
Real-Time Marketing:

Adding Context To the  
Customer Conversation



The marketing ecosystem today is…pretty complicated. 
Marketing execs have moved upstream over the past 
decade, from making strategic decisions about markets, 
channels, partnerships, and brand to being responsible 
for customer insights, experience, and technology. This 
change comes with increasing accountability. 

There’s a reason for this: more than ever, consumers 
select their own journeys. Routing these individuals 
through pre-defined paths, funnels, and segments 

INTRODUCTION
never worked well, but in a digital age, it’s impossible. 
Marketing has become the “always on” layer, through 
which an organization interacts with the world.

For most businesses, the decision to offer personalized, 
real-time, right-now experiences is out of their hands. 
Instead, the better question is “How do we make real 
time marketing work?” Any organization can personalize 
experiences appropriate to the individual—but at what 
cost and benefit?



SOLVING  
THE PROBLEM
Predictive analytics is the foundation of real-time 
marketing; however, it still requires a sustainable strategy 
for integration into your marketing program and a unified 
approach through which to apply these techniques. The 
right combination of strategy and technology enables 
the four cornerstones of real-time marketing:  Relevance, 
Business Need, Context, and Consistency.
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Relevance is the most critical component of real-time 
marketing, and is a direct reflection of the customer’s 
wants and needs. Marketers traditionally used broad-
based behavioral, demographic, and attitudinal 
segments (descriptive analytics) to accomplish 
this without much success. It’s difficult for a large, 
complex organization to categorize all its customers 
into a smaller number of segments and still hit those 
customers’ unique interests. 

RELEVANCE
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RESULTS
§ 25% increase in offer conversion

§ 20% increase in customer retention

§ 19 integrated customer channels

§ Over 4 billion interactions per year

The Royal Bank of Scotland set out to transform business after the global banking crisis by 
engaging customers with relevant cross-sell offers and recommendations while also reducing the 
overall costs of marketing services.

“One of my jobs is taking our bank back to the 1970’s... where we knew our  
customers as individuals, and we talked to them about what they cared about.”

– Christian Neilsen, Head of Analytics, Royal Bank of Scotland (RBS)

Instead, more advanced predictive analytics (such as 
propensity or likelihood models) are considered the most 
effective tools for identifying the “right” offer or message. 
Using Machine Learning, software can utilize these to 
compare thousands of potential offers, determine the most 
relevant offer for that individual, and then present them with 
a “personalized” recommendation. This happens behind the 
scenes, and increases the likelihood the offer is relevant and 
accepted. Abandonment rates drop, conversion rates increase, 
retention rates improve, and the customer is happier. 
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BUSINESS NEED
Obviously, the offer the customer wants most is not 
always one the company is willing to provide. Some 
offers may be too risky or don’t make financial sense.  
A sustainable real-time marketing plan must consider:

 § Lifetime Value (LTV):  
What is this individual’s net value to the organization?

 § Financial Risk: 
What is the risk of a potential loss? 

 § Retention Risk: 
How likely is this individual to defect to a competitor? 

Technology enables marketers to instantly arbitrate 
between these factors, filtering out unprofitable 
discounts, offering premium incentives to high-value 
“retention risk” customers, and so on. This provides 
intelligence by determining the next-best-action for  
both customer and business, which may even be to  
do nothing.

RESULTS
§ Increased Revenue By $40 Million Per Year

§ 62% Increase In Cross-Sell Value 

§ Churn Reduced By 40%

EE relies on Pega Marketing for Communications to determine the optimal offer strategy for each 
customer. Real-time context is combined with big data and analytics to create and present 1:1 offers 
across multiple channels. These offers uniquely balance customer needs with the customer value to EE.

“We have quadrupled the number of successfully accepted marketing offers.”
– Suzanne Woolley, Head of Customer Base Management, EE
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CONTEXT

RESULTS
§ 360 Million Real-Time Interactions Per Year

§ Ranked #1 in Customer Experience for 
Northeast Banks

§ Ranked #1 Nationally in Online Marketing for Banks

§ Ranked #2 Nationally in Banking  
Customer Experience

PNC set out to build a compelling customer experience with data, analytics, and customer 
insight at its core. The result: the Customer Interaction Management (CIM) System, which 
provides a 360° view of the customer and is built on Pega technology.

“Decisioning happens in one central place, making it easy for PNC to provide a 
consistent customer experience across all channels.”

– John DeMarchis, Senior Vice President, Customer Management, The PNC Financial Services Group

Predictive models provide 
tremendous insight, but historically 
had three weaknesses: They took 
significant time and resources to 
build, were limited to available data, 
and usually couldn’t be adapted fast 
enough to keep pace  
with customers.

Now, enterprise analytics 
tools can interpret records in 
microseconds. Those processes 
can be fully automated, and 
use machine learning to adapt 
models as information is 
collected in real-time.

Marketers read about “contextual 
experiences,” and think, “Isn’t 
that what my predictive models 
are for?” The difference is that 
an empowered contextual 
experience includes feedback 
that features up-to-the-minute 
information that wasn’t available 
or actionable to marketers in 
a real-time environment until 
recently. What events just 
happened to this customer? 
What have they told us (through 
behaviors, as well as words) 
to indicate their immediate 
disposition (which may have 
shifted from past inclinations)?
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CONSISTENCY 
For many, this is where real-time marketing gets 
really hard. True consistency means a customer is 
presented with the same experience during every 
interaction. Whether they use the app, website, talk to a 
representative, or receive an email, the messages must 
align, and all parties must be informed. The customer 
can be afforded no opportunity to think, “What a mess! 
Why don’t they know this?!”

The truth is, organizations that are considering real-
time marketing are often large and complex, with real 
considerations that make consistency difficult, such as 
data and channel silos, shared customers, local and 
regional regulations, multiple account ids, disparate  
technologies, and so on...

Rolling out insights across the organization requires two 
things: 

1. A unified marketing platform that’s scalable, 
flexible, and high-performance enough, yet can be 
integrated and implemented across all touchpoints.

2. Internal alignment and commitment to a “one 
message” approach across all systems, channels, 
stakeholders, and groups.
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CONCLUSION
Traditional CRM solutions focus on data elements, not 
customer journeys. Assuming a customer perspective 
means using CRM tools proactively to anticipate 
what is needed based on a real-time analysis of past-
history and current actions. The result is empathy. The 
ability to understand challenges from your customer’s 
perspective enables you to design an engagement 
model that delivers the right solution, at the right time, 
to the right customer. 

To be successful, the goal must be to optimize each 
customer’s lifetime value, rather than maximize short-
term revenue. The solution must strike a balance 
between the wants and needs of the customer, 
and the sustainability of the business. This requires 
organizations to take longer-term perspectives of each 
customer. They must see and manage each customer 
journey “end-to-end,” not just within a channel or 
product silo. Those innovative firms with the foresight 
and discipline to commit will reap the benefits for years 
to come.
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ABOUT PEGASYSTEMS

Pegasystems (NASDAQ: PEGA) develops strategic applications for sales, marketing, service and 
operations. Pega’s applications streamline critical business operations, connect enterprises to their 
customers seamlessly in real-time across channels, and adapt to meet rapidly changing requirements. 
Pega’s Global 2000 customers include many of world’s most sophisticated and successful enterprises. 
Pega’s applications, available in the cloud or on-premises, are built on its unified Pega 7 platform, which 
uses visual tools to easily extend and change applications to meet clients’ strategic business needs. 
Pega’s clients report that Pega gives them the fastest time to value, extremely rapid deployment, efficient 
re-use and global scale. For more information, please visit us at www.pega.com.
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