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Dag 1: Helhetsbild CRM & Lojalitet
Dagen avslutas med AW!

Dag 2: Allt borjar med kunden
Dag 3: Kundlivscykeln, kundresor, lojalitetsprogram

Dag 4: Data och marketing technology

Dag 5: Organisation, framgangsfaktorer
Dagen avslutas med Certifiering
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Certified CRM & Loyalty Manager

Dag 1. Helhetsbild CRM & Lojalitet
- Trender, terminologi, forskning, malsattning och grundpelare foér

framgdngsrikt CRM & lojalitetsarbete

Customer First

The Park, 180911 LoyaltyFaCt@



@ camilla.cramner@loyaltyfactory.se
Qs 0705306786

@ Camilla Cramner

LoyaltyFact :’9
Customer First



\‘\

Agenda fm ?
08.30-08.50 Frukost & Registrering |
08.50-09.20 Introduktion
09.20-10.20 Trender/Omvarld & Kunder - varfor blir CRM och Lojalitet

allt viktigare?

Begrepp & Definitioner runt CRM & Loyalty - nya begrepp
som CVM och Next best action

10.20-10.50 KAFFE & REFLEKTION

10.50-12.30 CRM Barometern/Martech, Charlotte Banning, Wiraya: Sa
jobbar Svenska foretag med CRM.
Reflektion/Diskussion mognadsgrad deltagande foretag

12.30-13.30 LUNCH
LoyaltyFact @
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Agenda em ?
13.30-15.00 Vilka delar kravs for att lyckas idag - Malsattning och
grundpelarna | CRM & Lojalitetsarbetet
15.00-15.15 KAFFE
15.15-16.30 Magnus Soderlund, Professor Handelshdgskolan och

prisbelonad forfattare delar med sig om:
Kundlojalitet och kanda forskningsresultat vad galler
effekter av Lojalitetsprogram/initiativ

16.30-17.00 Summering och uppgift till ndsta gang

LoyaltyFact @
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Vem ar vem? Kort om forvantningar och
vad lockade till anmalan?

Foretag

Svenska Spel

Sveriges Lakarforbund

Paf
Brainwork Factory

SEB

Friskis & Svettis (Sthim)

Lansforsakringar
Jusek
Skanetrafiken
Preem

Pfizer
Formdesign Visby
Efva Attling
Folksam

Netnod

Svenska Spel

Namn

Linda Johansson
Sofia Karlsson

Jane Stahlberg
Daniel Back

Ulrica Lindeman
Ellen Wennerstrom
Johanna Herrmann
Paulina Westberg
Lisa Nilsson-Odlund
Maria Green

Dusko Stojanovic
Nadja Lindh

Emelie Ekman
Camilla Hevinder
Sarah Pratt

Charlotte Burlin

Titel

Head of CRM

Marknadsansvarig

Marketing Tools Specialist /Cross-Channel Communication
Konsult

CRM Analytiker

Produktionsledare/projektledare

Chef Marknad & Kund

Chef customer operations

CRM Manager

Marknadskommunikator och projektledare/ CRM Ansvarig
Senior Manager Customer Marketing

Entrepreneur - relationship marketing, creative business development
CRM Ansvarig

Projektledare Specialist Kundkommunikation

Customer Relations Manager

Marknadsansvarig Nummerspel & Lotter

LoyaltyFactory
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Nagon speciell del av innehallet som ar
speciellt relevant for ditt foretag?

Procent
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Vad lockade, forvantningar, utmaningar

Bredda kunskaper, fran “produktperspektiv till kundperspektiv”
Implementerar CRM system och vill fa kunskap

Omfattande program

Natverk, kontakter

Strategier och struktur, vision och mal for CRM-arbetet, sluta arbeta |
silos. Global niva, fa med alla

Det senaste inom CRM, termer och begrepp

Ny I sin roll

LoyaltyFact :9
Customer First



What do you believe your organisation is
missing to succeed or get even better?
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Marketing Automation & Campaign / Lead
management

Yes, and will increase during 2018 20.0%

Yes 10.0%

No, but planning on implementing in 2018 30.0%

No 40.0%

Don't know = 0.0%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Procent
LoyaltyFact @
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Procent

What do you think your customers consider
outstanding Customer Experience?

100% 91.7%
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Which statement best suits your current work
with Customer Relationship Management /
Customer Experience?

100%
90%
80%
70%
60%
50%
40%
30%
20%

Procent

30.0%

50.0%
10.0% 10.0%

10% .
0%

Our work is spontaneous and We continuously work with it We have plans & processes Our work contributes to the Our work is business critical

takes place mainly Ad Hoc, but try without clear plans &  for our work. We have a company's sales. We have and it is prioritized. We
we have no direct processes, we have a team/person with dedicated processes, measure KPI's, continuously work on
organization/owner for this designated manager for the responsibility. analyze and continuously analyzing, developing and
area. area. monitor our work. We have a refining our processes and
team / person with dedicated activities. We have a team/
responsibility. person with dedicated

responsibility.

