s

Certified CRM & Loyalty Manager

Dag 3. Kundlivscykeln, kundresor, lojalitetsprogram
- Basen for din kundbearbetning

wednesday

LoyaltyFactor
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@ camilla.cramner@loyaltyfactory.se
Qs 0705306786

@ Camilla Cramner

wednesday

LoyaltyFactor
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Valkomna till Dag 3!

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:

wednesday

) < PUERE, LoyaltyFactor
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Kundlivscykeln, kundresor, lojalitetsprogram
- Basen for din kundbearbetning

v Kundlivscykeln — basen for din proaktiva, differentierade bearbetning
v Kundfléden och KPler

v Kundresor (Customer Journeys)

v’ Olika former av lojalitetskoncept

v’ Lojaliserande kommunikation

v’ Case

wednesday

LoyaltyFactor
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Remember — four pillars to master

Customér

Multichannel
Marketing Automation
Single Customer View

/§ “Next Best Action”

Segmentation,

Advanced &
Predictive Analytics

Customer Strategy

wednesday

LoyaltyFactor
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AQ‘ENDA
Agenda fm
08.30-08.50 Frukost ?
08.50-09.30 Backspegel & Reflektion pa Dag 2
09.30-10.15 Case/Hemuppgift — Hur kan vi forbattra CLV?
10.15-10.30 KAFFE
10.30-10.45 forts Case
10.45-12.30 Kundlivscykeln, kundresor, kunddialog
12.30-13.30 LUNCH

wednesday

LoyaltyFactor
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P

Agenda em

13.30-15.00 Amanda Undin Case: Fortum, Unionen, Saifa Rewards
(Guldnyckelvinnare | kategorin Kundlojalitet)

15.00-15.15 KAFFE

15.15-16.25 forts/Ovning: Tank pa de/det féretag som du tycker Har bdst
lojalitetsprogram och varfér alternativt har bdést
kundupplevelse/kommunikation & service och varfér

16.30-17.00 Summering och uppgift till nasta gang

wednesday

LoyaltyFactor
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Backspegel och Reflektion

P LoyaltyFactor
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Dag 2. Allt borjar med kunden

- Kundinsikt, Customer Experience och kundstrategier / customer value

management

v Kartlagg din kundrelation

- Vad driver noéjdhet och lojalitet och hur kan du paverka? (SKI)
- Customer Experience och Net Promotor Score (NPS)

v Kunddriven affdrsutveckling - case

v Kundbas och mdalsattning

v Segmenteringsmodeller och customer lifetime value

v Kundstrategi och diffrentierat erbjudande

wednesday
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Summering och uppgift till denna gang

e L3s igenom alla presentationer fran idag — backspegel
* Fundera pa hur ni kan paverka och forbattra CLV for ert foretag?

e L3s pa utdrag ur “boken ”“Lojala Kunder-Fanga Potentialen mellan
kundmotena” (Inger Roos) och boken ”Relationsmarknadsforing”
(Blomgvist, Dahl, Haeger).

* Infor diskussion: tank pa de/det foretag som du tycker

* Har bast lojalitetsprogram och varfor alternativt har bast
kundupplevelse/kommunikation & service och varfér

wednesday
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Vad tog ni med er? Nya ideer, insikter?

LoyaltyFactor
ACADEMY LoyaltyFactory )



Recap fran forra gangen

wednesday
LoyaltyFactor
ACADEMY LoyaltyFactory )



What'c a Customer Worthe

“The Loyalty Effect”

Kundbas och malsattning —
Customer Lifetime Value och kund KPl'er

wednesday

LoyaltyFactor
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Malsattning med CRM & Lojalitetsarbetet

Vi vill att kunderna

e Stannar langre (retention)

Dotr

(T

* Rekommenderaross(NPS) S

e Koper mer (cross and up sell)

it

Net Promoter Score S % Promoters B % Detractors

Strategiska kund KPl’er: Customer Lifetime Value & NPS/SKI

wednesday
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Customer Retention rate and Customer Duration

5 Relationship Between Customer Retention Rithe srcd
Customer Duration

—

20 ~ s e

Fignre 2-

Customer Retention and Duration

To calculate the duration/tenure take the
number of lost customers in one year and
divide by the customer base number you began
with (200/1000=one fifth or 20%). Second step:
one-fifth is inverted to 5 over 1 =5 years.

- If you loose 20% customers per year your
average duration is 5 years and your retention
80%.

