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GMC Analytics

Adding Value to Customer Data

As marketers work to unify the customer
experience using a consolidated customer
communications platform, data quality be-
comes increasingly critical. Traditional data
analytics and mining tools and processes
fall short of meeting today’s requirements.
That's why GMC Software AG formed a
new company, GMC Analytics, powered by
leading edge market research techniques

from the ISG Institute in Switzerland.

“Simply knowing your age, income, educational level and where
you live will not tell me what wine you like to drink,” said Holger
Haedrich, Head of Development and Projects at the Institut.
“For that level of detail, we must understand what motivates
consumers to act by asking them directly. In partnership with
GMC, the institute has developed a suite of powerful statistical
tools that evaluates data from online interviews and uses sophis-
ticated decision support tools to generate individual preference
data. This data can then be effectively used to deliver response
rates as high as 20% to 30% - a factor of 10 higher than
conventional methodologies. It is also backed by expert services
when there is a need for analysis of more complex scenarios.”

Breakthrough tools and techniques to help marketers

GMC Analytics delivers breakthrough tools and techniques to
help marketers create campaigns where consumers are more
likely to disclose preferences. The feedback process begins with
the creation and distribution of various offers using traditional
web-based surveys. For even better results, marketers use online
infotainment — that is, making participation entertaining and
fun, like a gaming environment. Sophisticated surveying tools are
used to acquire information; that acquired information is backed
by psychographic/psychological analysis accessible through an
easy-to-use interface that puts sophisticated data analytics in the
hands of print service providers of any size and their customers. It

allows marketers to build clusters of individuals within a database
who are likely to behave in similar ways based on preferences.
This places service providers and their marketing customers in
an excellent position to gather information, analyze that in-
formation, execute against it, and monitor results in ways that
were never possible before.

Consumers with a high propensity to buy

“The methodology used by GMC Analytics enables an ongoing
feedback process whereby increasingly refined information
about customer preferences is gathered over time,” explains
Haedrich. “Initial surveys are brief to encourage participation
yet return enough informa-
tion to segment the response
base into clusters of consumer
behavior.”

For target clusters of consum-
ers who have opted in to
the process, a deeper, more
profound questionnaire al-
lows marketers to ask very
detailed questions regarding
their products, services or brand. The result of this second phase
is a very qualified group of consumers with a high propensity to
buy the marketer’s product or service. The whole process is sup-
ported by the GMC Feedback Management Tool, an application
running on marketing managers desktop to control, analyze and
select the elaborated survey data.

GMC Feedback Management Tool

“These techniques are especially useful in the telecom, financial
services, automotive and retail industries,” adds Haedrich.
“They are also beneficial for companies marketing luxury items
or high-value consumer goods. We are excited to be working
with GMC to make these tools and techniques available to a
broader market.”
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