LoyaltyFactory
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Utbildningen syfte

* Bygg kundrelationer i varldsklass i en datadriven varld.
Det har ar utbildningen for dig som vill ha ett helhetsperspektiv pa
kundrelationsarbetet i en datadriven, digital varld. Du far med dig
kunskap, strategier, inspiration fran case, konkreta metoder och
verktyg for att bygga kundrelationer i varldsklass for ditt foretag.

LoyaltyFact @
Customer First



Utbildningens upplagg

Dag 1. Helhetsbild CRM & Lojalitet
- Trender, terminologi, forskning, mélsattning och grundpelare for

framgdngsrikt CRM & lojalitetsarbete
Dag 2. Allt bérjar med kunden
C’@ - Kundinsikt, Customer Experience och kundstrategier / customer value

management

Dag 3. Kundlivscykeln, kundresor, lojalitetsprogram

- Basen for din kundbearbetning

Dag 4. Data och marketing technology

e P9

- Ny teknik och plattformar fér skraddarsydd kommunikation och
kundhantering

Dag 5. Organisation, framgangsfaktorer & Certifiering
- Driva CRM & Loyalty internt, arbeta agilt, relation mellan olika

avdelningar

Gastforelasande experter:

LoyaltyFactory

Customer First



Big Data & Big love —
trender marknaden och kunderna

2

LoyaltyFact :9
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Customer Obsession...the age of the customer

Customer experience management

' Customer centrici
Customer lifecycle management centricity

' I
Customer dialogue management k r \n o

Customer Lifetime Value

Customer loyalty

Customer Journey Mapping
Customer engagement

Customer Value Management Customer Relationship Management

Customer Asset Management Customer First Marketing

LoyaltyFac

Customer First



Drivers for this shift from productto (< D)

customer.. \R:“‘(

1. Transparency shifts power and puts customers in control — social
media and digital spreads customers words

2. Customers are increasingly a scarce resource — competition and easy
to copy products

3. Technology revolution is driving customer experience industry

Source: Don Peppers, Customer Experience (book)

-89% say they compete on Customers Experience but 1% actually delivered excellent customer

experiences (source: US study) L ltvFact
oya actor
Custgl:'lerFiZt y



Customer experience is becoming the differentiator
- By 2020...

85%

B 50%

By 2020, customer By 2020, 50% of product By 2020, customers
experience will overtake price Investment projects will will manage 85% of

and product as be driven towards customer their relationship with
the most important experience innovations. the enterprise without
brand differentiator. interacting with a human.

Source: Gartner

Source: Walkerinfo Source: Gartner

LoyaltyFact :’9
Customer First



The art and the science of marketing...

* Relevans

* Personalisering
« GDPR

* Datadriven

* Martech

Source: DMA, CEO Saatchi & Saatchi
LoyaltyFactory
Customer First



2011

Marketing Technology Landscape

‘ o

over / years

Marketing Technology Landscape

e s

Growth of the marketing
technology landscape

. I 2015 Chiefmartec.com

Fun facts Marketing automation:
-49% av foretag | USA har investerat | ett MA-system (kalla: CMO by Adobe)
-Marketing automation okar | genomsnitt saljorganisationers produktivitet 14.5% (kalla: Nucleus)

LoyaltyFactory
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Productivity and Customer Experience Orchestration driving
Multichannel campaign management and analytics

Marketing Technology Matrix

Integrated Marketing
Management .

Global
. integrated MRM

' Lead Management

. Predictive Campaign

MRM: Planning and i )
. Financial Management Marketing ) ' A lies 1\:/Iult|channel
Performance () L D g W ampaign
. Management Optimization Real-Time Management
MRM:Cr.eatlve Decisioning
e Audio Mining
Management @ socech Anaiytics o Campaign

Segmentation

MRM Analytics Digital Marketing

MRM: Marketing

ization )
T Fulfilment Campaign Event Triggered
‘ Management Saa$ Marketing Social CRM:
ting . Brand Management . . . Social Marketing

Product Recommendation
Engine Voice of the Customer

ement

. Social Analytics
. Marketing Service

Productivity

Provider Loyalty Marketing
. . Text
. |y analytics
Analytics

Persona Management .

Customer Experience Gartner. =\
LoyaltyFactory
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Kundlojaliteten dippar - digitaliseringens baksida
Kunder vill ha personlig kundrelation

KUNDNOJDHET ALLA BRANSCHER Digitalisering - funktionalisering
eller relationisering. Image och

personlig service viktigare an
tekniska l6sningar.

Narhet — mer an geografi,
Handlar om emotioner
Mental narhet. Narhet ger
Nojdhet. Har famlar
organisationer | morkret.

Lojalitet — ett begrepp som

IIII maste tas pa allvar med tanke pa

Q % o = o okad otrohet bland kunder.

-t LoyvaltyFactor
Ka”a: SKI Custg;er Figt \9
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Kalla: SKI

Andrade drivkrafter for lojalitet —
Image, Service, proaktivitet allt viktigare

OLIKA DRIVKRAFTERS PAVERKAN PA KUNDNOJDHET

Tekniska tjanster

-7 Ku grav .
Serviceleverans
Prisvirdhet

Image och varumirke

PAVERKAN
SKI KUNDNOJ

Drivande aspekt R e
|

DHETSMODELL

Resultataspekter |EEEEEEEEE R
i

. Image

|
[ Forsningr

|
ll  Produktkvalitet E———

= Servicekvalitet

BN Kundndjdhet (. Lojalitet |
| | 1

N s
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Vad gor de basta?

