il s

Certified CRM & Loyalty Manager

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

avdelningar

wednesday

LoyaltyFactor
ACADEMY The Park, 181205 LoyaltyFactory )



@ camilla.cramner@loyaltyfactory.se
Qs 0705306786

@ Camilla Cramner

wednesday
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Valkomna till Dag 5!

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

avdelningar

Web-baserat

Gastforelasande experter:

wednesday @@l; /N '-’ >
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Agenda fm

08.30-08.50 Frukost ?

08.50-09.00 Introduktion

09.00-10.30 Case: Vattenfalls resa mot 6kat kundfokus och agilt
arbetssatt, Johanna Forslund, Head of Digital Execution and
analytics

10.30-10.45 KAFFE

10.45-11.30 Anders Grahn, Recoordinate om agilt arbetssatt

11.30-12.00 Ovning

12.00-12.30 Case Jusek, Nasta steg Lojalitetsarbetet

ACADEMY LoyaltyFactory )



Agenda em

13.30-14.00 Case Lansforsakringar, Kundfokuserat arbetssatt
14.05-15.00 Backspegel Dag 4; Omnikanal & Analytics & WoW- Bikupor
15.00-15.20 KAFFE

15.20-15.50 Utmaningar, Framgangsfaktorer, Organisation

15.55-17.00 Avslut, Summering, Reflektion

wednesday

LoyaltyFactor
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Backspegel och Reflektion

P LoyaltyFactor
ACADEMY LoyaltyFactory )



Remember - Four pillars to master
-today focus tech pillars

Lusworrner
Lifecycle&Customer

Multichannel
Marketing Automation

Single Customer View
Naxt Best Acti

Advanced &
Predictive Analytics

Segmentation
Customer Strategy

wednesday

LoyaltyFactor
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Summering och uppgift till nasta gang

Las igenom alla presentationer fran idag — backspegel

Fundera pa hur ni kan vassa ert omnikanal+analytics-arbete?

Las pa lankar (agilt arbetssatt mm)

Maila ev fragor ni vill ha belysta utifran
Organisation/Framgangsfaktorer

Certifiering blir efter Dag 5 — webbaserat prov

Gemensam AW efter Dag 5!

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

LoyaltyFactor
ACADEMY LoyaltyFactory )



Recap fran forra gangen

wednesday
LoyaltyFactor
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Klas Nicolaisen, Telia case + Ovning
Klas besoker oss och berattar om Telias sju ars langa resa med
CVM / Next best action marketing sett ur ett IT perspektiv.
Vilket IT-stod kravs och hur ser eko-systemet ut; hur har
samverkan IT-business sett ut? Hur kopplar man ihop all data runt
kunden och kan nyttja den | alla kanaler?

wednesday
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RECOGNIZE AND ACT ON THE CUSTOMERS SITUATION IN ALL CHANNELS THRU THE
CVM TOOL (CRT)

Use customer data and analytics and real time, interactive marketing capabilities to improve the customer interaction

CRT Reseller Contact
CUSTOMER Centre
RECOMMENDATION TOOL

Real Time  Business
Events Rules

Customer lifecycle
Usage data
Value/risk scoring
Demographics

S~

Campaign Campaign
Design Automation
d E-DM

(email/mobile)

Marketing

Marketing

Single customer view and multichannel marketing automation for consistent “Next Best Activity”






iiysgrma-dd

Tva kulturer ska ma¥as

Affar/Marknad IT
Snabb & Flexibel Uthallig & Stabil
Kor sa det ryker Regler & Rutiner
IT forstar inte behoven Marknad kan inte uttrycka behoven
Intaktsgenerering Kostnadsbesparing

@ Kommunicera Kommunicera
Vaga prova Utmana reglerna



Customdr

Omnikanal — outbound/inbound
marketing automation; Single view

next best Action marketing
(CVM solution)



CVM - Global implementation of multichannel marketing automation
for Next Best Action marketing. - Your Channels for 1:1?

