Known knowns

How using CRM data can boost
the effectiveness of your paid media

Mike Weston,
Managing Director, UK
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Practical information

Webinar in three parts
Poll in the beginning

Ask questions during

Questions will be answered at the end

Contact me afterwards

linkedin.com/in/mike-weston
twitter.com/mikeweston_uk
mw@agillic.com

+44 7739 712 897
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Agenda

The power of one
Customer lifecycles
Channel optimisation
— where does paid media fit in?
Intelligent targeting
Privacy
Savings and gains
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The value of personalisation

Personalisation of marketing programmes yields
significant performance benefits

Even simple personalisation typically doubles
email open rates

Joined-up omnichannel marketing,
creating one-to-one conversations
is even more impactful

We frequently see better than 10X
improvements in sales value
agillic
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MASTER

Up to 40% of revenue generated
through email + SMS

40-45% more value for
omnichannel customers

2-3 x open rates using data for
segmentation & personalisation

2-3 x conversion rates using data
for segmentation & personalisation
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We see that there's 2 to 3 times higher opening rate, and 2-3 times higher conversion
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Doubling the size of the
omnichannel segment
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Bring customer e

data into focus Y & N e
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Mapping is the key to data visualisation N A H

Take a customer’s eye view of the T e

relationship you want to develop
... then overlay it with your perspectives

Every business’s map will likely be
different

... but certain themes will repeat




Typical Retail Moments of Truth

Birthday / anniversary Bargain hunter

Plan threshold Related product / accessory

Share of wallet / cross category New product model / collection

Local & personalised newsletter — —— Product replenishment
Local event — — Purchase satisfaction
Out of stock / back in stock — Sample / transactional follow up
Store proximity —e Profile / family survey

Refer-a-friend —e Engagement through packaging

Permission  Category Personalised

capture interest newsletter NPS Win-back
Attract ¢ $ ¢ }
Pure / twin Welcome Abandoned Points / Re-permission

acquisition  programme basket voucher expiry agillic



Typical Gym Club Moments of Truth

Nutritional supplements Grow Refer a friend / bring a friend

Anniversary / gamification Net promoter score

Cross-sell (PT / supplements / all access) New service/benefit

Credit card expiry —— —— Regular class filling up

o ad

Plan check / upsell (e.g. multi-gym) — — Dispatch training buddy
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— Training programme
@ — Fitness survey
' —— Download the app

Frequency drop Win-back

Churn prevention actions —

Personal trainer

Freeze management

Pure / twin Sign up Trial to paid /
acquisition completion discount expiry

Attract ¢ ¢ ¢ }
Personalised  Welcome  Personalised Payment failure  Cancelled,  Re-permission il
permission programme newsletter still using agific

capture



Flip to the funnel

You've defined the customer’s eye journey

... how match it back to your business’s view

Which channel is best to reach these customer
moments of truth?

... some will be push channels

But what happens if you must rely on pull?

e.g. paid search
display advertising...

Awareness
Consideration
Conversion
Activation
Loyalty
Advocacy
W
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Your customer moves
effortlessly from channel

to channel...
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Can you?
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Where does the
conversation go next?

We need to consider:

Context

* What we've said before?
» What the customer is doing?

Cost of channel

Push vs. pull
» What data permissions do we have?

LLLE




Intelligent
targeting
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3 examples where CRM data adds value

d) Restart

Cancel
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Are you sure you want to restart?

Restart




Privacy
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Just a heads up...

» Be sure you've captured the right
permission from your customers

» Don't expose their personal data to
unauthorised 3rd parties, however
well intended

 Adjust your privacy policy

e
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PRIVATE
PROPERTY

NO SOLICITING
NO TRESPASSING




Savings and gains




So what value can | expect?

Cancel
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What have we learnt today?

Relevance delivers increased business value
Getting relevance right across all channels, doubly so
Match customers’ moments of truth to your marketing funnel

Include paid media in your personalised multichannel journeys
to create seamless, relevant communications
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Contact info

in linkedin.com/in/mike-weston
Yy twitter.com/mikeweston_uk
B2 mw@agillic.com

+44 7739 712 897
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