Forsakring Energi Mobiloperatérer Streaming

68,3 66,0 66,9 67,1

* Schysst foretag
* Ansvarstagande,
Myndigheter Tandvérd Persontransport Fastighetsmaklare Revision Bemanning h é I I ba r h et
58,3 81,5 69,1 68,4 74,8 69,1 ° LOkaIt engagemang
* Brysejom sina kunder
* Forsta kundbehov, ge
rad, inte kranga
* Proaktivitet, service

Branscher, kundnojdhet och drivkrafter.

2010toppade kundnojdheteni Sverige och har sedan minskatarfor ~ Kundnéjdhetsindex kan anta varden mellan 0 och 100. Index éver
ar. 2017 kunde vi dock antligen se en aterhamtning i flera branscher. 75 ar mycket bra medan betyg under 60 tyder pa ett stort missnoje
Totalt landade kundnéjdheten for alla branscher vi matt — pa 66,9  bland kunderna.

for aret 2017.

LoyaltyFactory
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Bast pa Service — Systembolaget fem ar | rad!

ServiceScore 2017
TIO | TOPP

socry | -
cr | - :
pocto oo | - s
o | -
poce 1o | -
vovo |
s s | -
oscongany | -

0 10 20 30 40 S0 60 70

100

Systembolaget: Rekordnojda
kunder sommaren 2018 med over

80 | SKI index!

Kunddriven affarsutvecklingen

Alla | foretaget ska se

kundmotet

som sitt prioriterade uppdrag

Proaktivt kundmote

Kontinuerliga analyser och
matningar nojdhet (SKI/NKI) samt

kundernas drivkrafter

LoyaltyFactory
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De har varldens mest lojala kunder

€)> C o @ @ hitps://www.amazon.com/Customer-Experience-What-How-Why/dp/148
# 1 Amazon Customer Experience: What, How and Why Now Paperback - April 30, 2016
Varldens stérsta e-handlare har numera ocksa varldens mest lojala kunder. Féretagets lojalitetsprogram, EX
Amazon Prime, vaxer med 20 procent varje ar och har nu fem miljoner registrerade kunder. PER

IEN

A\ ¥ ] =i
DON PEPPERS

# 2 Apple (smartphones)
Ett steg ner i rankningen jamfért med 2011, men Apple ar fortfarande det ledande varumarket bland

Browse cur editors’ picks e oficion, mysteries, and mch e

smartphone-anvandare. R

Frequently bought together

# 3 Facebook
Marc Zuckerbergs Facebook fortsatter vaxa. Har idag 750 miljoner aktiva anvandare dver hela varlden. ~~

Wbl Hardomer $18.68

QARE

# 4 Samsung (telefoner)

| kategorin telefoner hamnar Samsung hogst pa listan. | den totala rankingen far de néja sig med en Amazon . Customer Recom mendation/N BA
fiardeplats. ) )

Mappi Dlagrams by James Kaboch Papsrbock $22.53

# 5 Apple (datorer)
Apples Mac har en lojal kundkrets som fortsatter vara trogna sitt varumarke.

—#67annos

Kalla: Postnord/www.businessinsider.com LoyaltyFactory
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Extreme Service

extremservice

‘R TAILORED ATHLETE

HOME SHOP SHIRTS JEANS

TEES

Harry - Tailored Athlete
Wow, thank you again!
Till: Goran Adlén

0
Hey Goran,

You just made my day! Nething feels better knowing you'd trust us with your business not once, but twice! Thank you. It means a lot.

And great pick getting the Tailored Athlete Jeans in Lightwash, | really like it also. As usual, if you ever have any questions I'm always here to help! You can reach out to me

at harry @tailoredathleteclothing.com or contact our support team on 0843-289-6205.

5

All the best & train hard!

Harry Simonis
Founder & Owner of Tailored Athlete

Tel: 08432 ) E
Email: harry@tailoredathleteclothing.com I
Web: www.talloreda othing.com -

Favourite exercise: Spider curls
Favourite cheat meal: Chicken korma

(9 @Sanelater | férrgar 22:41 ‘i

LoyaltyFactory
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Summary

f * Customer experience becoming main differentiator

* Digitalization, new marketing technology and automation is quickly
growing and driving the CX industry.

* Customer loyalty is decreasing and service, caring and proactivity
increasingly important.

‘) * Customer loyalty must be understood, defined and measured in order

- to deliver successful CRM programs and omnichannel marketing.

