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Today's philosophical quote

"It was good that we felt beffer.
It would have been better if
we had felt good.”

Villy Sgrensen
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Agenda

“Consumer data will be the
biggest differentiator in the
next two to three years.
Whoever unlocks the reams
of data and uses it
strategically will win.”

Angela Ahrendts

Claytons advice

Mind your mindset
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Customers

Retailers




Just to shape your senses IS
$144 bilion market in 2024! ¥
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In 2020, Western Europe was estimated to account for 17.3 percent of the global -"’;_'im \ " - Ilve In O
ad spend whereas Central and Eastern Europe for 2.5 percent. -
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glth' & Health - More than ever /
IN Increasing interest in self-care
~and wellness and longer
average lifespan create new Pe ation - Companies willneed
needs and opportunities. . , Y s foi ove their capacity/supply to
‘ \ ep with consumers' increased'
\ pectations for targeted and

vant interaction by creating new
teracti Io’rfo‘ms in real time.
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Fast & simple - Consumers lack time and seek
service and convenience in their daily lives.
The easier and faster, the better and fun

(=) shopping experience becomes a priority.
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“Driven by their increased interconnectivity,
audiences have now become media
platforms in their own right.

It’s now more important than ever to
effectively engage these audiences so that
they will propel your brand’s values,
messages and drive loyalty,
recommendation and ultimately, sales.”

Yannick Bolloré, Chairman and CEO, Havas Group
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Retailers mission

) Find

- Win

-1 Maintain

1 Develop

1 Regain profitable customers

Example - Zalando (10. Billion € revenue)

With an Efficient Marketing ratio o
)Avoid Red Queen Markefing! [ j;::
oy —— —
o 2015 2016 2017 2018 2019 2020 2021
= \\arketing Ratio asmRevenue
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- Markets right now - Iv\ul’nph

1 War in Ukraine o

400.000

= _ Energy crises 370000
- Food crisis 2022 .

 Inflation
- Stagflafion
1 New |O<J|ndemICS
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ABC/RFM segmentation: Value based segmentation:

Non-communication
homogeneous segments

Communication
homogeneous segments

Segmentation

£ Kundeveerdi#1

@ Kundeveerdi#2 Kundevaerdi #3

A: High profitability
B : Profitable
C: Low profitablity

@ Kundevardi#4 @ Kundeveerdi #5 @ Kundevardi#6
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Customer Satisfaction:

CSAT- NPS - CES

fProfi’ro bility:

—

Loyalty

Centers: Cost — Profit — Investment
Activity Based Costing (ABC)
\—

Loyalty phases

Apologize loyalty:
Customer repair &
damage control phase

Resource split—exa,mple

Cognitive loyalty:
Acquisitions og knowledge
phase

Affective loyalty
Development & intgreation
phase

Conative loyalty:
Maintain & optimizing phase

Evangelist

Ambassador
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Relation development
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Learnings from loyalty ...

Members' expectations versus experiences ...

DISCOUNT, BONUS AND/OR POINTS ON MY PURCHASES

TO GET SPECIAL BENEFITS IN STORE
GET SPECIAL OFFERS
TO GET SPECIAL BENEFITS OF ONLINE SHOPPING
CONTINUALLY RECEIVE INFORMATION ON PRODUCTS AND
SERVICES
THE OPPORTUNITY TO PARTICIPATE IN "BEFORE-SALE"
TO BE ABLE TO GET BETTER SERVICE AND ADVICE

TO RECEIVE TARGETED AND RELEVANT COMMUNICATIONS

INVITED TO SPECIAL EVENTS AND EVENTS
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TEMPERATUREN PA DANSKE
LOYALITETSKLUBBER
2015

ANALYSE 06 HANDBOG | ARBEJOET MED LOYAUTET

Based on + 270.000 interviews
with royalty members in retail.
Plus, analytics of + 12.000 text
comments and 570.000
Facebook post.

Case: Retailer + % 5 billion €

818
Sales index

539

Analog member (Card) Digital member (App)
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Trends

]

J Al, AR ,VR

! Data, data, data

1 Live Shopping

1 Mindsets

I Predictive & Prescr ’r|
) Softpay

2018 2019 2020 2021* 2022* 2023*

Shcredive shopping in online shopping




Digital Darwinism?~ % YA 2

I |
.:!f:veryone talks about how (Big) Data
2% disrupts industries and organizations,
* . butthey forget to ask the central
question:

oo,

How can managers work with their cognitive framework ¥ |
organizational conditions for creating value with Data & digitalization?

\

Your mindset as a manager sets/influences the agenda for your organization and how it interacts
with the customers and market. Especially when markets change radically, such as when
disruptive business models emerge and/or new customer insights'become available by using
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When you become aware of your managerial
mindset

1.
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It is easier to make informed
decisions and be open to
alternative perspectives.

It is easier to experiment with
changing your thinking and
perspective.

It is easier to create a mental
alignment process among your
team members, the company’s
strategic orientation, and what
consumers prefer, so you pullin
the same direction.

» - Soo
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Input

Market paradigms

&) Transactional
. Informational
il  Relational

& Communal
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Strategic

alignment OUprf

Big Data mindsets

&) Promote &Sell

Organization

. Listen & Learn

Shareholders Connect &
iy
Collaborate
Process
Culture & Empower

& engage

Performance
Management

Technology

Source: Disrupt your Mindset to transform your Business with Big Data - Rydén. Ringberg og Jacobsen, 2017
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Mind your mindset!  Management and market paradigms:

Transactional Informational Relational Communal

/10 ‘ussqooer 8o 3uaq3ury "uspAy - exeq 3ig yum ssauisng JNOA wuojsued) 03 12spullA 4noA 1dnisig 924nos

Promote and sell mindset is Listen & Learn mindset is Connect & Collaborate Empower & Engage mindset
associated with self-expression  associated with being mindsef is associated with represents a holisfic and
and an internal focus that are  observant foward developing new ideas with empathefic approach fo
projected upon the world. This consumers’ thoughts and s’rokeholqers, Trus’n.ng.’r.hew business and ifs m’rero;hon with
means that the development emotions. Insights into perspectives and invifing them the broader community.
of products/services relies on consumer preferences, along on a journey of The green mindset uses new
in-house expertise, and new needs and motivations are coIIoboro’non. New ’rephnology technology & dgTo to improve
technology & dataisused asa  gathered to deliver more & data is used fo affain new arenewal, sustainable, and
tool to promote your products/ meaningful products/ and visionary insights from ethical interaction with all
services to the consumers. services. stakeholders. stakeholders.
43 Challenge — We do not see the world as it is, but as we arel
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Interaction

Strate g‘ |

Customer
approach

Business
approach

Value
Time

Market logic

-
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Promote & Sell

Passive

Bombardment

Atftention
Short-term

Transaction

TEERT

AMAZON

Listen & Learn

Active

Retainment

Intelligence
Long-term

Information

DELTA AIRLINES
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Connect &
Collaborate

Proactive

Engagement

Creative skills
Project-based
Relation

b e

LEGO

Empower &
Engage

Intferactive

Empowerment

Responsibility
Indefinite

Community
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Data must be strategically anchored

Create

7,

—

Which
Working with data is Use knowledge is Analyze

: . . relevant?
a strategic decision! %@ - @‘l
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’, Don't fry

to change
your customers
- help them

- Professor Clayton Christensen, Harvard Business School




. “Profit in business comes from repeat
customers, customers that boast about
your product or service, and that bring.»
frignds with them.”

Thank you

- pja@efficiens.nu

poj.marktg@chbs.dk
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