

One Treatment Only

Treatment
+ Control

Multiple Treatments
+ Control

BROAD AUDIENCE

Can't isolate effect —
confounded by heterogeneity

Estimate uplift across
a range of different profiles

Discover what works for whom
(segments x actions)



Decision-Driven Analytics:
A Smarter Way to Use Data

Start with the . .  Designfor .\ Analyze What
Decision Insight Matters

_____________________________________________________________________________________________
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Make Decisions,
Not Just Dashboards.

B partnersolutions@gcash.com
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