LoyaltyFact @
Customer First



Begrepp och definitioner runt CRM & Loyalty

CVM och Next best action marketing — for dig | framkant

From product to customer
From data to impact




Dialects on the theme of treating customers 1:1

CLM Customer Value
Management oy
Customer &
CRM : £t
Lifecycle 5015 Tttt
Ay
Customer Management @b
Relationship B ‘
e Customer value
Management 2010 QMQ segmentation, requires
RM Customer ID
. . 2000 * Business process to leverage
DM Relationship CRM technology investment * Strategies per value segment
DireCt Marketlng * Customer al ki f wh inth ¢ CLC treatments should
. . * Clear tracking of where in the
Marketmg One-to-One fuy . lifecycle the customer is include customer value data
* Longterm
triggering treatments, Next )
1980 1990 * Systems Best Activity. Strategies per : Dati’l'analynlcs" T gea.\/y—.
. Campaieh management CLC phase enabling real time decisioning
amp .g g omnichannel and Next best
e Product e Customer * Analytical CRM action
* Sell e Sell * Operational CRM
¢ Short term o Shnrtterm
* Response rate e Share of wallet e Cross sell, up sell, * Customer KPIs per CLC Phase e CLV
e Cost e Duration * Retention e CLC Campaign Reporting * Individual customer
profitability

LoyaltyFactory
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CVM och Next best action — for dig i framkant

From Product to Customer and from data to impact:

CVM shifts the focus of the enterprise from managing
products or marketing campaigns to managing the
profitability of each individual customer over the entire life
of the relationship.

Instead of asking:

Next-best-action
marketing is a customer-

centric marketing - Who will respond to a 10% off promotion?

paradigm that considers

the different actions that a customer value manager is driven to understand:

can be taken for a

specific customer and - Who is this customer, and what can | offer to increase their

decides on the ‘best lifetime value?

one.!
LoyaltyFact :’9
Customer First


https://en.wikipedia.org/wiki/Marketing
https://en.wikipedia.org/wiki/Next-best-action_marketing#cite_note-1

CVM —optimizing the value of the firm’s
customer base

 What are the drivers for customer acquisition, customer expansion and customer

retention (ie How can firms predict churn?)

What's 2 Customer Wt

 Which factors are driving the value of customers?

 How should firms allocate marketing budgets across customers?
 How to create value in the channels (omnichannel)

 How to maximize CLV (customer lifetime value core metric)

Ex Companies: Tesco, Harrah’s Entertainment, KPN. Overall telco, banks. Investments in

LoyaltyFact @
Customer First
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Future: Customer Experience and CRM/CVM fusion...

CRM/CVM needed to deliver relevant customer interactions

Campaign

Execution

Stratfegy & @ % %
Decision E‘ Broadcast l

Web
e Customer Experience

Marketing ?
Customer Insights ce_g
B oo e =
= enter

Store Direct .

Mail Invoice

Analytics /
Data

N\
LoyaltyFact @
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Customer Experience Capability Matrix

Mass marketing
Niche marketing
Targeted experience (ex loyalty programs)

One-to-one experience — real-time,
omni-channel interactions with tailored

product-se rvice offe rings Source: Don Peppers, Customer Experience-
What, How and Why now, 2016

)
LoyaltyFact :’9
Customer First



CRM vs CX - both aiming for Loyalty

Difference between CRM and CEM

* CRM and managing the relationship is a
set of business practices to put an
enterprise into closer contact with its
customers in order to learn about each
one and to deliver greater value to each
one with the overall goal of making each
one more valuable to the enterprise.

* Treating different customers differently.

* It’s an enterprise wide approach to
understanding and influencing behavior
through meaningful and analysis and
communication to improve customer
acquisition, customer retention and
customer profit (Customer lifecycle
mgmt.)

* CRM software/MA integrates and

Customer experience (CX) is the totality of a
customer’s individual interactions with a
brand, over time.

Customer experience (CX) includes both the
individual experience in a single transaction
and as well as the sum of all experiences
across all touchpoints and channels.

This interaction is made up of three parts:
the customer journey, the brand touchpoints
the customer interacts with, and the
environments the customer experiences
(including digital environment) during their
experience. A good customer experience
means that the individual's experience
during all points of contact matches the
individual's expectations.

CX often connected with voice of the

automates marketing, sales, service and

customer program and NPS key indicator.
overall the channels.

- We could say that managing the Customer Relationship is all about what
the company does and CX is what the customer feels as a result. “Don
Peppers, Customer Experience-What, How and Why now , 2016”

LoyaltyFactory
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Customer Loyalty

0
W & B PR D * Customer loyalty refers to a

customer’s relationship with a
The I‘I’ brand/organization over time.

Two dimensions: behavior and
emotions.

* Research has found a 5% increase
in customer retention boosts
lifetime customer profits by 50%
on average across multiple

ssssssssssssssssssssssssss

THE

Ul_"MATE industries, as well as a boost of
Behinzhér::\ivdt:?l;’rr:fri::, up to 90% within specific
UUESTIUN 2 0 and Lasting Value industries such as insurance.
- Companies that have mastered

FREDERICK E
How NET PROMOTER Companis RE l(lllll [.D

Thrive in a Customer-Dr

customer relationship strategies
have the most successful CRM
Ihe /{m/ 1!( () testion programs.

SARVARD SUSINESS SCHOOL PRESS

Behavior: CLV & retention

Emotions: NPS E.czyal}):Fact:@



Customer Loyalty

The loyalty business model is a business model in strategic management in which company resources are employed so as to increase the loyalty of
customers and other stakeholders in the expectation that corporate objectives will be met or surpassed. A typical example of this type of model is: quality of

product or service leads to customer satisfaction, which leads to customer loyalty which leads to profitability.

raining and
empowerment
of employees

The relationship can terminate if:

the customer moves away from the company's service area, High sales

and profit Employee
margins satisfaction and
the customer no longer has a need for the company's products or services, competence

more suitable alternative providers become available,

the relationship strength has weakened, rerler

service
delivery

Customer
Loyalty

the company handles a critical episode poorly,

Customer
satisfaction

unexplainable change of price of the service provided.

