s

How to orchestrate and personalize the customer experience
through multichannel marketing automation -
CRM & Customer Loyalty in a data driven world
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@ camilla.cramner@loyaltyfactory.se
% 070 530 67 86

@ Camilla Cramner
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&y AGEND,
Topics 5(?\\

* Mini survey mognadsgrad - CRM Barometern

* Trender marknaden och kunderna

e (Definitioner & begrepp - CVM & Next best action marketing)

e Malsattning och fyra pelare for att lyckas
* MA Omnikanal-outbound, inbound
* Kundlivscykel/resor
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* Segmentering
* Analytics

* Utmaningar och Framgangsfaktorer

CRM Barometern..
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What do you believe your organisation is
missing to succeed or get even better?
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What do you think your customers consider

outstanding Customer Experience?
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Procent
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Mognadstrappa CRM —var ligger ditt
foretag?
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Hur langt har foretagen kommit
I mognadstrappan?

“OUR WORK IS BUSINESS CRITICALAND IT
IS PRIORITIZED. WE CONTINUOUSLY WORK
ON ANALYZING, DEVELOPING AND REFINING
‘OUR PROCESSES AND ACTIVITIES. WE HAVE A
TEAM/ PERSON WITH DEDICATED RESPONSIBILITY.”

“OUR WORK CONTRIBUTES TO THE COMPANY'S
REVENUE. WE HAVE PROCESSES, MEASURE KPI'S,

ANALYZE AND CONTINUOUSLY MONITOR OUR WORK
WITH EXISTING CUSTOMERS. WE HAVE ATEAM / PERSON
WITH DEDICATED RESPONSIBILITY."

“WE HAVE PLANS & PROCESSES FOR
OUR WORK. WE HAVE A TEAM/PERSON
WITH DEDICATED RESPONSIBILITY.”

“WE CONTINUOUSLY WORK WITH OUR

EXISTING CUSTOMERS BUT WITHOUT
CLEAR PLANS & PROCESSES, WE HAVE A

DESIGNATED MANAGER FOR THE AREA.”

“OUR WORK IS SPONTANEOUS AND TAKES
PLACE MAINLY AD HOC, WE HAVE NO DIRECT

'ORGANIZATION/OWNER FOR WORKING WITH
OUR EXISTING CUSTOMERS"

WIRAYA
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Customer Centric marketing

Analysis

Social

Email ,.** rpe Ui al
iy Real-time Decisioning P @
“a' \\ s P '#.
“~«.__ Channel Consistency __.--~ Web
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Synergies - Differences B2C and B2B
(MA implementations)

SYNERGIES: Methods, strategies, tools can often be the same

DIFFERENCES: Execution level;

B2B complexity in that there are different target groups: decision

maker vs end users
B2C struggling with household

There is much to win by joint implementation, maintenance and

development across segments and even global markets L oyaltyFact@



Big Data & Big love —trender marknaden och
kunderna

¢

Customer Obsession...the age of the customer

Customer experience management

LoyaltyFact@
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Customer centricity
Customer lifecycle management

: T
Customer dialogue management k ﬁ \‘h o

Customer engagement Customer Lifetime Value

Customer loyalty

Customer Journey Mapping

Customer Relationship Management
Customer Value Management

Customer Asset Management Customer First Marketing

LoyaltyFac
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Customer experience is becoming the differentiator

- By 2020...

B 50%

By 2020, customer By 2020, 50% of product
experience will overtake price Investment projects will
and product as be driven towards customer the most
Important experience innovations. brand differentiator.

Source: Gartner

Source: WalkerInfo

85%

By 2020, customers will
manage 85% of their
relationship with the
enterprise without
interacting with a human.
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Source: Gartner

The art and the science of marketing...
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[ Relevans

. Personalisering
. GDPR

. Datadriven

. Martech

Source: DMA, CEO Saatchi & Saatchi
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[Fun facts Marketing automation:
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2011 . oyaltyFactory
0 Growth of the marketing semes \9
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-49% av foretag | USA har investerat | ett MA-system (kdlla: CMO by Adobe)
-Marketing automation 6kar | genomsnitt saljorganisationers produktivitet 14.5% (kalla: Nucleus)

15
Productivity and Customer Experience Orchestration driving

Multichannel campaign management and analytics
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Marketing Technology Matrix

MRM: Planning and Multich |
Financial Management i ultichanne
¢ 'F\’/(I::;?re:;ice . Marketing Mix Campaign
Management Optimization Real-Time Management
. MR:;A:CIteatlve Decisioning
Production Audio Mining
Management .

ization
ment
ting
gement

Productivity

Customer Experience

MDM of

Integrated Marketing
Management .