Small increases in retention rate, especially at
80% and higher, compound into substantial
changes in tenure.

}
15 —%

10 —

Average Customer Tenure (Years)

X S R o S M R § *

50 60 70 80 % 100%
Customer Retention Rate (Annual)

LoyaltyFactor
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Retention rate vs Churn rate

e Retention rate = % of customers that are still with the company

e Churn rate = the inverted retention rate. 80% retention is same as

20% churn

* A customer can churn on a product but still be retained as a customer

Recommended to be measured on a monthly basis/quarterly/yearly

basis

wednesday
LoyaltyFactor
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Advice: Manage the Customer lifecycle

* Use rewards and pricing To encourage customers to consolidate their

business.

e Use the Customer lifecycle as a toolbox to drive behavior

wednesday
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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

AGADEMY

LoyaltyFactory

Customer First



el Strategic and operational KPI’s

-using the customer lifecycle to drive value
A

Customer lifetime value

Differentiate KPIs by at least
value segments!

Customer

retentlon
o
#, EUR, % NPS/SKI
Activation Cross & urn hit Save Win Product § Chann
rate up sell rate rates back ion el
New Loyalty Retain Regain ;z
-> > >

P o Y

wednesday
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What'c a Customer Worthe

Kundstrategi, segmentering och
Differentierat Erbjudande

wednesday

LoyaltyFactor
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1. Understanding who are your best
customers!

° Divide Customers in deCiles _ 10 braCketS o Customer Lifetime Value per Decile

* Either on revenue/year, CLV or even

including potential

* Analyze buying patterns, product usage,

demographics, needs, etc . —

* Do you even have unprofitable customers?

wednesday

LoyaltyFactor
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2. Set the Strategy — ie Increased focus on top 20%

Describe who they are in value, behavior, needs

Build a ”Valued Customer concept”

~
Valued Customer

Revenue X SEK concept )

% "helkunder” o

Servicequality

Revenue X )

N
- m W



3. Design the concept — example
Differentiation parameters

Customers

wednesday
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SVENSKT KVALITETSINDEX 2018

Agenda

Y 1/ Kort om Svenskt Kvalitetsindex.

A\

). - 2/ Vad sarskiljer organisationer som har ndjda kunder?

¥
ny / / /
s

3/ Nojdhet, lojalitet och pengar. Hanger det ihop?
4/ Vi mater och mater men vad gor vi med resultaten?

5/ Det nya kundlandskapet. Saker att vara medveten om.

Not: interaktivitet kommer forekomma.




c S |< I SVENSKT KVALITETSINDEX 2018
SVENSKT KVALITETSINDEX
A part of EPS| Rating Group

Sammanfattningsvis - studiens
fynd tyder pa att...

wednesday
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* De gor det enkelt

v' - Fokuserar pa kundens processer snarare an
egna interna rutiner

* De ser till att HELA organisationen tycker att kunder
ar viktiga

Vad gor de

* De har ett tydligt erbjudande

SOM 5 Y b ra ? v’ Luras inte, tdnker ldngsiktigt, skalar av och

forenklar
* De haller kunderna l6pande informerade

* De ar proaktiva, personliga och ndra kunden (inte
alltid geografiskt)

SVENSKT KVALITETSINDEX 2018

LoyaltyFactor
AGADEMY CustZ'ler Firyst y



SVENSKT KVALITETSINDEX

Vad tander vi kunder pa?

Mer produkter och alternativ?
Battre service, rad etc.?

Allt handlar om varumarket.
Priset ar allt egentligen.

B wnN e

Diskutera i grupp, satt upp pa post-it
lappar. Vi kommer anvanda dessa senare.

wednesday

LoyaltyFactor
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Vad menar vi med
kundupplevelse?

Den kdnsla som uppstar hos
kunden
som ett resultat av
samtliga interaktioner
med ditt féretag/varumdirke
over tid.

LoyaltyFactor
ACADEMY LoyaltyFactory )



Customer Journey mapping

Visuell
storytelling

Utifran-in

Kundens
interaktioner

Office lady feels
stressed by very received her
busy working : menu and
schedule. Starts | Shethacksher guided toa
looking for place R 5 qQuiet area to

L mobile and finds her
to relax during 2 a E o getthe free
= favorite restaurant Disappointed 9
lunch time. Sl 3 She finds great - 2 massage and
Sheisirritated by 7 to have to wait &
menu including ; spend some
unfriendly website. - 2 + inline inthe "
. local ingredients restaurant quality time.
andd health package -

Finally

Emotionell

Excited by
B ordering her
healthy menu
and free
massage

End-to-end

Feeling happy.

