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Let’s meet Philip, marketing director. 
He’s stressed. 

The CEO: “Increasing revenue from this customer segment is one of our top priorities. 
Are we being strategic with our data?”

The CMO: “Our budget is being cut again. You’ll have to do more with less people, less 
money and on the technology platforms we’ve already invested in.”

The IT director: “We’ve made a cost-saving decision to switch marketing 
platforms…again.” 

The Line of Business director: “Sorry, you can’t have access to our customer data.” 

Harvard Business Review: “The data scientist is the sexiest job of the 20th century.”

Business literature: “This Fortune 500 organization transformed themselves into a 
data-driven organization and beat the competition. You should too”.

Venture capitalists: “We’re investing billions in data, analytics and machine learning!”



A problem and an opportunity in 2016
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A simple, linear customer journey 





Related factor #1: Competing on the 
customer journey

https://hbr.org/2015/11/competi

ng-on-customer-journeys

https://hbr.org/2015/11/competing-on-customer-journeys


Related factor #2: Audience segmentation and 
more access than ever to behavioural insight 



So, what’s the reality? 



Reality check #2 

http://chiefmartec.com/2016/03/marketing-technology-landscape-supergraphic-2016/

http://chiefmartec.com/2016/03/marketing-technology-landscape-supergraphic-2016/


Reality check #3

Gartner Web Content Management 
Quadrant 2016



SO WHAT CAN PHILIP DO?



Advice to Philip 

• Demonstrating insight and lift for a valuable audience 

segment is a win for any marketer 

• The data he can collect around his customer journey 

with existing web tools is a valuable place to start

• If he’s facing political and technical barriers, start where 

he has access 



A call for creativity



Be creative in finding segmentation 
proxies 
• Track as much of the customer journey as possible until you 

hit those technical or political barriers

• Use “data enrichment” tagging features in your platforms to 

the fullest extent possible 

• What are meaningful proxies of customer segmentation and 

engagement? 





Be creative with a “poor man’s data 
warehouse”

• How can we unify pieces of data across technical and 

political silos? 

• A federated search index (Coveo)

• A Tag Management System with a mature set of connectors (Tealium)

• Journey analytics laid on top of web and mobile apps (Google, 

Thunderhead, Sitecore FXM)



Be creative in tangible applications of 
data analysis techniques  

• Map your business question to data analysis techniques

• Especially questions that aren’t being easily answered by 

your existing systems…

• Or can’t be answered in a reasonable amount of time



An interesting place to start 

Marketing problem space Data analysis technique 

Predictive lead scoring and 

validation of contributing proxies

Classification (supervised ML) 

Anonymous audience segmentation 

– validation and exploratory 

Clustering algorithms

Optimization of internal lead 

nurturing task sequencing

Markov chain analysis 

Data Mining for the Masses by Matthew North

http://docs.rapidminer.com/downloads/DataMiningForTheMasses.pdf


Be creative in tool use

• Watson Analytics

• Microsoft Azure Machine Learning

• RapidMiner Predictive Analytics 

• And web analytics platforms are racing to keep up 



IDEA IN PRACTICE: 

THE ROTMAN STORY



Rotman School of Management



Rules-Based Personalization Example





Rotman – Behaviour Varies by Visit
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Personalization by Visit Number 
(V = 1)

Can I get 

in and 

how 

much 

does it 

cost?



Personalization by Visit Number (V=2)

Why 

should I 

choose 

Rotman?



Rotman Geographic Personalization 
Results



Organizational Need
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Dean’s Vision

• Research Excellence 

• Globally Engaged Alumni

• Excellent Student Experience



Business Context – 2016 

We had this notion that our audience was 
compelled by ideas

Can we test it? 



Business context 
We wanted to answer these questions:

We tend to look at our audience in binary terms 
Finance vs Creative types, the Poets and Quants 
— how is this characterization playing out?



Business context 
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We wanted to answer these questions:

We assume that thought leadership plays an important 
role in our students deciding to attend Rotman
— is this true? 
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Big image slide with beaker >> Entering the data science lab… 

Entering the data science lab

Entering the data lab



Shaping our experiment roadmap
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The perfect ingredients for taking a small step    

• An organizational culture open to experimentation and plenty of curiosity

• A base level of organizational analytics maturity 

• Interesting hypotheses about audience behaviour and drivers 

• Limited time, data, resources and processing power

• Fantastic data in Sitecore Analytics & xDB!



Opportunities for marketing teams 

35

• Lead scoring - understanding the factors that predict 

conversion

• Can this help us test our theories on poets/quants and thought 

leadership as a driving force of engagement?

• Audience segmentation - clustering into groups showing 

similar behaviour

• Can this help us understand better how poets and quants behave, or 

whether there are other behavioural clusters we may not be aware of? 