The fundamental assumption of all the loyalty models is that keeping existing customers is less expensive than acquiring new ones. It is claimed by Reichheld
and Sasser (1990) that a 5% improvement in customer retention can cause an increase in profitability between 25% and 85% (in terms o net present value

depending upon the industry.

LoyaltyFactory
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Retention rate

ROOM FOR HIGHER RETENTION

Most industries contain companies with retention rates below 50%, as well as above 95%. This implies
that many companies can improve retention. An increase of revenue retention by 5% means that
revenues grow by at least the same 5% since retained customer may also buy more. This means the
more customers that can be retained, the more revenue can be increased.

Fred Reichheld showed that a 5% increase in retention corresponds to a 25% - 95% profit increase. The

industries listed below are discussed on a deeper level later in the report, specifically concerning trends
in retention, NPS and innovation.

Industry Average Retention Rates

Media 84%

Professional Services 840/0
Automotive & Transportation 830/0
Insurance 83%

IT Services 81%

Construction & Engineering 800/0
Financial Services 780/0

Telecommunications _@ 78%
_— 7%
- ) 7%
& 75%

Consumer Services _e 67%
Manufacturing _ 670/0

.« (NG 63%

Hospitality, Travel, Restaurants _. 550/0

MEASURING RETENTION IS IMPERATIVE

For the second year in row, it was found that a shockingly high number of companies can’t report how
many customers they are losing annually. In fact, 44% of respondents didn’t know their retention
rate. For senior management the number is 32%, which strongly suggests that 1 in 3 companies don’t
know their retention. This shows that senior management may not be transparent about the retention
rate’® with staff or other departments, which can ultimately lead to knowledge gaps within the data.

Studies have shown that it’s 5 to 25x more expensive to attract a new customer than to retain one, so
knowing your retention rate is an imperative in today’s business. Some companies may struggle to define
retention, e.g. in non-contractual business settings, but a simple definition is better than none and still
one that can be refined. As a start, CustomerGauge often suggests that a customer with no purchases
for the last 12 months should be considered a churned customer.

SENIOR MANAGEMENT NEEDS TO TRACK RETENTION RATE

Less Than 50% —|

06-100% —
or-os% —| 8 : 2 Cy
w 81-00% —| of senior management don’t
E know their retention rate
e
= 71-80% —|
=] 4
= :
= 51-70% —| H
(m H
5 H
M
H
H
:
H
N

Don't Know —|

1% 8% 17% 13% 8% 9% 32%

% OF RESPONDENTS

LoyaltyFactory

Source: Customer Gauge Benchmark Report 2018 Customer First



Summary

* DM, RM, CRM, CLM, CVM are all variations on 1:1 marketing with the
purpose of knowing the customer and driving behavior and loyalty.
Focus existing customers but also prospects.

» Customer experience (CX) discipline refers to the totality of a
customer’s individual interactions with a brand, over time. Often
implemented with a NPS/voice of the customer concept.

* Loyalty refers to a customer’s relationship with a brand over time;
emotional and behavioral loyalty. Keeping existing customers
considered highly profitable. Key KPI’s are retention and Customer

Lifetime Value (CLV) and Net Promotor Score (NPS).
LoyaltyFact@



Reflektion over kaffet

Fyra grupper —4 pers | varje

* Vilka begrepp anvander ni | ert foretag kopplat till “kundarbetet” -

CRM, Loyalty, CX, CVM, annat (associerade begrepp)

* Ar det olika personer/avdelningar for olika delar tex CRM och CX;

ansvar del av marknad etc

e Ar “kundarbetet” prioriterat | féretaget? Vilka 4r utmaningarna?

LoyaltyFact :9
Customer First



CRM Barometern/Martech, Charlotte Banning,
Wiraya: Sa jobbar Svenska foretag med CRM

Reflektion/Diskussion mognadsgrad deltagande foretag

LoyaltyFact :9
Customer First
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Agenda em ?
13.30-15.00 Vilka delar kravs for att lyckas idag - Malsattning och
grundpelarna | CRM & Lojalitetsarbetet
15.00-15.15 KAFFE
15.15-16.30 Magnus Soderlund, Professor Handelshdgskolan och

prisbelonad forfattare delar med sig om:
Kundlojalitet och kanda forskningsresultat vad galler
effekter av Lojalitetsprogram/initiativ

16.30-17.00 Summering och uppgift till ndsta gang

LoyaltyFact @
Customer First



Vilka delar kravs for att lyckas idag med ett
framgangsrikt CRM och lojalitetsarbete?
Malsattning och grundpelare

Why, What, How

LoyaltyFact :9
Customer First



Example Strategy Content

Introducing & Defining xxx (ie CRM & Loyalty or CVM)
WHY — the Vision

WHAT — the pillars

* Value based customer strategy

 Customer lifecycle & Customer Journey management
* Omnichannel Marketing automation & NBA

* Analytical Eco-System

HOW - Process, Roadmap and way of working
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WHY

Customer Value management — on the customer’s terms

"The right message to the right customer
at the right time in the right channel”

Right CUSTOMERS! Right RELATIONSHIPS! Right RETENTION!

