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Unica at a Glance

� Founded in 1992, public since august 2005 

• Operations in North America, Europe, Asia, and Australia

� Well established EMM market Leader

• Top marks from Gartner, Forrester Research, Ovum and others

� Revenue growth & profitability

• Profitable and rapidly growing

• FAST 50, FAST 500, Inc. 500 company, 6 years running

� Over 500 customers across 5 continents

• > 15 new customers in Benelux in the last 3 years
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Source: Forrester Research, Inc.

Forrester’s take on EMM

Unica has “an exemplary record of solid 
execution and systematic expansion of the 
suite that is in line with its strategy to deliver a 
comprehensive enterprise marketing 
management solution.  

Unica is a no-brainer for direct-to-consumer 
firms that want an integrated suite that will 
grow with them over time”

We hear from clients and service 
providers alike that Unica is the 
“gold standard” when it comes to 
meeting the needs of sophisticated, 
high-volume direct marketing 
organizations.
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Gartner’s take on EMM

Unica has one of the broadest visions for 
EMM as a platform for externally focused 
marketing processes (relationship marketing) 
and internally focused marketing processes 
(operations).

With its strong focus on marketing, Unica is
poised to become one of the early leaders in 
the EMM Magic Quadrant during the next 
two to five years. Consider Unica for its 
strong relationship marketing capabilities; 
open, scalable platform; and broader EMM 
vision.



 2005 Unica Corporation
6

Financial Services

Industry Leaders Choose Unica

Retail/CatalogPublishing/Travel

TelecomHealth/InsuranceOther Industries



Marketing Trends
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Trend #1: Marketing Complexity

Deregulation

Mass 
Customisation

Global Competition

Commoditisation

SMS/MMS

Satellite 
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Print

Direct Mail

Web/Email

Call Center

Do Not Call

Anti-Spam 

Opt outs

Email Filters

Basel II

Data Privacy

PRODUCT 
Proliferation

MEDIA 
Fragmentation

REGULATORY 
Constraints

X X X

CONSUMER 
Expectations

Make it 
relevant

Real-time

On my terms

When I am 
interested
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Trend #2: Customer Centricity

� Today’s businesses are built around 
customers

• Products, packaging, pricing

• Go to market strategies

• Direct and indirect marketing

• Fulfillment and service 

� Marketing drives the customer-
experience

• Uses customer understanding to 
determine life-cycle strategies

• Creates and syndicates customer 
insight across the organisation

• Drives effective interactions across 
channels, time, purpose 

� Customer and business balance is 
required

• Cost vs. time to market vs. results

• Process vs. flexibility
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Trend #3: Marketing Importance

77% say 
importance of 
marketing is 
growing

Nearly ½ Fortune-
1000 now have a 
CMO
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Global Marketing Spend

Over $1T annual marketing expenditure
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Marketers’ Biggest Challenges

Source: Forrester Research, 2004

Drive customer-centricity 
through the organisation

’
Measure marketing’s 
effectiveness or ROI

Coordinate marketing 
programs across channels

Increase efficiency and 
speed to market

> $1 billion revenue

10% 30% 50%

Drive customer-centricity 
through the organisation

’
Measure marketing’s 
effectiveness or ROI

Improve image or brand 
awareness

$250M < $1 billion revenue

10% 30% 50%

Coordinate marketing 
programs across channels
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Additional capabilities? Complementary 
offerings?

Upgrade / 
Add-on Sale

Cross-Sell/Up-
sell

Ongoing value / quality / service?Usage / repeat 
purchase

Usage/Retention

Cost? Convenience?SaleInitial Purchase

Availability? Initial experience? Quality?EvaluationTrial

Value / differentiation versus competition?Short listConsideration

What does offering do? Key benefits? 
Value?

UnderstandingPerception

What is it?Name 
recognition

Awareness

Customer ObjectiveMarketing GoalStage

Example:  
Cross Channel Complexity
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Marketing Channels

Marketers choose channels to meet goals…

? ? ? ? ? ? ?
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Marketing Disciplines

? ? ? ? ? ? ?