Our process
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Our team
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Courtney B.           

MarComms / Web / Design

Sitecore Power User

YuanYuan H.

PhD, Applied Math

Data scientist

Amanda S.

Comp Sci / MarTech

Sitecore MVP

L to R



Our Data & Engagement Model

38

Interactions and micro-
conversions = Value



Content Profiling
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Content Profiling
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The pages we tagged were 
given a value from 1-10 in each 
of the segments. 



Content Profiling Example
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Content Profiling Example
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Our tools and infrastructure  - keeping 
costs low 
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Making the data as consumable as 
possible
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• The “fun art” of feature engineering: thoughtful creation of 

new attributes based on domain knowledge and end 

business goal

• Extract as many helpful columns as possible from your raw 

data

• Keep in mind what’s accessible in personalization engine –

you’ll want to make use of your strong predictors!



Final ExampleSet
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• 2 months of data = ~200,000 interaction records 

• Approx. 60-90 minutes to run processing batches  

• Ended up with 47 attributes (columns) 



Running a supervised ML classification 
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We ran binominal classification to predict two attributes:

1) hasConversion – indicating whether they converted on any of 

the 12 goals on the website

2) highValue – indicating whether the session achieved an 

engagement value higher than 75 points 



Supervised machine learning 
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The model learns… And then we test how good it is! 
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Results and interpretation
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1) Conversion is predicted by:

1) Visit to Research area of the website

2) Matched to Thought Leader pattern

3) Matched to Full-Time MBA Prospect pattern 

4) Visit to “Ideas You Can Use” area of the website

* Model performance accuracy 88%



Results and interpretation
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1) High engagement is predicted by:

1) Matched to Full-Time MBA Prospect pattern

2) Matched to Thought Leader pattern

3) Visit to Academic/Faculty area of website 

4) Visit to Research Areas of website

* Model performance accuracy 85%



The power of the results 
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Let’s inform marketing strategy for Homepage refresh initiative

1) Push the highly engaged Creatives towards a higher value conversion 

like Apply Now

2) Lift the engagement of Quants by presenting very targeted financial 

thought leadership

3) Bring forward academic research, “ideas you can use” and professor 

bios more prominently on high traffic areas



What’s next? (short-term)
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1) More feature engineering to drive wider set of predictors

1) Pull out more behaviour data from pages visited 

2) Add GeoIP data  

2) Audience clustering

1) Deeper insight into finance vs. creativity theory 

2) Refine understanding of thought leadership consumption 



Long term possibilities 
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• Analyzing behaviour patterns over a years’ time 

• Seasonal variations in the higher ed space 

• Adding in Customer Data 

• Looking at data governance and privacy 

• Considering Student Data to append: events, enrollment, 

courses, profs, etc. 

• Folding back into Marketing Operations 

• For lead scoring and clustering, retraining models regularly and 

feeding back into the database at the Contact level 



CLOSING THOUGHTS



For organizations and industry

• Don’t wait for your organization to restructure

• Always start with the business question and tie to revenue

• Start with the dataset that most easily accessible to you, even if 
it’s not the most interesting or lacks data integrity. 

• (Anything that can give insight into customer motivation and segmentation 
is valuable. Try to look for the places where your existing analytics are not 
telling the whole story. Or flip that on its head, and look at the marketing 
platforms you’ve invested in and what they’re gathering)

• Evangelize your pilot outwards 



For research & students 



“What makes a resource truly strategic, 
is not ubiquity but scarcity.”

- Nicholas Carr, HBR 

Technology, for the most part, has become ubiquitous, but the talent and 

wisdom required to use it strategically — to successfully capture, analyze, and 

employ information to the greater end of profitability and growth — are all too 

scarce.



Quick mention

• Collaborative Masters Program in Data Science

• Open to a wide range of disciplines from across campus 

(biology to biomedical engineering, computer science to 

communications)

• Core course DATA5000 is project based, where teams are 

explicitly multi-disciplinary and are encouraged to work on 

real-world problems/datasets/tools



LOCATIONS
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+1 416 203 2997

NYC
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Melville, NY
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+1 631 870 0317

SÃO PAULO
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São Paulo, SP, 
Brazil
04130-000

+1 866 915 2997

CALGARY

888 3rd Street SW 
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Calgary, AB 
T2P 5C5

+1 403 351 0173

FLORIANÓPOLIS

Rua Iguaçu, 73 
Florianópolis, SC 
Brazil 
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+55 48 4062 1301 
+55 41 4063 9149

OTTAWA

987A Wellington St. 
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Ottawa, ON 
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+1 613 241 2067

THANK YOU!

@AMANDASHIGA


