





ANDREAS EINESSON

e Andreas Einesson 44ar
Anna, Jack och Bill

o Bromma/StockholmFodd Ostersund.

» Department manager Ostersund 2004 (20057?)
» Store manager Ostersund 2005

» Store manager Barkarby 2007

o Store manager Haggvik 2009

o Operation manager Kungsgatan 201
» Marketing Coordinator SE Backoffice
» CRM manager SE Backoffice 2015
» Nordic Head of CRM and Loyalty
» Nordic Head of Customer Loyalty 2@QP23
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CLMBNLY ONE IN THE NORDIC SO FAR!

LOYALTY
ACADEMY

Global Loyalty Education

Certified Loyalty Marketing Professionals™

(CLMPs) — A Global Phenomenon
532 Professionals in 41 Countries

European CLMPs

Poland 10 Belgium 2

Germany & Swedan 1

Crech Rep 3 Naly 1

France 2 Spain 2

Hungary 3 Slovakia 1

winetand1 SRS Mike Capizzi, CLMP

830 N Dean of The Loyalty Academy (USA)

33 1

] Full curriculum,; global workshop
]54 2 1 facilitator

1 1 Southeast Asian CLMPs
97 Sl e e S
1 . 43 z

Malaysia

2 \ " G o { E%ALTY!ACADEMY}

BY LOYALTY MARKETERS, FOR LOYALTY MARKETERS
1 MENA CLMPs

VAE?rs 0 MR IR s OCUMENT CERTIFIESTHAT

Saudi Arabia 13 : Andreas Einesson
Kuwait & :

Jordan 3

RESCRIBED BY
. THE BOARD OF REGENTS OF THE LOYALTY ACADEMY AND IS THEREFORE AWARDED
E THE QUALIFICATION OF
l 9 CERTIFIED LOYALTY MARKETING PROFESSIONAL (CLMP)
cE RTI FI En lovnl I ' 46 GIVEN THIS 215t DAY OF SEPTEMBER, 2022

ACADEMY
Glohal Luyahty Bikscation As of 3 January 2023




WE HELP EVERYONE ENJOY
AMAZING TECHNOLOGY

OUR PURPOSE is to help everyone enjoy amazing
technology in an affordable and sustainable way.

We want happy customers and are not satisfied with
that one sale. If our customers see us as a trusted
advisor who always have their best interest in mind,
they will come back again and again.



CUSTOMER EXPECTATIONS:

"I EXPECT THEM TO
ANTICIPATE AND SOLVE MY
PROBLEMS. AND 1 AS A LOYAL
CUSTOMER SHOULD GET THE
GREAT CUSTOMER
EXPERIENCE AND THE BEST
DEALS”
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REWARDS RECOGNITION
“I get my money’s worth” “l am a valuable customer”
« Offer « Community
* Transaction « Special access
* Points « Special privilege
* Dollars « Exclusive benefits
« Calculations * Preferred pricing
« Mercenary « EXperiences
Lonterm loyalty
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FROM PRODUCT CENTRIC TO CONSUMER CENTRIC
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FOUR PILLARS TO 6O FROM PRODUCT CENTRIC TO CUSTOMER CENTRIC
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" DATA&INSIGHT TO CUSTOMER VALUE
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ELKJOP / ELGIGANTEN CUSTOMER CLUB



PROJECT DEVELOPMENT CUSTOMER CLUB AND LOYALTY IN ELKJ@

Customer club Sweden Customer club NO, FI, DK Loyalty 2.0
1 MILL reached 31st December Launch 7 October 6 MILL members
® @ ®
2016 2018 2022
(o) (oo (o (&)
2017 2019 2021
® o

Customer club Sweden GDPR Loyalty 1.0 delivery
Launch 8 October 251 of May 3 MILL members customer cl
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Advice nr 1

PROCESS FOR
STAKEHOLDER APPROVAL







Advice nr 1

L Oya I ty > Employees (and investors)

/_ (Customer)

Brand Loyalty Customer Loyalty
“real Loyalty” “affected Loyalty”
v" Created by the shopping v" Created by relevance,
experience offers, inspiration,
v A quest for the hole engagement mm
company (not only CRM) v" Communication thru CRM
v Metrics: NPS, NKI, HoN v" Metrics: Frequency and
ATV (CLV)



I'M JUST ALOYALTY MANAGER STANDING IN FRONT OF
THE STAKEHOLDERS, ASKING THEM TO LOVE THE
CUSTOMERS!

M A S T




DONTADD NEW KP1"S FROM START



Advice nr 2 -




DESCRIBE THE VALUE FOR DIFFERENT



Advice nr 3 CUSTOMER LIFETIME VALUE
— CALCULATION —

¥ - @D - TD - RB

Lifetime A\rerage Value Number of Retention

Value of Sale Transactions Time Period

Customer Lifetime Profit

Lifetime Value Value Margin



Advice nr 4




Advice T4 5 MIEMBER BASE HAS
SINCE LAUNCH AND 1S AN EXTREMELY VALUABLE ASSET

@f@ﬁ compared to nemembers.
il
+XX%

Increased retail GM per club
members vs identified ron
members

a
k

\

Customer club
NO, Fl and DK

Customer club .
s

Sweden launch o Ro - ()
. 1 B al +YY%

"""""""" Revenue from club members

| 4 °
@ Versus normembers



Advice nr 4




Advice nr 4 + trend spotting

NF
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