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YRGLM

Ad-Tech vendor YRGLM launches new customer behavior analy-

sis service. Vertica Analytics Platform analyzes 10 billion pieces

of measured data.

Case Study

Overview

Leading Japanese market analysis company,
YRGLM, has launched a new service called
Audience EBIS which measures and evaluates
people's exposure to marketing contents. It
uses OpenText™ Vertica™ which has enabled
real-time analysis of up to 10 billion pieces of
data a year.

Challenge

YRGLM is going on the offensive in the market-
ing platform industry. Focusing on the market-
ing platform AD EBIS which enjoys a top share
within Japan, it is expanding its measurement
and analysis services which increase digital
marketing and promotion results.

The company started a service, Audience
EBIS, which allows people-based analysis and

“Enhancing system processing
capacity without having to stop the
Audience EBIS service is areally key
point. The only column database that
satisfied all our requirements was
Vertica (now part of OpenText™).”

HAJIME UCHIDA

Chief Software Engineer,
Marketing Platform Development
YRGLM Inc.

visualization of multiple customer touchpoints
suchas banneradvertisingand content. Hajime
Uchida of the Development Department in the
Marketing Platform Development Head Office
talks about the objectives: "The shift from
ready-to-buy segment marketing to poten-
tial segment marketing is accelerating. We've
clearly reached a limit with conventional evalu-
ation methods regarding which advertisement
was clicked by the product purchaser. It is now
important to make the marketing and promo-
tion measures more precise, while also doing
a total flow evaluation to find out how a person
who was not interested in a product became
interested. What kind of information were they
exposed to that led them to investigate further
and then make a purchase?”

From lead harvesting to lead nurturing, Uchida
expressed this as: “Transitioning from the
method of acquiring ready-to-buy customers
to anapproach of nurturing potential customer
by providing them with useful and targeted
information.”

Social media and owned media are coming to
the forefront prompted by the explosive popu-
larization of smart phones and applications.
"With Audience EBIS, we offer a Customer
Profile Function that gives detailed per-cus-
tomer behavior analysis, and a Customer
Journey Analysis Function that clarifies results
by evaluating multiple measures patterns with
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Conduct audience analysis to measure the
effects of advertising by measuring customer
behavior.
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m Success Highlights

+ Creates a super high-speed big data analysis
platform with OpenText

+ Achieves ad hoc analysis on 10 billion pieces
of measured data per year

+ Launched new Audience EBIS service that
was not possible with conventional relational
databases

+ Realized return on investment and scalability
exceeding those of appliance type analysis
platforms
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a people-based analysis. By doing this, mar-
keting measures for the potential segment are
evaluated by understanding the flow, making
it possible to maximize return on investment,”
adds Uchida.

There are two reasons that YRGLM was able to
offer these innovative functions with Audience
EBIS. One is that daily measurement data is
gathered and stored from huge contact points
by YRGLM providing tool groups including AD
EBIS. The other is obtaining a system that can
analyze in real time measured data of up to 10
billion pieces per year.

The column database OpenText™ Vertica An-
alytics Platform was used as the core of the
Audience EBIS analysis platform system.

Solution

Column Database Analysis Processing

Vertica Analytics Platform has been intro-
duced to 3,500 users worldwide as a column
database. Its main feature is its outstand-
ing analysis performance, which is typical of
column products. The generic, line oriented,
relational database has to read all the sub-
ject data during searching, whereas Vertica
Analytics Platform pinpoints and reads only
the necessary columns. Wasteful processing

is eliminated, keeping disk I/O to a minimum,
which realizes high-efficiency, high-speed
analysis performance.

“With Audience EBIS customer journey analy-
sis, customers use a free approach to per-
form analysis requests on 10 billion pieces
of measured data. For example, when a video
advertisement is included in the marketing
measures, it is possible to clearly show how
the conversion rate (CVR) or purchase unit
price changed and what the comparison
would be if video advertising was not done,”
says Uchida.

As with the video advertisement mentioned
here, with the initial stage measures for potential
segment marketing, the return oninvestmentis
difficult to see. When the measures are evalu-
ated simply by the cost per acquisition (CPA),
thereis arisk of missing a business opportunity.

“Vertica (now part of OpenText™) almost in-
stantly visualizes analysis results for atypical
processing requests such as how to change
the analysis axis or how to change the tabu-
lation unit and do the evaluation. This is per-
formance that can't be realized with a generic
relational database.”

With a generic relational database, fixed per-
formance improvement can be achieved only
when there is routine processing using an in-
dex. This is no match for the ultra-high speed
processing of Vertica Analytics Platform. When
the subject of analysis is a huge flow such as
with customer journey analysis, it was not pos-
sible to put this into service because results
could not be obtained within a realistic time.