= A D

LoyaltyFact :9
Customer First



Maximizing revenues over time by improving
acquisition, growth/loyalty, retention and winback

+ Improved cross
& up sell

Maximizing Value
I 8 ‘ Early warning

Develop Retain

-Buy more
-Stay longer
-Recommend us




VISION (example)

We maximize value throughout the customer lifecycle by
building mutually rewarding datadriven relationships and
delivering a personalized customer experience

Value for Customer Value for the Company
-XXX -XXX

e A ——2
-XXX w—— S -XXX

LoyaltyFact @
Customer First



Four pillars to master — strategy & tech WHAT

Customer
Lifecycle&Customer

Multichannel

Advanced &

- : Marketing Automation
Predictive Analytics

Single Customer View

& ”Next Best Action”

é l
Segmentation L
oyaltyFactor
Customer Strategy Custg;er pigt \9




Basic concept — from product to customer

From ” | have an offer”....

To ”’l have a customer”....

“...let me find the best group of

“ .. let me find the best relevant treatment for this
people to tell about it.”

customer at the moments and channel he prefers.”

Ser_:Lment 1
u u u
Seq.ment 2
- - -

Seq.ment 3

L] "= =
_Seq.merlt 4 -
Segment 5

Product C
Product D
Product E

< m
- -
(&] (&)
> =)
© ©
o (@]
p — -
oo

Product Centric
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Customer/value segmentation & strategy
80/20 rule varies by industry

Know your best customers! By value
and needs!

Revenues incl all products!
Differentiated value proposition

Measure KPIs per tier;
retention/churn, NPS, no products-
growth

Top customers special dialogue flow
throughout CLC and in all channels

Invest in Loyalty marketing with top
segment!

Public or “hidden” loyalty program

Revenue Customers Revenue share

€ Gold
5%
€ Bronze
20%
Copper
€
30%
s Iron
30%

LoyaltyFac

Customer First




Segmentering — flera dimensioner

Value/VARDE

Hur mycket har vi rad att L)
investera i kunden? T T B RO N S
T T %
Tr T T 1
Needs/BEHOV
Hur ska vi kommunicera «  Familj
med kunden/vad « UngaVuxna
erbjuda? « Seniorer
*  Ovrigt?
BEHAVIOR/Beteende
Hur ska vi bearbeta « Produktinnehayv, potential och
kunden? anvandning
+ Kanalbeteende
SITUATION/CONTEXT
Vad har hant som vi * Nykund
méste reagera pa * Ringer till kundtjanst

* FOrsta fakturan
* Inte betalat fakturan
« Reklamation, lagt NPS



"Hidden” or public Loyalty programs — from points program to
automated digital 1:1 smart omnichannel communication

Clapoteket [

V\‘
, P
¥
- A e

ICA g 5
Koot
9752 2040 5997201 %

RAELL amzasiis
{(:’“ 2

Scan en vare

Sog et sarligt maerke

Brug sogefeltet

Insurance, bank, telco focus service and
helkundsrabatt

TRYGG ) HANSA 0 Loggain

P eyt $
'n‘“k“s - - = Verizon’ smop Support  MyVerizon S
Your REWARDS CENTER

# Om Trygg-Hansa / Kundférmaner

Kundférma Kundférméner
n rmaner
Y oImdne Thank you for your loyalty
Har har vi samlat férmaner och erbjudanden fér dig som ar kund hos Bilen
Trygg-Hansa. Nagra av formanerna kan du ta del av oavsett om du samlat alla VERIZON
dina forsakringar hos oss eller inte, och nagra beror pa vilken typ av forsakring
Baten
du har hos oss. SMART REWARDS Sweepstakes
< en ot e 04 o By i) v awy do Then Over 50 winners evary day, Entar for @ chance
Titta garna in i var Sakerhetsshop med produkter for ditt hem, till bilen och till Familjen maa ey B e 3 10 . towin exclting pizes bk git cards, electronics y d
baten. Har finns ocksa smart utrustning som cykelhjalmar med belysning, bty
reflexspray fér klader och prylar och mycket mer. Hus och hem e m 3243 ShA?7 5542 A

VISA]

Till Sakerhetsshopen N
Identitetsstéld

Vi hoppas att du hittar erbjudanden och férmaner som passar just dig,

54
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Differentiation parameters

Customers

LoyaltyFact :’9
Customer First



Customer lifecycle — identify key customer
journeys and processes (to automate)

Loyalty Retain Regain
>
Care Develop End Win
back

We(cowxe ‘

Glad you've here!

First 100 days Ongoing At risk Nice ending & Winback

Confirm choice, Engage, Service, Proactive & Root cause churn, nice

activate Cross-up sell Reactive Retention  Ending, winback
LoyaltyFact@

Customer First



Set KPI’'s and follow customer flows

New Loyalty Retain Regain
— > >

>
Develop | End Win
>back >
Welcome v

Glad you're here!