Brand 
Marketing

Addressable
Marketing

(Direct Marketing)

… that require different disciplines to manage & leverage.
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Cross Channel Interaction Patterns

� Patterns influence profitability

� How do customer segments 

map to interaction patterns?

� Use marketing throughout
cycle to encourage 
behaviours

Engage

Transact

Fulfill

Service

C
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rc
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le

Touchpoints

Web
Call 

Center Store
Direct 
Mail eMail

Catalog Click & 
Mortar

Window 
Shopper

eCommerce
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Ten Year Bets…

� Marketing spend will be in addressable channels

• ALL non-addressable channels today will be fully or partially 
addressable

� Most companies will have EMM*

• Marketing resources won’t be managed via 200 spreadsheets

• Custom SQL or SAS code won’t be used for campaigns

• Marketing won’t rely on statisticians to build every model or 
manually analyze marketing results

� IT environments will still be heterogeneous

* "By 2009, leading adopters of marketing applications will find that 75 percent 

of their marketing automation functionality comes from one well-integrated 

provider while still relying on best-of-breed functionality in certain analytical and 

MRM areas (0.7 probability).” Gartner



Key marketing paradigms 
and challenges
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Relationship marketing

Customer Decisioning

Campaign Management

Challenge 1: 
Scaling Direct Marketing

Number of targeted interactions / campaigns

P
ro

fi
t 

Optimization

Process

List Pull
Automation

•Multi-wave
•Responses
•Propensity 
scoring

Out- and Inbound

Accountability

•Optimization
• Inbound channels
•Real multi-
channel

•Events

• Inline Scoring
•Real-time Scoring
•Lead Management
•Decentralized 
Marketing

•Workflows
•Authorization
•Budgeting
•Digital Asset 
Management
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Challenge 2:
Accountability Paradigm

� Managing increased complexity of marketing

� Keeping marketing measurable and optimized

� Core technology: a “system of record” for marketing

BudgetsElectronic “Project Folders”

Change logs
& audit trails

Program calendars
& project schedules

OffersIndividuals
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….

Balance Xfer Card1
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CD Offer5

Cells
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Home 
Equity

Candidates

High
Net 

Worth
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CD Offer5 CD Offer5
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High 
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Customers

High 
Value

Customers

Home 
Equity

Candidates

Home 
Equity

Candidates

High
Net 

Worth

High
Net 

Worth

Campaigns

Digital Assets

Offers

Low 
Value

Medium
Value

High 
Value

Offer 1

Offer 2

Offer 1 Offer 1

Offer 2

Offer 3

Low 
Value

Medium
Value

High 
Value

Offer 1

Offer 2

Offer 1

Offer 2

Offer 1 Offer 1

Offer 2

Offer 3

Offer 1

Offer 2

Offer 3

Segments
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Challenge 3: 
Control entire marketing process

Marketing 
System of

Record

Hierarchy & 
Budgets

Request 
Program -

Campaigns and 
Projects

Manage
day-to-day 

Project 
Execution

Affinium 
Campaign 
Integration

Digital Asset 
ManagementAssigned

Tasks

Operational 
Reports and  

Calendar Views

Capture and 
Track Campaign 

Performance

Calendar and 
Reporting View

Programs

Plans

Projects

Projects



The Enterprise Marketing 
Management Suite
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Senior Executives

Business Units &
Brand Managers

Project Team

Legal Dept

Agencies & 
Vendors

The EMM Suite

OffersIndividuals
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Cust 111-AA

Cust 233-CA
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Plan Design Execute Measure

Low 
Value

Medium
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Offer 1

Offer 2

Offer 1 Offer 1

Offer 2

Offer 3

Low 
Value

Medium
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Offer 2
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Marketing
Ref.  DB

Direct Marketing Suite

Marketing Production Marketing Execution
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