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WE HELP OUR CUSTOMERS EXECUTE 
LEAN MARKETING AUTOMATION AND

PERSONALIZATION

WE PROVIDE THE EXPERIENCE, SKILLS AND TECHNOLOGY
NEEDED TO SUCCEED IN ALL PHASES

DECIDE
IMPLEMENT

ACCELERATE



FORBES: CUSTOMERS’ EXPECTATIONSTO OMNI-CHANNEL PERSONALIZATION

CUSTOMERS’ EXPERIENCE

+230% sales with AI-driven 
segmentation and personalization  

4.5x conversion rate 
with in-app messaging

Record for omni-channel 
lead-to-conversion is 20 minutes

88%

14%

/ WHY PERSONALIZATION AND FOCUS ON DOING IT LEAN?



+230% sales with AI-driven 
segmentation and personalization  

4.5x conversion rate 
with in-app messaging

Record for omni-channel 
lead-to-conversion is 20 minutes

+5 markets and 8x viewings
on the same operating budget

+230% sales and 100% automation
achieved by 2 people

+50% automation, +100 lead sources 
and 4 fully integrated partnerships

=“LEAN PERSONALIZATION
& MARKETING AUTOMATION”

max  ( # VALUEABLE CUSTOMER INTERACTIONS )
min   ( COST )



40X ARCHITECTS, CONSULTANTS 
AND EXECUTION SPECIALISTS

SERVING 20+ CLIENTS 
ACROSS THE NORDICS



Marketing Management Consulting

Omni-channelIntegration

System Implementation

IT Operations

Planning & Optimization

AI-driven Segmentation& Personalization

Analytics & Reporting

360º Customer Data Platform

GDPR & Governance

CampaignExecution
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HOW CAN WE HELP?

40X ARCHITECTS, CONSULTANTS 
AND EXECUTION SPECIALISTS

SERVING 20+ CLIENTS 
ACROSS THE NORDICS



A FEW OF OUR CLIENTS

40X ARCHITECTS, CONSULTANTS 
AND EXECUTION SPECIALISTS

SERVING 20+ CLIENTS 
ACROSS THE NORDICS



CHOOSE THE RIGHT TECHNOLOGY 1



/ CASES / ‘DANISH ENERGY COMPANY’

They want to use
communication to nudge its

customers to have an 
opinion on green energy and 

energy conservation

…but, customers spend very
little time and effort on its

energy provider



‣ Functional requirements
‣ Non-functional requirements
‣ Weighted scores
‣ Vendor short list
‣ Vendor briefing
‣ Vendor presentation
‣ Vendor evaluation & scoring 
‣ Comparisons

Platform agnostic 
architecture

Organization blueprint

Technology scenariosBusiness requirements

Vendor selection

Dependencies & 
Roadmap

Scenario analysis & 
Decision support

+ (+)
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Campaign process

+

DECISION

/ CASES / ‘DANISH ENERGY COMPANY’



SITUATION Ambition was set, but the organization did not have the experience
needed to survey the market for suitable technology and compare the 
relevant vendors

SOLUTION 1) Specify ambition and discover corresponding business 
requirements, using design thinking and customer journey mapping. 
Deconstruct business requirements into underlying functional, data, 
integration, process and organizational requirements.

2) Identify shortlist of marketing technology vendors that could meet
requirements and conduct vendor selection in the context of their
actual needs and preferred way of working

3) Implement chosen marketing automation platform as an MVP

SERVICES Marketing Management Consulting
Omni-channel Integration
System Implementation
360º Customer Data Platform

Live Energy Data
USED IN PERSONALIZATION

2 Months
TO COMPLETE VENDOR SELECTION

/ CASES / ‘DANISH ENERGY COMPANY’

max  ( # Valuable Customer Interactions )
min   ( Cost )
max  ( Personalization using live data )
min   ( 100% automation + technology fit )



OPERATING MODEL MATTERS 
MORE THAN TECHNOLOGY2



Insurance is a low-
involvement product

When an existing or new 
customer is in the market, 
you need to be there and 

know the context

/ CASES / TRYG
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/ CASES / TRYG

Vendor Selection

Implementation + 
DataMart

Channel 
integration

‘Tryghedsprofilen’

Real-time data

2nd party lead 
integrations

3rd party lead 
integrations

CDP

ONE Prediction

WAY OF WORKING



/ CASES / TRYG

SITUATION Insurance is a low-involvement product. From when a lead registers their
interest to when their will to take action is gone, is a matter of days. Timing 
and relevance is essential.

SOLUTION 1) A standardized lead data model and API was built to rapidly onboard
and scale out number of lead partners (banks, retailers etc.) .

2) Existing Marketing Automation platform and Customer Data Platform 
was extended to include customized Lead Management fucntionality
and corresponding data model.

3) Existing Marketing Automation platform was integrated with inbound
channels (web, call center) to ensure personalized and optimal offer 
management in all touchpoint.