[ Mobile APP, site Mobile APP. menu Mobile APP, . "
{ iPad available at the table
l restaurant and health package ordering module

THIS IS
wednesday



Kundresekartan

Ange persona och scenario = vilken lins du tittar med

INTERAKTIONER
Do

@ 9)

@ 0

~— UPPLEVELSEN

KANSLOR &
MOMENTS OF TRUTH

= MOJLIGHETER R 2 .
R
— INSIKTEN
INTERNT AGANDESKAP INTERNT AGANDESKAP INTERNT AGANDESKAP INTERNT AGANDESKAP
INTERNT
AGANDESKAP

wedr
ory

THIS IS




Faser & kanaler
P soker ) Utvarderar ) Kop ) Fartilging ) Anvinder ) Support 2

' aY 4 Y d aYd Y d aY 4 -
Epost
W s \. w . 7\ N .
f A 4 Y 4 Y d hAY 4 N
Kundservice
\. AN \ 7\ 7 7\ 7
'8 NN a4 N [ a4 -
Webbplats
\ VAN VAN 7\ 7\ VAN y
4 Y4 2 Y4 N a Y4 Y B
\ AN 7\ VAN s\ s N\ v
. N aYa [ Y aYd ™)
4\ J\ J \ - v
Sociala f \( \( [ f ([ )
kanaler
\, AN VAN A\, J\ 7\ J
Word of ( \( \( ( ( 1( )
\ AN J\ VAN J VAN J

wednesday
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HEMUPPGIFTEN — Fundera pa hur ni kan
paverka och forbattra CLV for ert foretag?

 Grupper om 4 - Beratta for varandra hur ni funderat runt denna

uppgift och vad ni ev kommit fram till for ert foretag:

» tex fa kunden stanna langre (retention rate), kdpa mer, dka
ndjdhet/rekommendationsgrad (har ni koll pa era KPler?)

* Finns potential | att hoja CLV genom att differentiera pa vardesegment?

* Presentera for hela gruppen hur ni resonerat, valj ev ut ett foretag

som har identifierat tydlig potential/plan

wednesday
LoyaltyFactor
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Fragor att besvara

Retention rate pa 50% - motsvarar vilken duration?
Retention rate pa 80% - motsvarar vilken duration?

Retention rate pa 90% - motsvarar vilken duration?

wednesday
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Kundlivscykel och kundresor-
Basen for din proaktiva bearbetning, kunddialog

wednesday
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Remember — four pillars to master

Customér

Multichannel
Marketing Automation
Single Customer View

/§ “Next Best Action”

Segmentation,

Advanced &
Predictive Analytics

Customer Strategy

wednesday

LoyaltyFactor
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Kundupplevelse, Kundlivscykel, Kundresa

Kundupplevelse
(Customer Experience)
Kundresa
(Customer Journey) — —

Kundlivcykel
(Customer lifecycle) _
- | ‘

Flytta ut

<
N
\ Soka och hitta A
\ Anmalasigi "
\
\ bostad [ Ev. flyttstada
| A7 = /
Flytta in
Interna byten . >
T —
e e &6 6 6 o o
Genomga Bo och utnyttja / ‘ |
ombyggnation tjanster .‘f Boi Igh:en Férmedla .I
(C] - ‘I"- /
enomga ~—~—_ Utnyttja Lamnain /
underhall och \\\ Wattshuga stc. felanmalan
':"*"\_\\-i-”- 7 - _

renovering

Kalla: Differ. Exempel Fastighetsbolag hyresratter.
LoyaltyFactory

Customer First

wednesday
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Macro vs micro journeys

In attempting to optimize the customer journey, it's important
to note there are two paths: macro- and micro-journeys.

-

AGADEMY

Macro-Journeys

A series of customer interactions
that occur over time: awareness of
a brand, consideration, evaluation,

purchase, advocacy and re-purchase.

Micro-Journeys

Individual parts of the customer journey
that influence the overall experience:
using a search engine to research a
brand, reading online reviews, contacting
a call-center agent with a problem. The
quality of each experience influences
two-thirds of the decisions customers
make along the journey.®

Source: Pega Systems

LoyaltyFactory

Customer First



Kundlivscykel vs Kundresa

 Rekommendation: strava efter att halla ihop sa gott det gar om ni inte

redan gor det!
* Delvis olika perspektiv, ingangar
* Ofta olika bestallare (CRM/CX)

 Gemensamt mal: lojalitet!

wednesday
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AGCADEMY

What is a Customer Journey map?

