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Increase loyalty, travel frequency and spend,
to maximize customer lifetime value by:

« Understanding our customers
e« Morerelevant content
« Enriching their experience



Our future
Loyalty experience

How do we evolve to meet the future customer needs?




We need to understand our customers.
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Our goal is to deliver
relevance in every
touchpoint.



Customer journey

We need to understand our customer and their journeys end to end.
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- CHANNEL 1
- CHANNEL 2
« CHANNEL 3

- CHANNEL 5
- CHANNEL 6
- CHANNEL7
- CHANNEL 8
- CHANNEL 9

Customer behaviors are different, but they
are all on a similar journey.
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- CHANNEL 4 I

Each channel is relevant depending on time, location and the
customers preferred choice.



Data Driven & Channel Agnostic.
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Data pipeline
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Thank you for listenin
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