Uchida explains: “To make a selection, we
presented our performance requirements
and investigated multiple technologies and
products as candidates. We investigated not
only on-premises products but also the cloud.
Being able to introduce Vertica (now part of




OpenText™) as a software product, and be-
ing able to use typical SQL text and to expand
processing functions and scale as necessary
were decisive factors.”

Using Massively Parallel Processing (MPP)
that does not have a master node, Vertica
Analytics Platform can expand to linear per-
formance simply by connecting x86 serversin
parallel. Column type + distributed processing
+ scale out architecture is a feature of Vertica
Analytics Platform. Also, using a licensing sys-
tem that focuses on data capacity, there is
the advantage of a stable licensing cost even
if the number of server units is increased to
enhance performance.

Uchida and his staff implemented perfor-
mance verification using an actual Vertica
Analytics Platform device. First, about eight
billion pieces of measured data were stored in
a three node structure system, SQL was exe-
cuted using Audience EBIS, and the response
was measured.

“The minimal configuration of three units
gave adequate performance. However, it was
not able to satisfy demands for high perfor-
mance exhibited under special circumstances.
We scaled to five nodes and 10 nodes and
carefully evaluated the extent to which pro-
cessing performance could be expanded. The
results greatly exceeded our expectations,”
says Uchida.

It was verified that, with the Vertica Analytics
Platform, approximately double the per-
formance was achieved with the five node
configuration, and three and a half times the
performance with the 10 node configuration.
In fact, with the Vertica Analytics Platform,
node addition is possible without stopping.
When adding nodes, while the user is execut-
ing a query, data copying is performed in the
background and when this is completed, it
is possible to reference areas including the
added nodes. With verification, a procedure for
adding nodes that does not affect service and
operation during failover were also confirmed.

“Enhancing system processing capacity with-
out having to stop the Audience EBIS service
isareally key point,” says Uchida. “With column
databases, there are also products provided
in the appliance format, but we found out that
stopping is required during system enhance-
ment and that there are scale out limits. The
only product that satisfied all our requirements
was Vertica (now part of OpenText™)."

Typical SQL text can be used with Vertica An-
alytics Platform so tests proceeded smoothly.
Verification with actual machines ended after
about two weeks and with Audience EBIS,
both the Customer Profile Function and the
Customer Journey Analysis Function were
released in 2016.

Results

Further Evolution with Machine Learning
The Vertica Analytics Platform production en-
vironment that provides service for Audience
EBIS started from a system of five physical
servers and data capacity of 11 TB. Uchida
comments: “Vertica (now part of OpenText™)
exhibits excellent performance even stand-
alone without any fine tuning, but to add
even higher performance, we use Projection.
Immediately after loading data in Vertica (now
part of OpenText™), data placement and sort-
ing are optimized automatically for each dis-
tributed node.”
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Projection is a function that automatically
performs optimization to match data charac-
teristics and query trends. The optimized con-
tent can be edited freely so it is possible to
do accelerated tuning specializing on impor-
tant queries.

"Also, Pattern Matching was important for cus-
tomer journey analysis. Via exposure to what
kind of information on which site, after click-
ing on which banner was the purchase point
reached? With a certain behavior history as
one pattern, it is possible to instantly extract
only measured data that matches this.”

From measure-based analysis to people-
based analysis, Audience EBIS indicated
new guidelines for measuring the effect of
advertising and future challenges are already
being worked upon. YRGLM defines the im-
age it wants to achieve as a Marketing Robot
Company and is pushing a strategy to realize
that vision.

“I'd like to work on Machine Learning using
Vertica's (now part of OpenText™) prediction
function. With the Audience EBIS customer
profile, itis possible to handle information such
as age group, gender, area of residence and

interests. By using Machine Learning, even if
this kind of information is not collected, it is
possible to make predictions from behavior. It
takes on the role of a concierge or an advisor,”
says Uchida.

AD EBIS not only measures advertising effects,
butis also equipped with a function for recom-
mending which measure has the highestreturn
oninvestment. Thisis animportant step toward
realization of a Marketing Robot.

Uchida concludes: "On an analysis platform
using Vertica (now part of OpenText™), we
believe we will be executing more complex
tabulation processing and Vertica (now part of
OpenText™) is perfect as an environment for
repeat learning at high frequency. The world is
already almost at a point where suitable advice
will be presented considering analysis results
and measures with the highest return on in-
vestment will be executed automatically.”

Learn more at

vertica.com
www.vertica.com/product/database-
machine-learning/
www,microfocus.com/opentext
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