Source: Gartner

A chart that helps employees visualize the
Process by which companies attract, satisfy
and retain customers.

Quantitative and qualitative data.

The map will show gaps between customer’s
expectations and their experience during the
journey.

LoyaltyFactory

Customer First
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Interaktioner mellan kunden och foretaget

Oppnande Byte av Liane-
nl:rpkonto kreditkort forhandling Kontoutdrag Klagomal

[ I D |

I I | | I |

Nytt Bilda Erbjudande Bam Flyttning/ Bamen
arbete familj frdn konkurrent ny bostad boérjar skolan

Handelser (utanfor foretagets kontroll)

Figur 4.1 Kundkorridoren.

Pension

De kritiska hindelserna ir i hog grad kundstyrda, dvs. foretaget har ofta
svirt att forutsiga nir de inwridffar och vilka konsekvenserna blir. Utéver
de kundstyrda hindelserna bor foretaget dven skapa regelbundna
avstamningspunkter for att sikerstilla en frekvent dialogkontakt med
alla kunder. Ansvaret for informationsutbytet kan inte liggas 6ver pa
kunden. Figur 4.2 visar en grundmodell f6r hur kunddialogen kan se ut.

Starta relation

IN Kop Avveckla 1'elat:‘tonE

Utveckla
relation

Korsforsaljning Information

Handelser

Figur 4.2 Modell for kunddialog.

Kalla: Relationsmarknadsforing, Blomqvist, Dahl, Haeger

LoyaltyFactory

Customer First



Rekommendationer kunddialogen

 Kunddriven, inte styrd av produktagare eller enskilda funktioner
 Kontinuerlig — lojalitet tar tid!

* Relevant, baserad pa dokumenterade kundbehov och preferenser,

hansyn tas till varde och potential
o Lattforstaelig

* Dialogen borjar pa riktigt efter forsta kopet!

wednesday
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Customer Lifecycle St=otom .

Confirm customer’s
f utbound Marketing| choice, get customer
started, gather customer
information, placement in
correct value segment

Win back regain
lost customers

/Understand
root cause of
churn make a
nice ending and
ask if ok to

contact later
\ /

(- N

Take care and
build relationship.
Reward, engage,
give tips &

inspiration.

.

)

Cross and up sell
get customer onto
additional products
and services.

the company with

Save customers
wanting to leave
a good offer.

high potential

Proactive renewal
and reactivation of
customers

43



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

Loyalty Retain Regain

>
Care Develop End Win
back
Welcome <~ @

Glad you've here!

First 100 days Ongoing At risk Nice ending & Winback

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

‘4| MRS () ‘Jl aCtivate Cross-up se" ReaCtive Retention Ending’ WinbaCk
ACADEMY )
Customer First



Customer vs product lifecycles

Loyalty Retain Regain

>
Care Develop End Win
back

A customer can only have One Customer lifecycle,
but several Product lifecycles (products)

Customer lifecycle — the sum of all product lifecycles and
customer journeys.

" LoyaltyFactor
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Track and Secure Distribution CLC activities
-tag all activities in marketing automation system

Loyalty Retain Regain

Care Develop End Win
back

Distribution % campaigns
Best practice mature
“Subscription” business
At 80% retention

wednesday
: Lo alt Factor
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Where to start?

Always consider the biggest pain points as well as opportunities;

* jisittoincrease retention (leaking bucket?)

or is customer development (cross and up sell?)

Improve emotional loyalty (caring, service)

e oraproper onboarding?

End process understanding why cutomers leave?

Greatest opportunity is often in proactive loyalty activities. Good to Start

LoyaltyFac
AGADEMY Custg;er Figt

wednesday with New, then Loyalty (52 weeks journey) t @



New/Onboarding phase — honey moon.

Loyalty Retain Regain
>
Care Develop End Win
back
Welcome * Keep track if NEW Customer or
Glad you've here! only new on Product!

* Understand pain points for new
customers — discussion customer
service

* Collect information

e Start educating

e Set goals and Evaluate

First 100 days

Confirm choice,
activate

LoyaltyFactor
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Best practice
11 1] [Customers [Goal Definition  [KPI:s Segmen-  [Scorin Dialogs/ ReRorting
C u Sto I I l e r N eW lexpectation tation models processer
Confirm customer’s choice, get customer started, gather information, \/

placement in correct value segment

w1 W 2-4 W 5-8 W 9-12

Evaluation of new
customer phase

Recognize new customer Gather information

Customer started?