# New Customes Revenue Renewal rate #tiLost customers
’ .. No of products Save rate Value lost customers
Examp|e KP| S: Val%|e I\!ew Customers p : o .
Activation rate NPS Relational urn rate Reason for leaving
Contact information Engagement score Retention rate Winbacks
NPS 100 days # Retained

LoyaltyFactory

Customer First



Customer portfolio value and CLV

Medlems- Intakt per
kategori Medlemmar Duration Antal kép Omsittning | Antal kop kund | Intdkt per kop [ kund per ar CcLv CLV Index| Retention
Super 5% 5091 38 626| 61 738 655kr 7,59 1598,37 kr| 12 127 kr|{106 196 kr 128,8 89%
8,76
Topp 15% 15 272 68 83284 147 530kr 451 1 222,51 kr 5510 kr| 28 627 kr 34,7 81%
5,2
Mellan 50% 50 906 120 57799 718 421kr 2,37 827,01 kr 1959 kr| 5534 kr 6,7 65%
2,8
Botten 30% 30 542 40 075( 12 090 788kr 1,31 301,70 kr 396 kr 824 kr 1,0 52%
2,1
101 811 2,81 268 110 257 695 394kr 2,63 961,16 kr 2 531 kr 7 117 kr 64%
Virdet pa kundportfoljen
Kundkategori |Medlemmar | CLV per kund CLV totalt
Super 5% 5091 106 196kr 540 642 767 kr
Topp 15% 15 272 28 627kr 437 196 598 kr
Mellan 50% 50 906 5 534kr 281 701 853 kr
Botten 30% 30 542 824kr 25172 843 kr
Total 101 811 1284 714 061 kr

LoyaltyFactory

Customer First



Customer flows

Atervunna
kunder
17 606 UB Nva kund
101 811 Y INEInie
Fortsatt 53 388

aktiva kunde

Ace 60 817

forlorade

Forlorade
kunder

4 N

Antal aktiva kunder i borjan av aret 94 387
« fortsatt aktiva kunder 60 817
« atervunna kunder 17 606
* nya kunder 23 388

Antal aktiva kunder i slutet av aret 101 811

k'férlorade kunder (94 387-60 817) = 33 570/
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CVM - Global implementation of multichannel
marketing automation for Next Best Action marketing

< INTERACTIVE

/ Web \

MyPages
What is the best Contacidl
message for any Ceige
customer at any given
moment y i /' Single view §
-Inbound | of the customer
Next Best
-Outbound acin
iy

mnﬂ%f;m PROACTIVE >

LoyaltyFac

Customer First


http://www.google.se/url?url=http://blog.corpgraphicsolutions.com/&rct=j&frm=1&q=&esrc=s&sa=U&ei=TeASVfzEEcKtUeajg7AH&ved=0CBcQ9QEwAQ&usg=AFQjCNGODp6POZsUo-Si6ieDsC423Ni21g

The Case for Inbound Marketing

The customer is actively Outbound
engaged — by choice Marketing
Customer needs are more

transparent

Turn every interaction into an
opportunity

The “right time” might be
right this second

Inbound
Marketing

= — - -

o — T g T e - -

T Gartner

“Inbound marketing techniques have about 10 times the response rate
I of non-targeted outbound campaigns.”.”

— Gartner, “Five Business Benefits to Be Gained From CRM Multichannel Campaign

anagement Inbound/Outbound Integration” , Adam Sarner, Gareth Herschel
LoyaltyFactory

Customer First


http://www.gartner.com/silentlocalechooser.jsp?locale=wcw
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priss Accmunthame.
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Yroa Tablet Account e (Local
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e Pareet Accoun
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v
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s164z088975

ERL0Mu
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Frimacy Crannel Protocsnce PRy MOl

» Customer Communications [New] [E5¢] [Refresh Hatory] (Trentmerts & Responses]

» Addross Information

» Demographic Information

» Account Type

3rd Party Doto

Kunduppgifter

Kundinformation

Viktig information

» Dota Gualiy Information

Konasatormatcn Visarom 0|
Rekommendationer Kampanjutskick
Surtmangd Staus  Beskrivning Numer Stutgatum
Historik Vi oo enare? Kk d nappen ot
Kundrekommengliioner 50ar3 eft lead
® 5 W Kund har bestat Tela GPPEN FISER Friga om kund far
bestait yanster 18 them
W Koron KAN FA TV och boms samcsk atkopa 00
behovsanalys och holla nfresse
5 o Kund verkar ha BYTT MOBIL NYLIGEN, kot om kundenar | 46702616767
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|
[
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Tesia vart snabbaste bredband | 3 ménader for
bara 198 krimin. Roulern som foler med ger

g et iktigt bra wifi

Bestill hir >

Status

VARA UTVALDA TIPS TILL DIG

BLI FORST MED NYA IPHONE

Nya iPhone SE bygger pa en olroligt poputar
design som gjoris annu baibre. Du far samma
hoga prestanda som i iPhone Bs men i en
mindre lur och till et lagre pris

Farkop din iPhone hir >

Next best action Recommendations
— inbound call center & web examples

Kontakttilifallen

Kanal Skapad
Teieton i 20140302 1400
Teieton i 201401081551
Telia s i 201308161515
Tsliase I amzazar e

Visar 1.4 av fera [ visa por |

Produktvy
w Tallkottsy 14, 13836 ALTA 1]
2 Teia Bredana 30 BOODOSIIRN DS
&= Row Booos 33021 i
v stand alane ]
R ooswerezion i
D orameeoseny i
O ragbangstsieton 06-7730072 i
© 8 Exost (B000I533021) i
2 Tela Saker St (MAD APEGYY0R BYRAZOE) |
& wetonotsi ntoiwen teia comi-u2030217 4
© 3 Piay- (B0000533021) i

BEHALL DEN SURF DU INTE
ANVANT

Vid varje ménadssiut kommer surfen du inte
anvant sparas | din surfpott.

