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About

Kenneth Witte Rasmussen

Senior Solution Advisor

T.+45 31 66 95 86
Kenneth.rasmussen@agqillic.com

7+ years experience as OM specialist, Head of
marketing automation and Marketing Manager in
both agencies and private owned companies.

Experience within:

« FMCG

» Finance sector

* Industrial supplies

e Software/Saas
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What is NPS?

How likely are you to

recommend this 00000000000

?
to someone? Not likely

Very likely
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What is NPS?

- It's feelings and data as well

commend e 00000000000

to someone?

Not likely Very likely
A F A~
- o e
Detractors Passive Promoters

agillic



What is NPS?

- It's feelings and data as well

o 0000000

Detractors Not likely Very likely

* I'm not satisfied
* You don’t fullfil my needs

* I'm NOT doing business with
you again
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What is NPS?

- It's feelings and data as well

i

Passive Not likely

* I’'m not sure how | feel about
your company

* | probably wouldn’t
recommend you as of now

* You need to do better

Very likely
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What is NPS?

- It's feelings and data as well

. 00

Promoters Not likely Very likely

* | love you and your company

* | would definitely recommend
you

* | want to help you
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What is NPS?

- It's feelings and data as well

e % - am% = NPS

Promoters
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Why is Net Promoter Score
important?

Enables you to: But also:
* Predict churn » Enables you to optimise on your return
on ad spend

» Monitor your customer satisfaction
* Gives you the option of lowering

* Find optimisation points in your business your customer acquisition costs

* Tells you about the warmth of the
relationship

» Can help you identify possible advocates

agillic



NPS

Where can be collected and utilised

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 Profile / family survey

Refer-a-friend Engagement through packaging

Pure / twin Welcome Personalised
acquisition programme newsletter

Post purchase Win-back

Permission Category Abandoned Points / Call center follow-up
capture interest basket voucher expiry agi“ic



Improving the collection

agilic  Agillic A/S

Sponsored

Trust our clients when they say that:
"Agillic offers 1st class customer support 10/10" J,,

Fitness World is flexing the Upcoming webinar
data muscle to build healthy... = Learn More -
Oo 182 33 Comments 29 Shares

agillic

Like @ Comment Share




Finding the true value of a customer

Conditions | (i ]

Al Conditions below must be met

One-to-Many +  ORDERS_OTM otmrecorp » | Count « | greaterthanequals + | 5 Condition met «
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Lowering cost of acquisition

sh

High involvement...

o€

Facebook custom...

A

Google Customer...

Detalls | High Involvement to Pald Medla

Name

High involvement to Paid Media

Target group | High performing audience;

Target Group
High performing audience -~

UNSELECT TARGET GROUP

Description |
Conditions |

[[J Use Global Target Group

Schedule | Weekly Start at: 23:00:00; Repeat
every: 1 week(s); On these weekdays: SUNDAY;

Only execute on production: disabled; Send to

reciplents based on thelr time zones: disabled;

Schedule |

) Not scheduled
© One time

(0 By the minute
() By the hour
© Daily

® Weekly

() Monthly

O Yearly

Days
@ Sunday

) Monday

[[) Tuesday

[J Wednesday
[[) Thursday
[CJ Friday

[ Saturday

Start

23:00:00

Repeat every

1 weeks

("] Send to recipients based on their time zones

[_J Only execute on production
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Optimising ad spend

h

Exclusion of detr...

P

Facebook custom...

A

Google Customer...

Detalls | Excluslon of detractors

Name

Exclusion of detractors

Description

Target group | Detractors;

Target Group
Detractors -~

UNSELECT TARGET GROUP

Description |
Conditions | ( PERSON DATA: LAST_NPS
<=6)

[_] Use Global Target Group

Schedule | Weekly; start at: 23:00:00;
Repeat every: 1 week(s); On these weekdays:
SUNDAY; Only execute on production:
disabled; Send to reciplents based on thelr
time zones: disabled;

Schedule |

© Not scheduled

R Start
© One time
. 23:00:00
(0 By the minute
() By the hour
. Repeat every
® Daily 1
) Weekly
() Monthly
© Yearly

[} Send to recipients based on their time zones

[} Only execute on production




Show them the way

h

High NPS

-

Delay 1 day
DA
Email - Share

0\

5

Wait 6 weeks

Detalls | NPs 10
Name
NPS 10

Description

Reset

@ Reset Enabled After number of time(s) triggered
1

Side Effects |

Person Data
LAST_NPS
is setto

10

Execute Flow
High NPS | fw

After day(s)
0

Agilic A’S | Gammel Ment 2 | 1117 Kebenhawn K | info@agilic.com
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Accelerate the insights cross function

&h

Low NPS

a [ N

Webhook to callc...

Detalls | Webhook to callcenter

Name

Webhook to callcenter

Description

Conditions |

Slde effects |

CUSTOMER_TYPE
is setto

Customer Service

Detalls | Low NPS

Name

Low NPS

Description

Settings
¥/ Use Agillic Webhook transformation service

Webhook transformation script

Low NPS to callcenter

TAST_NFS

is set to

0

Execute Flow
Low NPS | fiow
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Wrapping up

Get started!

See NPS a datapoint, not just a KPI

Multichannel — Not just email

Keep your friends close and your enemies even closer
Lead the way for your promoters

Share the knowledge within your organisation
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Thank you
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