- NPS
- Activation rate (%
- Mini CLV

Welcome

Confirm customer choice
Compile information (1st
segmentation)

Identify potential (share of Segment &
wallet) Score

In
Pre-Welcome Survey > NPS Survey >
-Get e-mail address
-Why TS? Get the potential: “Probability you would
Channel: Mobile - Size of household? recommend X to a friend
- Other suppliers? or colleague?*
- Type of products and
Welcome letter > services?
Contact customer
Channel: » | Acton response> — |low on NPS >
1.Emall
2.SMS with link
3.Postal DM Activation through
4.Postal DM + product comm product processes >

start package

Monthly activity mail

Theme:
My pages



Hur jobbar ni | New/Onboarding fasen?
Bra ideer?

wednesday
LoyaltyFactor
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Loyalty phase - requires contact strategy

Loyalty Retain Regain

>
Care Develop End Win
back
AT
v * Contact frequency?

* Messaging strategy?

e Loyalty program —public or
hidden?

* Differentiation by value?

Ongoing

Engage, Service,

Cross-up sell |
' LoyaltyFactor
AGADEMY Custz'ler Fir)s: \9



Onboarding and loyalty 52 weeks

Brand 4
interaction

e TOP customers

Placement value
Segment
NPS scoring

» Time (week)

] ¥ L1 “ 5 & T L] L] w0 " 12 i 14 L1 LU H H W ®» N n o n H H N ¥ B B = B 1 b LIS LI H L ] a3 AF M 4 M 4 8 @ W 8 5



Drive LOYALTY & SALES by using the right
messages (Integrate CRM, Service, NPS/SKI)

Loyalty | Loyalty | Loyalty | Loyalty | Loyalty | Loyalty | Loyalty
Care develop Service | NPS Informa | Activati
tion on




3018-10-28

Value based Customer lifecycle communication 52 weeks

Brand A

interaction

Surprise&Delight
| nyhetsbrevet
(formanligt panterbjudande)

LC: VIP-event / SF-bio event(G)

LS-LD:Hur &r laget samtal (G)

LC: Surprise&Delight Up/cross sell / downgrade

-
P ~

-

LNPS: Lagt NPS-detracdr dialog

s
’

Placera ratt v'aird(;ség
NPS scoring .

NPS 100 dgr

+ Ca 30 befintliga aktiviteter ongoing,
frimst Loyalty Develop (Sdlj), samma
erbjudande till alla

p ,'T Rabatt 25% tillbehor butik — 1ar kinna vara
. butiker

Din forsta faktura — sen nyttja ruta fakturan
— personifiera

Ditt forsta nyhetsbrev - relevans!

LI: “Email/sms-vinn en iphone (saknar email 50% kunder)

Loy: Nyhetsbrev/ipod manatligen & leads/multiwave - Loyalty anchor
LA: Aktivera Mina Sidor/app

Valkommen till X!
MnaSidor kontaktinfo,

LC: Grattis pa 1 arsdagen —
Vi bjuder pa X (video,
férinspelat samtal)

| nyhetsbrevet (pred mode_ller) s -
(Fria samtal premiumsupport/ ,\' - [SiRekEmation -~
servicekgncept) ’/ """"
4
LC: Surprise&Delight \ 't ’
I nyhetsbrevet R g - “LS: Kvallu
VIP-biljetter ," I'S: Driftstérning /0
\ v LD: digital aktivitet
v \.
LS: Hur &r laget samtal (G)a#" .~
Fanga upp NEW e

1 2 3 4 5 6 7 8 9 o1 12 13 14 15 6 17 18 19 0 21 22 23 24 25 26 2 28 29 30 31 32 33 34 35 36 37 3B 39 40 41 42 43 44 45 46 47 48 49 50 5

New Loyalty

LNPS 365 dagar

DOLT KONCEPT:

1.
2.

Sjosatt NEW CUSTOMER fas
Sjosatt LOYALTY fas med
kontaktstrategi 52 veckor per
vardesegment

Guld: fokus Service, Care
(surprise & delight), NPS, samla
emailadresser, géor om
nyhetsbrevet till “Loyalty
anchor”. Spill-over 6vriga kunder.
Guldkunder flaggas i kanaler for
VIP. Dra in kunder i Butik.
Segment-kanal samarbete
kritiskt!