SERVICES System Implementation & Configuration
Omni-channel Integration & CR Management
360º Customer Data Platform

+100 Leadsources
AUTOMATED LEAD MANAGEMENT

<20 Minutes
RECORD FOR AUTOMATED LEAD ROUTING

max  ( # Valuable Customer Interactions )
min   ( Cost )
max  ( Real time identity resolution + Lead routing )
min   ( Automation + Effective operating model )



3FOLLOW THE MONEY AND YOU WILL BECOME 
OMNI-CHANNEL WHEN IT MAKES SENSE



Competition for streaming
subscribers is fierce

Ensuring trialists and 
subscribers understand and 

appreciate your offering is 
everything
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/ CASES / VIAPLAY

Automate 
campaigns

Automate content 
management

Analytics driven 
marketing

Next-Best-Action 
programs

In-product 
messaging

Push messaging 

(classified)

Implementation + 
DataMart



/ CASES / VIAPLAY

SITUATION Fierce competition for subscribers and many trialists do not 
convert to paying customers.

SOLUTION 1) 360º Customer Insight Dashboard in which they can analyse 
behavioural patterns to identify key drivers for converting
trialists to paying customers.

2) Next Best Action program designed to capture the individual
users behaviour and respond with personalized communication in 
all touchpoints to drive behaviour that is known to drive 
satisfaction and conversions.

SERVICES Marketing Management Consulting
Marketing Analytics & Reporting
Omni-channel Integration & CR Management
360º Customer Data Platform

XxConversion
IN-PRODUCT MESSAGING

Xx Retention
NEXT-BEST-ACTION ONBOARDING

max  ( # Valuable Customer Interactions )
min   ( Cost )
max  ( Next Best Action + In-Product Messaging )
min   ( ∽100% Automation + Effective Operating Model)



TREAT EVERY CUSTOMER INDIVIDUALLY 
AND DO IT AT SCALE4



= =

Marketing concerts that are not 
always selected because of 

commercial appeal is no easy
task

Promoting concerts to the right 
people in the right context is the 

key to success

/ CASES / DR KONCERTHUSET (ROYAL DANISH CONCERT HALL)
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/ CASES / DR KONCERTHUSET (ROYAL DANISH CONCERT HALL)



For 10 years we have tried to put 
customers into boxes

It has worked well, but it is difficult 
to manage at scale

…and it is not accurate

/ CASES / DR KONCERTHUSET (ROYAL DANISH CONCERT HALL)



/ CASES / DR KONCERTHUSET (ROYAL DANISH CONCERT HALL)



/ CASES / DR KONCERTHUSET (ROYAL DANISH CONCERT HALL)

INCREASED DECISION
ACCURACY

CUSTOMER 
RESPONSES

CONTENT

COGNITIVE
PROFILE

COGNITIVE MATCH

76♡



/ CASES / DR KONCERTHUSET (ROYAL DANISH CONCERT HALL)

eMAIL SoMe WEB



ONE Prediction integrated
into marketing programs for 

full scaleautomation
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/ CASES / DR KONCERTHUSET (ROYAL DANISH CONCERT HALL)



/ CASES / DR KONCERTHUSET (ROYAL DANISH CONCERT HALL)

Offer Recommendation integrated
into their coreCRM view



/ CASES / DR KONCERTHUSET (ROYAL DANISH CONCERT HALL)

SITUATION Fierce competition for subscribers and many trialists do not 
convert to paying customers.

SOLUTION 1) 360º Customer Insight Dashboard in which they can analyse 
behavioural patterns to identify key drivers for converting
trialists to paying customers.

2) Next Best Action program designed to capture the individual
users behaviour and respond with personalized communication in 
all touchpoints to drive behaviour that is known to drive 
satisfaction and conversions.

SERVICES Marketing Management Consulting
Marketing Analytics & Reporting
Omni-channel Integration & CR Management
360º Customer Data Platform

SITUATION As a concert venue with public service obligations, they have a 
massive array of genres and formats they have to market. They had 
reached the limits of what declared interests and historical 
purchases could deliver in terms of personalization and sales.

SOLUTION 1) AI-driven personalization engine developed to create fully 
automated cognitive profiles out of all interaction with leads and 
customers. The output is a range of scores that determine an 
individual’s interest in each new offer, treatment impact from the 
available channels and how ready are they engage.

2) Their Marketing Automation platform was set up automatically 
create audiences and build personalized eMails and social media 
campaigns to all included individuals based on the concerts that 
were promoted online. 

SERVICES AI-driven personalization
Omni-channel Integration
Analytics & Reporting
360º Customer Data Platform

max  ( # Valuable Customer Interactions )
min   ( Cost )
max  ( Cognitive profiling )
min   ( 100% Automation + Effective Operating Model )

100% Automation
INTELLIGENT PROCESS DESIGN

+230% Sales
AI-DRIVEN PERSONALIZATION



TREAT EVERY CUSTOMER INDIVIDUALLY 
AND DO IT AT SCALE4

OPERATING MODEL MATTERS 
MORE THAN TECHNOLOGY2CHOOSE THE RIGHT TECHNOLOGY 1

3FOLLOW THE MONEY AND YOU WILL BECOME 
OMNI-CHANNEL WHEN IT MAKES SENSE



=“LEAN PERSONALIZATION
& MARKETING AUTOMATION”

max  ( # VALUEABLE CUSTOMER INTERACTIONS )
min   ( COST )



THANK YOU
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