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Using predictive marketing models to maximize relevance for our customers
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Personalized marketing

challenge
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Personalized marketing & predictive models

Customer ID Propositions Target Channel Model Score Priority

3100177 Travel insurance Europe coverage e-mail ADR 0,0270 1

3100177 Travel company ANWB members General e-mail ALR 0,0019 2

3100177 Roadside assistance Bike Bike interest e-mail WFS 0,0018 3

3100177 Travel company FOX Age 50+ e-mail FOX 0,0005 4

2017801 Credit Card General e-mail ACC 0,0310 1

2017801 Travel company ANWB members General e-mail ALR 0,0014 2

2017801 Re-activiate shop visitors Visited shop > 2 years ago e-mail RET 0,0013 3
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Preconditions for our model process

• Manageable

• Scalable

• Standardized

• Fast

Good models, but not perfect models
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Model factory

Introducing and creating
features with impact

Scoring models in an
automated way

Model training with
Integrated Deployment

https://www.google.com/url?sa=i&url=https://blog.magrathealabs.com/crisp-dm-and-what-i-did-wrong-70c4e7e8656&psig=AOvVaw3BX37vcyiWKyX76e8Zk9nJ&ust=1581174283915000&source=images&cd=vfe&ved=0CAIQjRxqFwoTCIDp4bDbv-cCFQAAAAAdAAAAABAJ
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More recent online data, improves personalization

• Introducing features based on online behaviour

• Changing our way of working

• Alignement of the date of the target behaviour with features

• Changing the process of extracting features
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From model training with features based on a fixed date …

Target behaviour
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… to training a model where the features are aligned with the target 
date 
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… to training a model where the features are aligned with the target 
date 
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What (non-) targetdate  
should we use?

“The Power of 
Random”
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Train Template  - Issues
• A faster and more robust way to get the score flow to production

• Reducing the turnaround time of the process to score all our models from weekly to daily
(from over 8 hours for 40 models to…)
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Train Template  - Improvements
• Using only 1 algorithm, instead of 4

• Paying attention to feature importance

• Integrated deployment

• Per model, keeping only the relevant features in our scoring data-set
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Modelfactory: One control workflow
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Modelfactory: Scheduling
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Modelfactory: Scoring
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Modelfactory: Scoring
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Modelfactory: One control workflow

4 hours to score 51 models with on average 3 million customers per model
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KNIME can make a dream come true
But you can’t keep on dreaming

• Create better models
• Use online data

• Align feature date with target date
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• Improve the process (by using integrated deployment)

• Shorter time to production, 

• A more robust scoring process

• Easier to manage and maintain
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KNIME can make a dream come true
But you can’t keep on dreaming

• Create better models
• Use online data

• Align feature date with target date

• Improve the process (by using integrated deployment)

• Shorter time to production, 

• A more robust scoring process

• Easier to manage and maintain

• Make progress
• Automate as much as possible

• Set up monitoring

• Seek external collaboration and knowledge
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Personalization at ANWB

For all our 4,8 Mio members: 

the right propositions at the 
right time, through the right 
channels, in the right way.

Special thanks to:

&
Would you like to
know more about
the ANWB model 

factory. Give it a +1 
in the chat. 