Mat effekter, tagga vilken kund
som far vad och den ultimata
kontaktfrekensen samt innehallet

» Time (wee



Kommunikation baserat pa kundrelationsforstaelse
(Inger Roos, Fanga Potentialen mellan kundmaotena)

* Lojalitet tar tid — byggs upp vid kundmoten men ocksa daremellan.

 Kommunikationen bor lara kunden mer om foretaget och tjansterna, inte fokusera for hart
pa pris/salj.
e Aktiva kunder intresserade och tar till sig information, passiva kunder ointresserade, laser ej

kommunikationen etc

 Kommunikation ar viktigare an nagonsin — kommunikationsprogram och CRM manual ger

forslag pa hur lojaliserande kommunikation kan byggas sa att den paverkar daven passiva

wednesday
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Hur jobbar ni med Loyalty fasen?
Bra ideer?

wednesday
LoyaltyFactor
ACADEMY LoyaltyFactory )



How to develop a framework?

I (= [T A [

Goal
Definition

Segmentation

Analytics
KPls

Communication

Channels

Data needed
wednesday

LoyaltyFactor
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Set KPI’'s and follow customer flows

New Loyalty Retain Regain
— > >

>
Develop | End Win
>back >
Welcome ”

Glad you're here! -

# New Customes Revenue Renewal rate #tiLost customers
’ .. No of products Save rate Value lost customers
Exa m p | e KP| S: Valye 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

— LoyaltyFactor
AGADEMY Custz'ler Fir)s: y



Customer Lifecycle will be the
CRM toolbox for increased retention and CLV

Regained
Customers
XXX

End Regained New
Retained |[eiSte ol Customers
Customers XXX
Acc lost Save XXX
customers proactive XXX New
Lost Customers
Customers
XXX
Save
reactive
Care
Anti-churn
Develop
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Customer lifecycle management secures positive
customer flows and business performance

Onboarding Loyalty Retention

) Winback
* INPS New Customer * [NPS + retentionrale  «  Winback rate ,
«  Activate MyPages «  Av Margin/yr . #Host - #regain KPI's per CLQ phase
< # New Customers + Engagement <:| to secure business
Performance
* Brand Recall Brand Preference <:| Brand KPI's
STRATEGY & Acquisition Onboarding Loyalty Retention Winback ENTERPRISE
PLANNING PERFORMANCE Xx Customer
Lifecycle — the sum of all
gou mmm Confirm . =y — = <:| Customer journeys and
=L - Engage - Antichurn, ;
choice - Develop I - Save ending Product lifecycles.
- Activate _ Service - Winback

<:I Customer Programs
securing customer

journeys

Customer First
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Summary

Customer lifecycle tracks customer flows and performance through
the CLM stages such as Acquisition, Loyalty/Growth, Retention,
Winback. Builds up to CLV.

CLC encompasses product lifecycles and relevant customer journeys.

Proactive Customer lifecycle management secures growing value over
time by securing the customer through the CLC phases with adapted
and timely communication — outbound and inbound.

Special track for high value customers.

Contact strategy is crucial! Loyalty is built over time.

wednesday
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Amanda Undin, CustomerClinic
Case: Fortum, Unionen, Saifa Rewards
(Guldnyckelvinnare | kategorin Kundlojalitet)

wednesday
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Ovning: Tank pa de/det foretag som du tycker
Har bast lojalitetsprogram och varfér alternativt
har bést kundupplevelse/kommunikation &
service och varfér

wednesday
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Nasta gang — DAG 4

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:

wednesday
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Summering och uppgift till nasta gang

Las igenom alla presentationer fran idag — backspegel

Fundera pa hur ni kan vassa er kundlivscykel/kundresor?

Lyssna pa Don Peppers tala via lank

Las pa om martech

Infor diskussion/mote Klas och Gustav — fundera pa fragor ni vill ha
svar pa-maila ev fragor till Camilla

Infor diskussion: fundera pa "hemmaplan”-prata garna med IT

* Vilka formagor/verktyg ni har runt omnikanal marketing
automation, analys (prediktiv/Al), kampanj/CRM rapportering

e Fungerar arbetssatt bra mellan CRM och IT — har ni samsyn?
wednesday
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Thank you!

@ camilla.cramner@loyaltyfactory.se
Qs 0705306786

@ Camilla Cramner
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