< INTERACTIVE

" Web
MyPages

What is the best Contacidl
message for any Ceige
customer at any given
moment 4 i /' Single view §
-Inbound of the customer
-Outbound Next Best

Action
mnﬂ%f;m PROACTIVE >

wednesday
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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 Godfather of 1-to-1 personalization!

©evergage

* Techology is there to enable 1-tol
. * The Goldfish principle (no

KeynOte‘ customer memory) and the

The 1-to-1 Omnichannel-competitive

Competitive advantage
* Personalization create loyalty
Advantage

THE PERSONALIZATION

SUMMITadasa)

____Don Peppers, CX Expert & Best-Selling Auf 3 |

Customer First

LoyaltyFactor
ACADEMY s \9



“New normal” Maximizing each customer’s
profitability vs product’s profitability

. .4

Maximizing each

B product’s profitability &

wednesday

AGADEMY
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The three things we absolutely must change

To make the benefits a reality, the following innovations need to happen within the organization -
both technically, and culturally:

1. The move from one-to-many segmentation, to a one-to-one customer approach,
2. The move from channel and product-driven targeting, to a central decision authority.

3. The move from scheduled push campaigns, to an always-on model that continuously
engages customers during their “moments of neea.”

Kalla: Pega

LoyaltyFactor
ACADEMY LoyaltyFactory )



Next Best action requires centralized
“interaction hub”

De-Centralized Strategy Centralized Strategy

wednesday ) -
AGADEMY Kalla: Pega Cugg;i Firyst ac @



Top 3 capabilities companies look for when
choosing cross channel campaign mgmt.

* Orchestrate CX across a rich channel mix
e Ability to to manage interactions across multiple channels

* Understand and anticipate customer behavior
* Increasingly ask for analytics and Al capabilities

* Integration capabilities
e Data and channels

Source: Forrester

wednesday
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Gustav Rengby, Red Pine

Gustav besdker oss och pratar Kundanalys, inkl Avancerad analys
och Al, samt visar Case

wednesday

LoyaltyFactor
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RANDOM
FOREST il

Grundlaggande business caset




RANDOM
FOREST oy

Tillampning

/4

Prognostisering —

Operativ radgivning \

Deskriptiv Analys / Diagnostisk Prediktiv / Preskriptiv
Vad hande? Vad ar sannolikheten att nagot hander?
Varfor? Vem kommer kopa X?

Vad ar faktorerna bakom X? Vad maste goras for att uppna X?




RANDOM
FOREST %z%a

Kundlivscykel

Verktyg

Strategiskt kundlivstidsvarde
Geografiska/demografiska segment

Identifiera e
I5nsamma ?yi:;:,lj‘r?:\geg nl Marknadssegment
kundgrupper Realtidsrekommendationer

Operativt/preskriptivt kundlivstidsvarde
Merforsaljning Uppgradering Merforsaljningsanalys
RFM-segmentering el. Motsv.

Operativt/preskriptivt kundlivstidsvarde
o b L e ° .

Be h a I Ia klf:;:gl?g:et a'fﬁ;‘;:':r::k Nedgradera Beldna Avhopp-/aterkdps-analys

Realtidsrekommendationer

Vinn
ti I I ba ka raddningsstrategier Win-Back-analys

Identifiera




RANDOM
FOREST

'y

Kundlivstidsvarde

*  Livstidsvarde ar:
— en uppskattning av framtida intakter och kostnader pa en kund

*  CLV ger mojlighet att optimera kundléonsamheten langsiktigt

* Nar man kan mata vad en “bra” kund ar kan man ocksa organisera sig kring:
— Att attrahera "bra” kunder
— Att behalla "bra” kunder

— Attt utveckla ovriga kunder till att bli "bra” potential
(eller avveckla dem)

L _ forflyttning

tacknings-
bidrag

lojalitet



RANDOM
FOREST sl il

Relevant i inkommande kanaler

Vad har vi fér information om kunden? | Hi:toriSk

~ information
Vad har kunden for kdphistorik hos 0ss?
Hur beter sig kunden i kundmotet?  Realtids-
Varfor kontaktade kunden oss? | information

Vilket erbjudande ar det basta for
bade kund och leverantor?




