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CUSTOMER CENTRICITY

WHAT’S ALL THE HYPE ABOUT...




THE CHALLENGE

CONSUMERS ™. ‘ /" BRANDS

EXPERIENCE

WANT A SEAMLESS, CONNECTED EXPERIENCE G AP
WHEREVER
AND WHENEVER THEY
INTERACT

DELIVER DISCONNECTED EXPERIENCES IN THE
CONTEXT OF SILOED CHANNELS AND
TECHNOLOGY

_/

~—

CONSUMERS VS MARKETERS WHO THINK BRANDS ARE ABLE TO DELIVER AN EXCEPTIONAL CUSTOMER EXPERIENCE

THE HARRIS POLL, "ADDRESSING THE GAPS IN CUSTOMER EXPERIENCE" — REDPOINT GLOBAL, 2019
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HOW DO WE ADDRESS THIS?

One on one Age of PERSONAL at scale
. PERSONAL — “sell PERSONALISATION — — sell without selling
A v without selling” optimise conversion

Customer need

Personal

Channel experience

Target experience

Sel
| «—— Yesterda Toda Tomorro —
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MERKLE

SO HOW
DO WE

ACHIEVE
THIS?




CONNECTING THE CUSTOMER EXPERIENCE

Harness Data Personalise Comms Orchestration

Product Atttudes

—)
<

Know who you are Define your next best When, where, why,
having a conversation message, offer or and how to have the
with. action conversation

Reporting and analysis

What we learn so that we can plan, invest, adjust, and optimise

KOLs ( symposia



TRANSLATING THIS FOR MEDIA

ABILITY TO DELIVER CUSTOMER CENTRICITY IS RELIANT UPON...

Customer Framework & Strategy

Creative Strategy

Automation & Innovation

Programmatic
Display

Paid Search Paid Social

Excellence in activation

Integrated Measurement
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DEFINE YOUR KPIs

BUSINESS
OBIJECTIVE
What are the
strategic objectives
of the business?

MARKETING
OBIJECTIVES
How will marketing
map into this
business objective?

DIGITAL GOALS
How do we reach our
audience online?

-
=
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KPIS
How do we define
success?




DATA IS CRUCIAL

BUILD IT, VALUE IT, USE IT



TEAM INTEGRATION DRIVES SUCCESS

o A

4 Understand clearly
the business vision
and how to
communicate this

d e

Client
Programme Lead

Client Partner

« Own and deliver the
transformation
roadmap

« Drive the culture
change through
leading by example

Additional
3 party
SMEs

Additional skills/people required in the interim until new roles are filled
and/or skills are transferred
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Transformation
Director

Q

3 YSpok?
Rl e]le]

Goal:
Digital Revenue
+€5m

Goal:
Increase customer
reach to 90%+

en (

Tan

Backlogs and
workflow
management

Ceremonies Retrospectives

Cycle Times /
Sprints/
KANBAN

Customer Strategy Group

3y)

£
~

e T )

Goal:
95% trigger based
NBAs

), I":"\

Stakeholder
Collaboration

Establish governance
layer

Facilitate initial
governance meetings
while transferring
ownership

Establish new agile
squads each with clear
purpose & objectives
Assign people to squads
based on skills required
Agree the squad vision

Define a clear, ownable
and achievable goal for
the squad and a
timeframe

Agree KPIs that enable
measurement of the goal
Map initial programmes
of activity

Define and support new
agile practices through

coaching and centres of
excellence

MERKLE.



THINK BIG

START SMALL




DIGITAL MATURITY — BUILDING CAPABILITIES

Fragmented and Inconsist-
ent across all touchpoints

CUSTOMER
EXPERIENCE
Slioed and disjointed
WAYS OF
WORKING
Sales and product focussed.
Event Led campalgns,
CUSTOMER
STRATEGY no holistic approach
DECISIONING CIptan S———
Limited backwards looking with
MEASUREMENT slloed reporting across channels
DATA & Disjointed, multiple sources of data
TECHNOLOGY with slioed tech across the
business
NASCENT
13 © 2019 Merkle. All Rights Reserved. Confidential

Single tone of volice for
all touchpoints

Clustered around
capabliity/channel

Channel focussed, allgned to
commerclal objectives,
driven by Insight

Business rules based

Short term KPIs with slloed
reporting across channels.
Limited testing.

Slioed sources of data with some
tech Iintegration. CRM data
separate

EMERGING

Jolned up marketing
experlence

Collaborative Culture with
some cross-functional
Initiatives In place

Customer centric, data-driven
planning across certaln channels

Statistically modelled Inc.
Next best action

Multiple measurements Inc.
non-last click attribution.
Regular Testing In place

single Customer View. Data
Integration
(1st & 3rd Party), Online & OMine

CONNECTED

Seamless Customer Experience

Cross-functional teams

Customer centric, data-driven
planning across all channels

Machine Learning real time
optimisation and decisloning

Clear Measurement framework
Inc. non-last click attribution
aligned to customer need states.
Frequent testing.

Cross-platform, Omni-channel Data
Integration, Industry-wide, ID
Linking

MULTI-MOMENT

MERKLE.
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O

increase in Revenue from Increase in Revenue from “super
“non-loyal” audience. user” audience.

Objectives

Tesco were keen to understand how valuable each of their customers were and how to engage with them in a way that would fit with their needs.
Tesco wanted to understand how they could better leverage their Clubcard data and to increase personalisation, specifically for their Tesco.com
business

Approach

All Tesco's online customers were split by their purchase recency, frequency and monetary value. Giving us the ability to segment them and target

them with more relevant and timely messaging.
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IN SUMMARY...