Lis mer hir >

LoyaltyFactory

Customer First



Outbound MA — example 52 weeks

G H | J K L ] N 0 F Q R 3 T U v W X ¥ z A AB AC AD AE AF [
= —
Vedkommen
m Gathes info
Tai bruk dafa
p-B-0-B_g L2 i
’ © =
maitake|
EMS med eDM med
1 ilbad tilbud
sjekk
oppgrade
ing
uke 2 T med

Altiviteter med kommunikasjon Liste aktiviteter | ® {1 I

Oversikt CLC

LoyaltyFactory

Customer First



Example Automated Antichurn process —
multichannel, multiwave

Offer in

Select i Follow-up
S Uke 1 IS Uke 1 Uke 2 Uke X

Postal

@eicom

Dag 1-5 Dag 5-7 Hver maned

2 NetCom 20 % RABATT|
FA INNTIL 20 % RABATT PA|
VARE SMART-ABONNEMENT|

Lavt/hoyt forbruk data

Heil Takk for at du er
kunde hos oss, det
setter vi stor pris pa.
Ved 4 fortsette som
kunde gir vi deg en ny

Lavt/heyt forbruk data e v pivie
‘SMART-abonnement
+ Spotify s G iy it

Ppé 12 nye maneder. Det

eneste du trenger &
tenke pd er hvor mye
data du vil ha. Les mer
pa

https:/inetcom nofac1s
Myh NetCom

LoyaltyFactory

Customer First



Next best action highly depending on Customer Analytics

Customers

Grow:

* Predict value/profit potential
* Cross-sell response to best
next product

=

Nurture:
* Proactive retention
* Increase satisfaction

AR

Control costs:

* Increase revenues

* Reduce cost to serve
* Predict who to leave?

&

Value

- Retain:
Acquire: « Attrition prediction

* Target predicted
high value, low
attrition

* Avoid predicted
high risk cases

 Savability (offer ROI)
* Attrition reasons drive
messaging & processes




Closing the loop!

Customer insight —=> Next Best Activity ——> Customer response

Analytical CRM \ /Operational CRM \

- . Seamless Customer
Strategic Customer Insight Experience
Source Data Analytical Solutions Channels
NPS gt = POS
9 REPOTUTY Proiiing Call '
Segment — PESEIS egmenting Center Retention
E-mail
Value
segment <
Direct Sales
Acquisition
Lifecycle SMS

/\gz Web
Product O S / \
L | | l



Remember - Four pillars to master

Custom
Lifecycle&Customer

Artichurm

Multichannel
Marketing Automation
Single Customer View

”Next Best Action”

Advanced &
Predictive Analytics

A
\

\1

\

Segmentation
Customer Strategy

LoyaltyFactory

Customer First
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G Data Mgmt

=>

000

%63

Segmentation & Analytics

Strategy

Tactics

High
Talk{ot
Bean
H —J | N
P @ |
\Rﬂ'.':'@ i

Low High

o
e

CVM process fully automated

Know the customer ) Reach the customer ) Deliver the experience

° Execution

-

How

e Measure

NPS Ou

WS

Closed loop

New Way of Working

<€

LoyaltyFac

Customer First


https://forum.tewss.telia.se/

Challenges and Success Factors

Engaging Vision, Anchoring top mgmt., Business case
Program set up — MA/IT roadmap roll out, business activities
Business driven — cooperation IT, channels

Change management, new roles and competencies
Customer lifecycle/journeys backbone

Stamina — it never ends!

LoyaltyFac

Customer First



Reflektion

* Diskutera Utmaningarna med att skapa en engagerande vision for att
fa med alla

* Diskutera de “fyra pelarna” som metod och var ni ser de storsta
utmaningarna for er

LoyaltyFact :9
Customer First



Magnus Soderlund, Professor Handelshdgskolan och
prisbelénad forfattare delar med sig om:

Kundlojalitet och kanda forskningsresultat vad galler effekter
av Lojalitetsprogram/initiativ

LoyaltyFact :‘9
Customer First



Summering och uppgift till nasta gang

e L3s igenom alla presentationer fran idag — backspegel

e Fundera pa hur ni kan vassa er strategi utifran “Malsatting och
grundpelare” - backspegel

e L3s pa infor besok SKI — kommer i mailen
e L3s pa utdrag ur “The Loyalty Effect” om CLV, retention, mm

e Enkaten- nagra svar saknas

LoyaltyFact :9
Customer First



Thank you!

@ camilla.cramner@loyaltyfactory.se
Qs 0705306786

@ Camilla Cramner

LoyaltyFact :’9
Customer First