. Global
integrated MRM
. Lead Management

. Predictive Campaign
Analytics

Speech Analytics ‘ Campaign
Segmentation Digital Marketing
. MRM: Marketing
Fulfilment ‘ Campaign Event Triggered
Management Saa$ Marketing Social CRM:

. Brand Management Social Marketing
. Social Analytics

‘ Marketing Service

Product Recommendatjon
Engine . Voice of the Customer

AT Loyalty Marketing
. Text
Web .
. analytics
Analytics

Persona Management .

Gartner.

LoyaltyFactory‘\

Customer First



Kundlojaliteten dippar - digitaliseringens baksida
Kunder vill ha personlig kundrelation
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Digitalisering — funktionalisering
KUNDNOJDHET ALLA BRANSCHER eller relationisering. Image och
personlig service viktigare an
tekniska I6sningar.

Narhet — mer an geografi, Handlar
om emotioner

Mental narhet. Narhet ger
Nojdhet. Har famlar
organisationer | morkret.

Lojalitet — ett begrepp som maste
tas pa allvar med tanke pa 6kad
otrohet bland kunder.

2006 [ D .7
2017 NG -

<
0]

o

w
N ™M
(o) Ie)]
(o))
— -

1989
1990
1991

Kalla: SKI
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Andrade drivkrafter for lojalitet —
lmage, Service, proaktivitet allt viktigare
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OLIKA DRIVKRAFTERS PAVERKAN PA KUNDNOJDHET

Tekniska tjanster

80 Kugrav ‘

Image och varumarke

Prisvardhet
60

Kalla: SKI

0,1
0,2
0,3

Serviceleverans

PAVERKAN
<t wn (e} ™~ (0] (o)}
(=} o =) (=) =} o

SKI KUNDNOJDHETSMODELL

Drivande aspekt  EEEEEEE

~ I ;
| E

[ Produktkvalitet ——
ey ———

Vad gor de basta?

Resultataspekter

| v MR aningine R o
5 ] :

....................

LoyaltyFactory

Customer First



Schysst foretag
Forsakring Energi Mobiloperatérer Streaming °
68,3 66,0 6,9 67,1 Ansvarstagande, hallbarhet
Lokalt engagemang
Bry sej om sina kunder
Myndigheter Tandvard Persontransport Fastighetsmaklare Revision Bemanning Fé rSté k u n d be h OVI ge ré d ) i nte

58,3 81,5 69,1 68,4 74,8 69,1

Proaktivitet, service

Branscher, kundndjdhet och drivkrafter.

2010toppade kundndjdheteni Sverige och har sedan minskatarfor ~ Kundndjdhetsindex kan anta varden mellan 0 och 100. Index 6ver
ar.2017 kunde vi dock @ntligen se en aterhamtning i flera branscher. 75 &r mycket bra medan betyg under 60 tyder pa ett stort missnéje
Totalt landade kundnojdheten for alla branscher vi matt — pa 66,9  bland kunderna.

for aret 2017.
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De har varldens mest lojala kunder
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#1 Amazon

Varldens storsta e-handlare har numera ocksa varldens mest lojala kunder. Féretagets lojalitetsprogram,

Amazon Prime, véxer med 20 procent varje ar och har nu fem miljoner registrerade kunder.

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

# 3 Facebook

Marc Zuckerbergs Facebook fortsatter vaxa. Har idag 750 miljoner aktiva anvandare éver hela varlden.

# 4 Samsung (telefoner)
| kategorin telefoner hamnar Samsung hogst pa listan. | den totala rankingen far de ndja sig med en
fjardeplats.

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

# 6 7annaos

¥

> G @ ® @ https//www.amazon.com/Customer-Experience-What-How-Why/dp/1483560155/re

Customer Experience: What, How and Why Now paperback - April 50, 2016

Paperback
$1249 $2499 $16.95

PER
IEN

Amazon: Customer Recommendation/NBA.

