


…..OR MY BIGGEST PITFALL AND SOME TIPS



ANDREAS EINESSON

• Andreas Einesson 44år
• Anna, Jack och Bill

• Bromma/Stockholm - FöddI Östersund.

• Department manager Östersund 2004 (2005?)
• Store manager Östersund 2005
• Store manager Barkarby 2007
• Store manager Häggvik 2009
• Operation manager Kungsgatan 2012
• Marketing Coordinator SE Backoffice 2013
• CRM manager SE Backoffice 2015
• Nordic Head of CRM and Loyalty 2018
• Nordic Head of Customer Loyalty 2021 - 2023
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CLMP -ONLY ONE IN THE NORDIC SO FAR! 
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CUSTOMER EXPECTATIONS:

“I EXPECT THEM TO 
ANTICIPATE AND SOLVE MY 
PROBLEMS. AND I AS A LOYAL 
CUSTOMER SHOULD GET THE 
GREAT CUSTOMER 
EXPERIENCE AND THE BEST 
DEALS”
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EMOTIONALRATIONAL
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“I get my money’s worth”
• Offer
• Transaction
• Points
• Dollars
• Calculations
• Mercenary

“I am a valuable customer”
• Community
• Special access
• Special privilege
• Exclusive benefits
• Preferred pricing
• Experiences

Long-term loyalty

REWARDS RECOGNITION



CUSTOMER



Product

Product

Inspiration 
knowledge

Service

Customer

Inspiration 
knowledge

Service

Customer

FROM Product centric tO consumer centric



FOUR PILLARS TO GO FROM PRODUCT CENTRIC TO CUSTOMER CENTRIC
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Creative
Communication

Customer data

Organization

Insight



DATA & INSIGHT TO CUSTOMER VALUE



ELKJØP / ELGIGANTEN CUSTOMER CLUB
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2016

Customer club Sweden
Launch 3rd October

2017

Customer club Sweden
1 MILL reached 31st December 

2018

GDPR
25th of May

2019

Customer club NO, FI, DK
Launch 7th October

2020

Loyalty 1.0 delivery
3 MILL members customer club

2021

Loyalty 2.0 
6 MILL members

PROJECT DEVELOPMENT CUSTOMER CLUB AND LOYALTY IN ELKJØP 

2022

Loyalty 3.0



PROCESS FOR 
STAKEHOLDER APPROVAL 
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Advice nr 1
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Loyalty

Brand Loyalty
“real Loyalty”

 Created by the shopping 
experience

 A quest for the hole 
company (not only CRM)

 Metrics: NPS, NKI, HoN

Customer Loyalty
“affected Loyalty”

 Created by relevance, 
offers, inspiration, 
engagement mm

 Communication thru CRM
 Metrics: Frequency and 

ATV (CLV)   

Employees (and investors)

(Customer)

Advice nr 1



I’M JUST A LOYALTY MANAGER, STANDING IN FRONT OF 
THE STAKEHOLDERS, ASKING THEM TO LOVE THE 

CUSTOMERS!



DON’T ADD NEW KPI´S FROM START

Advice nr 2



Advice nr 2



DESCRIBE THE VALUE FOR DIFFERENT 
S O

Revenue?

Revenue!

Advice nr 3



Advice nr 3



DESCRIBE YOUR GOAL AS SIMPLE AS POSSIBLE

Advice nr 4



Number of members in customer club

OUR MEMBER BASE HAS EXPERIENCED STRONG GROWTH 
SINCE LAUNCH AND IS AN EXTREMELY VALUABLE ASSET

2016 2017 2018 2019 2020 2021 2022

Customer club 
Sweden launch

GDPR 

Customer club 
NO, FI and DK

1 Mill

3 Mill

6.8 Mill

+XX%
Increased retail GM per club 
members vs identified non-
members

+YY%
Revenue from club members 
versus non- members

Members are more profitable 
compared to non-members. 

Advice nr 4



STORE STAFF MAKE THE DIFFERENT!

Advice nr 4
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Advice nr 4 + trend spotting



THE FUTURE OF LOYALTY IS GREAT!



THANK YOU!
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