...3 KEY CONSIDERATIONS

UNDERSTAND YOUR CUSTOMERS MEASURE WHAT MATTERS CONNECT THE EXPERIENCE
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CUSTOMER CENTRICITY

WHAT’S ALL THE HYPE ABOUT...




THE CHALLENGE

CONSUMERS

WANT A SEAMLESS, CONNECTED EXPERIENCE
WHEREVER
AND WHENEVER THEY
INTERACT

~—

EXPERIENCE

GAP

BRANDS

DELIVER DISCONNECTED EXPERIENCES IN THE
CONTEXT OF SILOED CHANNELS AND
TECHNOLOGY

CONSUMERS VS MARKETERS WHO THINK BRANDS ARE ABLE TO DELIVER AN EXCEPTIONAL CUSTOMER EXPERIENCE

THE HARRIS POLL, "ADDRESSING THE GAPS IN CUSTOMER EXPERIENCE" — REDPOINT GLOBAL, 2019
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HOW DO WE ADDRESS THIS?

One on one Age of
PERSONAL — “sell PERSONALISATION —
without selling” optimise conversion

Customer need

Channel

Target experience

Sel

PERSONAL at scale
— sell without selling

Personal
experience

| «———— Yesterda Toda
y y
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SO HOW
DO WE

ACHIEVE
THIS?




CONNECTING THE CUSTOMER EXPERIENCE

Harness Data Personalise Comms Orchestration

Know who you are Define your next best When, where, why,
having a conversation message, offer or and how to have the
with. action conversation

Reporting and analysis

What we learn so that we can plan, invest, adjust, and optimise

KOLs ( symposia



TRANSLATING THIS FOR MEDIA

ABILITY TO DELIVER CUSTOMER CENTRICITY IS RELIANT UPON...

Customer Framework & Strategy

Creative Strategy

Automation & Innovation

Programmatic
Display

Paid Search Paid Social

Excellence in activation

Integrated Measurement
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BUSINESS
OBIJECTIVE
What are the
strategic objectives
of the business?

MARKETING
OBJECTIVES
How will marketing
map into this
business objective?

DIGITAL GOALS
How do we reach our
audience online?

KPIs
How do we define
success?
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DEFINE YOUR KPIs

-
—
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DATA IS CRUCIAL

BUILD IT, VALUE IT, USE IT



TEAM INTEGRATION DRIVES SUCCESS

o A

4 Understand clearly
the business vision
and how to
communicate this

d e

Client
Programme Lead

Client Partner

« Own and deliver the
transformation
roadmap

« Drive the culture
change through
leading by example

Additional
3 party
SMEs

Additional skills/people required in the interim until new roles are filled
and/or skills are transferred
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Transformation
Director

Q

3 YSpok?
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Goal:
Digital Revenue
+€5m

Goal:
Increase customer
reach to 90%+

en (

Tan

Backlogs and
workflow
management

Ceremonies Retrospectives

Cycle Times /
Sprints/
KANBAN

Customer Strategy Group

3y)
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Goal:
95% trigger based
NBAs

), I":"\

Stakeholder
Collaboration

Establish governance
layer

Facilitate initial
governance meetings
while transferring
ownership

Establish new agile
squads each with clear
purpose & objectives
Assign people to squads
based on skills required
Agree the squad vision

Define a clear, ownable
and achievable goal for
the squad and a
timeframe

Agree KPIs that enable
measurement of the goal
Map initial programmes
of activity

Define and support new
agile practices through

coaching and centres of
excellence

MERKLE.



THINK BIG

START SMALL




DIGITAL MATURITY — BUILDING CAPABILITIES

Fragmented and Inconsist-
ent across all touchpoints

CUSTOMER
EXPERIENCE
Slioed and disjointed
WAYS OF
WORKING
Sales and product focussed.
Event Led campalgns,
CUSTOMER
STRATEGY no holistic approach
DECISIONING CIptan S———
Limited backwards looking with
MEASUREMENT slloed reporting across channels
DATA & Disjointed, multiple sources of data
TECHNOLOGY with slloed tech across the
business
NASCENT
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Single tone of volice for
all touchpoints

Clustered around
capabliity/channel

Channel focussed, allgned to
commerclal objectives,
driven by Insight

Business rules based

Short term KPIs with slloed
reporting across channels.
Limited testing.

Slioed sources of data with some
tech Iintegration. CRM data
separate

EMERGING

Jolned up marketing
experlence

Collaborative Culture with
some cross-functional
Initiatives In place

Customer centric, data-driven
planning across certaln channels

Statistically modelled Inc.
Next best action

Multiple measurements Inc.
non-last click attribution.
Regular Testing In place

single Customer View. Data
Integration
(1st & 3rd Party), Online & OMine

CONNECTED

Seamless Customer Experience

Cross-functional teams

Customer centric, data-driven
planning across all channels

Machine Learning real time
optimisation and decisloning

Clear Measurement framework
Inc. non-last click attribution
aligned to customer need states.
Frequent testing.

Cross-platform, Omni-channel Data
Integration, Industry-wide, ID
Linking

MULTI-MOMENT

MERKLE.
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O

increase in Revenue from Increase in Revenue from “super
“non-loyal” audience. user” audience.

Objectives

Tesco were keen to understand how valuable each of their customers were and how to engage with them in a way that would fit with their needs.
Tesco wanted to understand how they could better leverage their Clubcard data and to increase personalisation, specifically for their Tesco.com
business

Approach

All Tesco's online customers were split by their purchase recency, frequency and monetary value. Giving us the ability to segment them and target

them with more relevant and timely messaging.
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IN SUMMARY...

...3 KEY CONSIDERATIONS

UNDERSTAND YOUR CUSTOMERS MEASURE WHAT MATTERS CONNECT THE EXPERIENCE
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