Kalla: Postnord/www.businessinsider.com

LoyaltyFactory
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Summary

f e Customer experience becoming main differentiator

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

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

07 *Customer loyalty must be understood, defined and measured in order to
e deliver successful CRM programs and omnichannel marketing.
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Malsattning och grundpelare for att lyckas
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Customer Loyalty KPI's: CLV, retention, NPS etc

OVER
TN A i SRS oY i *Customer loyalty refers to a

customer’s relationship with a
brand/organization over time

The
Two dimensions: behavior and
emotions.

""""""""""""""""" *Research has found a 5% increase
-I-HE in customer retention boosts
lifetime customer profits by 50%

UI.TIMATE The Hidden Force _On average across multiple

Behind Growth, Profits, industries, as well as a boost of up

UU[STIUN 2_0 : a‘"d lf’“"f e to 90% within specific industries

: FREDERICK F. such as insurance. Companies
?ﬁnvxeNETp,PfPM[mER & RE l( HHELD that have mastered customer
.- relationship strategies have the

T I l//un/h”r stion
FHEDME 1NCLY ARTARD BUSINESS SCHOOL PRIS most successful CRM programs.

LoyaltyFact@
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Emotions: NPS
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Maximize value — 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

LoyaltyFac

Customer First
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Four pillars to master — strategy & tech

WHAT
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Lifecycle&Customer

Multichannel
Marketing Automation
Single Customer View

”Next Best Action”

Advanced &
Predictive Analytics

Segmentation
Customer Strategy

LoyaltyFactory
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CVM - Global implementation of multichannel
marketing automation for Next Best Action marketing

<INTERACTIVE

What is the best I o
message for any Center
customer at any given
moment y - Single view !
-iInbound of the customer ™=
-Outbound Next

Action

i

@ﬂﬂ!%;.im PROACTIVE >
i

LoyaltyFac
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The Case for Inbound Marketing
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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

. e - ————

— L T R .

I Gartner

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

— Gartner, “Five Business Benefits to Be Gained From CRM Multichannel Campaign
bound/Outbound Integratign” , Ad rner, Gareth Herschel
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Customer lifecycle — identify key customer
journeys and processes (to automate)

New Loyalty Retain Regain
Care Develop End Win
back

ap—— ' o "k
\A/e(cow\e | ~
Glad you're here! J

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

LoyaltyFactory
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Next best action highly depending on Customer
Analytics
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Customers

Control costs:

. Increase revenues

« Reduce cost to serve
« Predict who to leave?

Grow:

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

—

Nurture:
« Proactive retention
« Increase satisfaction

> !

&

=)

A

Value

; Retain:
Acquire: . Attrition prediction

. Target predicted
high value, low
attrition

« Avoid predicted

. Savability (offer ROI)
« Attrition reasons drive
messaging & processes

high risk cases

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

Revenue Customers Revenue share

Know your best customers! By value

and needs! € Gold

Revenues incl all products! 2%

Differentiated value proposition € n %

Measure KPlIs per tier;

retention/churn, NPS, no products- Bronze

growth € 2050

Top customers special dialogue flow

throughout CLC and in all channels Copper

Invest in Loyalty marketing with top E 30%

segment!

Public or “hidden” loyalty program € Iron
30%
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Remember - Four pillars to
master
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Lifecycle&Customer

Develop
1

Antichurm

Multichannel
Marketing Automation
Single Customer View

”Next Best Action”

Advanced &
Predictive Analytics

Segmentation
Customer Strategy

LoyaltyFactory
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Utmaningar och
framgangsfaktorer Challenges and
Success Factors

* Engaging Vision, Anchoring top mgmt., Business case
LoyaltyFact@



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
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Certified CRM & Loyalty manager
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Dag 1. Helhetsbild CRM & Lojalitet
- Trender, terminologi, forskning, malsattning och grundpelare for

framgdngsrikt CRM & lojalitetsarbete

Dag 2. Allt bérjar med kunden
0@ - Kundinsikt, Customer Experience och kundstrategier / customer value

management

Dag 3. Kundlivscykeln, kundresor, lojalitetsprogram

- Basen for din kundbearbetning

“Sp Dag 4. Data och marketing technology
- Ny teknik och plattformar fér skrdddarsydd kommunikation och

kundhantering

Dag 5. Organisation, framgangsfaktorer & Certifiering

- Driva CRM & Loyalty internt, arbeta agilt, relation mellan olika

avdelningar

Gastforelasande experter:

LoyaltyFactory
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Thank you!

@ camilla.cramner@loyaltyfactory.se
% 070 530 67 86

@ Camilla Cramner
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