RANDOM
FOREST

'y

Analysprocessen

Business - BEE]
Understanding '- Understanding
Data
Preparation
Data

"

Deployment Modeling

N 4




Bikupor
* Bikupor - Diskutera hur ni kan foérbattra ert omnikanal marketing
automation + analytics arbete (prediktiva modeller, Al)
-ideer, input fran forra gangen

- Inkludera ideer fran Vattenfall +Recoordinate presentationen

runt way of working

wednesday

LoyaltyFactor
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Utmaningar och framgangsfaktorer,
organisation CRM-satsning

wednesday
LoyaltyFactor
ACADEMY LoyaltyFactory )



VISION,
STRATEGI

Samspel

< organisation

4 .
Exekvering
“kundprocesser”
& Resultat
N

wednesday

LoyaltyFactor
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Klassiska “problem”

* CRM blir ett IT-projekt istallet

"The right message to the right customer

at the right time in the right channel” fO r e n affa rSSt rateg' SO m
Attract new customers m “ beskriver hur vi identifiera I,
Right CUSTOMERS! Right RELATIONSHIPS! Right RETENTION! re kryte rar - behaller och

utvecklar var kundbas.

HEUR%

/  MA/Automatisering drivit ur
\vﬂrbud:;

#.M!./

kostnadsperspektiv

e Sallan tydliga mal och riktlinjer

bakom en “CRM-

wednesday implementation” Lo valtE
ACADEMY LoyaltyFactory )



John MacKeans studier av CRM-investeringar
och deras betydelse for framgang.

Kompetens inom CRM 2% 20%
Processer 2% 15%
Nya nyckeltal 2% 10%
Kultur - kundfokus 1% 20%
Ledarskap 1% 10%
Information 10% 15%

eknik 82% 10%




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 starting point

Stamina — it never ends!

wednesday
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Utmaning 1 — fran Produkt till Kund Lds”ing:

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.”

4

Seq.ment 1
n - -
Seq.ment 2
- - -

Seq.ment 3
L] "= =
_Seq.merlt 4 -
Segment 5

Product C
Product D
Product E

< m
+— -
() (&)
> =)
© ©
o o
S S
oo




Utmaning 2 — fran kanal till kund L&emi
- y ) osmng:
Omnichannel méte paverkar alla! Samarbete
Kundrid
Kartléigg # kontakter Per kang|

Reseller

/' Single view ¥
of the customer

Next Best
Action

37 2016-11-30



wednesday

Utmaning 3 — fran data till impact
-fully automated

Know the customer ) Reach the customer ) Deliver the experience

Segmentation & Analytics

G Data Mgmt

=>

@ Hoh
lot

v ; 0
e 18
@ ‘\?’I:"‘/J )

eeeeee

Closed loop

New Way of Working

Agl:gADEMY

LoyaltyFac

Customer First


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

The implementation brings not only a new system
but completely new tasks & responsibilities

Yesterday.... Today and tomorrow....
1. Planning and execution based on products and 1. Planning and execution based on Customer
offerings Lifecycle Management
2. Reactive customer dialogues based on requests 2. Proactive customer dialogues based on customer
from other units insights and CLC planning
3. Only outbound campaigns in limited customer 3. Both inbound and outbound campaigns across all
channels customer channels
4. Most of the campaign production outsourced to 4. Most of the campaign production in-house due to
external partners new tool for campaign and interaction management
5. Campaigns based on “right-brain marketing” as in 5. Campaigns based on “left-brain marketing” as in
focus on creativity and emotions analytical based customer strategies
Few, ad-hoc based campaigns 6. Many, on-going campaigns
/. Product- and channel silos 7. Orchestrated customer dialogue
* Broad and creative * Insight driven and targeted
» Focused on creativitiy and estethics * Fact based creativity, emotions and rationality

*  Occasionally and ad-hoc * Planned and orderly



Organisation

1. Grupp/person som haller ihop CRM&Loyalty arbetet med fokus
befintlig kund och sakrar kundutveckling. Arbetar tatt mot bade

marknad och sélj/kanaler och IT (roller: CRM PL, analytiker, MA spec)

2. Trender storre foretag: CVM enhet, Digital&Analytics enhet (ansvar
digital, marketing automation, analytics, NPS). | kombination med

agilt/korsfunktionella natverk

3. Kundrad — Competence Centers
wednesday

LoyaltyFactor
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wednesday

AGADEMY

Viktiga roller

Recommended role set-up to enable multi-channel campaign management

Head of CRM/CVM
Strategy & Coordination (or Head of CRM)

Analytics & Data
Customer Management Predictive and descriptive analytics,
CLC/CVM activities CLC Reporting, analysis

CRM/CVM Manager Campaign Customer Analyst
Team

Close
i i i i i = i i i i i

Marketing Automation
MA Specialist / 1:1 specialist

Vagval:
-uppdelning roller
-inhouse/byra

LoyaltyFactory

Customer First



Avslut & Summering

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

avdelningar

V\' Web-baserat

Gastforelasande experter:

wednesday LoyaltyFactory

AGADEMY Customer First
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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!

#,EUR, % \
#,EUR, % )
Winhu:k
wednesday
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Four pillars to master — strategy & tech WHAT

Customer
Lifecycle&Customer

Multichannel

Advanced &

- : Marketing Automation
Predictive Analytics

Single Customer View

& ”Next Best Action”

-= J

wednesday Segmentation

AGADEMY Customer Strategy &gg;ilFtthFaCt@




CVM (CRM) process fully automated ow
-new capabilites and collaborations needed

Know the customer ) Reach the customer ) Deliver the experience

New Way of Working

wednesday

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

Certifiering

 Web enkat som ni svarar pa senast 16 dec

e Camilla rattar och ni far besked fran WednesdayRelations
 Berdkna 2-3 t, svara pa hela direkt

e 75% godkant

 Maodjlighet omprov

e Resultat aterkopplas innan jul

» Certifikat skickas digital och postalt
wednesday
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Moijliga nasta steg..

1. Inspirations workshop
2. Workshop/nuldge-nasta steg kundarbetet

3.  Strategisk radgivning/Coachning, tex ta fram Kundlivscykel/kundresor modell med aktiviteter,

prediktiva modeller, KPler
4. Radgivning MA projekt

5. Support CRM & Loyalty/ CVM Strategi

1. Vision, Malsattning och kund KPler (WHY)
2. Fyra pelarna (WHAT):

1. Kundstrategi/Varde-Behov Segmentering/KPler/Differentierat erbjudande
2. Kundlivscykel-modell/kundresor med KPler

3. Omnikanal: Marketing automation scope/roadmap (kanaler

4. Analytics: identifiera vilken typ av analytics

3. Roadmap och Way of working (HOW)

. - LoyaltyFactory

AGADEMY Customer First



Reflektion

* Fundera | 10 min var och en, vad tar jag med mej, vad ar nasta steg |

mitt kundarbete som jag fatt input kring
 Bollal grupper

e Dela

LoyaltyFactor
ACADEMY LoyaltyFactory )



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

avdelningar

V\' Web-baserat

Gastforelasande experter:

wednesday LoyaltyFactory

AGADEMY Customer First




@

I
f
f
\

1
-
\ \ /
\\ |/

\ //

\/

TACK & LYCKA TILL!

3

wednesday
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Lastips jag pratade de om till sista bilder-som ar
| enlighet med tidigare pass on
Kundstrategi/vardesegmentering

https://www.gartner.com/doc/3884122?ref=unauthreader&srcld=1-

4730952011

= Gartners framework for value segmentation (gar bra googla fram)

wednesday
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https://www.gartner.com/doc/3884122?ref=unauthreader&srcId=1-4730952011

Thank you!

@ camilla.cramner@loyaltyfactory.se
Qs 0705306786

@ Camilla Cramner

LoyaltyFact :’9
Customer First



