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WHAT WE BE
COVERED:

How to add the human to the Digital Customer Experience

. The role of AI in scaling human experiences

. Why it's not data that matters but data density
. How to act in real-time

. Driving connected experiences

. Build detailed customer profiles
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LET'S START WITH THE
CUSTOMER
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STEP INTO
YOUR
. CUSTOMERS




WHAT DO WE KNOW ABOUT
THEM?

v
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WHAT DOES GOOD
LOOK LIKE FROM
THE CUSTOMER

PERSPECTIVE?

RATIO

MR. HAPPY

i

Caption
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IS HUMANISING THE CUSTOMER
EXPERIENCE THE SAME AS
OPTIMISING FOR BUSINESSES GOALS?
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DIGITAL EXPERIENCES
ARE MADE UP OF
JOURNEYS
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1. ARE THEY BUILT
AROUND THEIR NEEDS?
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2. CAN THEY PICK UP FROM
WHERE THEY WERE IN THEIR
JOURNEY?
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3. ARE THE JOURNEYS
TAILORED TO THEM
INDIVIDUALLY?
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4. REDUCING JOURNEY
FRICTION
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A GOOD EXPERIENCE FOR THE
CUSTOMER ISN’T ABOUT GETTING THEM
TO CONVERT AS QUICKLY AS POSSIBLE
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DATA IS KEY TO
KNOWING YOUR
CUSTOMERS
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PRIORITISE DATA
DENSITY

RATI



FOCUS ON
BUILDING A DEEP
VIEW OF YOUR
CUSTOMERS

RATIO

[ Marie Smith

DASHBOARD > Contact

°
-
2 1 4 5 6 7 1 10 20 21
ugust 2014
OVERVIEW = ACTIVITY JECUSTNel DETAILS & SOCIAL
AD NETWORK BEHAVIOUR
Percentage BEST PATTERN MATCH

13 visits ago
M

Planning 0.45 Purchased 0.18
Searching 0.18 Sharing 0.09
Traveling 0.09

VISIT PROFILE

Sum BEST PATTERN MATCH

14 visits ago
3M:3D

Pat the Potential
Traveler

OTHER PATTERNS MATCHES

Shane the Visit Sharer
27.83%

Curt the Current Traveler
23.20%

Cathy the Connoisseur

87.42%

OTHER PATTERNS MATCHES

Sam the Sports Fan
6.72%

Bill the barman
4.07%

James the Journalist
1.78%

Caption

timeline v
28 20 30 3 2
September 201
Marie Smith
mariasmith26@gmain.com
More info
LATEST VISIT
@ 12:35:371 September 2014
Q@ 2m:24D:1hr
@ Amsterdam
Visit details
STATS
Visits 20
Value 145
Value per Vist 725
Page Views 69
Pages per Visit 345
Average Visit 4min:22s



A SINGLE CUSTOMER
PROFILE CAPTURES

1. WHAT DO WE KNOW ABOUT
CUSTOMERS

3. HOW ARE THEY INTERACTING
WITH US

5. WHAT ARE THEY TELLING IS

RATIO

¢ Single client profile

What do we know
about our users?

Marketing Campaign
Location

Referring Site / Source
Visit No. / New vs. Return
Page visited

Device

IP address

What can we “listen”
for as they engage

with us?

Goals triggered

Browsed product twice
Behavior

Content / Products Interest
Budget

Persona or profile match

What have they

specifically told us?

Name

Age

Investment profile

Interests

Social data

Other offline data (CRM, Call
center, helpdesk )

Content

Delivery Conversion
Conditions

www.ratiopartners.co.uk




CUSTOMER TRAITS WHICH WE CAN TRACK

Their name

Track their website visits BUT WH ERE
Track content read DO ES TH IS
Campaigns engaged with DATA COM E
Products purchased FROM?

Device used

Their location

Campaign source

How they prefer to interact

RAT'O www.ratiopartners.co.uk



ONE FOR
BRANDS TO ACCESS
EVERYTHING THAT IS KNOWN
ABOUT THEIR CUSTOMER

RATI
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HOW DO WE INTERRUPT PEOPLE WITH OUR
ANNOYING AND [RRELEVANT ADVERTISING
INA MORE CUSTOMER-CENTRIC WAY?

TOM
FISH
BURNE

® marketoonist.com

agillic



Ii Companies and Brands have never been so depended on their digital _‘
engagement with their customers as they are now.

Such digital relationships can only be established and retained through
marketing technology platforms.

As one of the leading Martech platforms from Scandinavia, Agillic
empowers local and international brands to harness significant market
advantages to outperform their competitors through strong digital
|_ relationships delivering business results. J
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Agillic’s Core Story

Ever received generic, irrelevant emails, newsletters or social media ads?
Who hasn’t!

Agillic’s automated marketing platform helps companies deliver
the right message, in the right channel, at the right time.

Consumers get a personalized experience, the company gets better results.

It's all about happy customers.

2 agillic



The customer is dead. Long live the human being.

People are willing to spend

+47 %

more on
brands that treat them like
humans

23

People are willing to spend

+32 %

more on
brands that sort out
problems

People are willing to spend

+32 %

more on
brands that care more about
them than making a profit

agillic



Brands must think and act
like humans too.

+ EX + A

HUMAN EXPERIENCE APPROACH
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Personalized
Communication to
Millions

C\
\

‘Happy Customers
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Omnichannel “Out-of-the box”

Web (Tracking & Dynamic content) Email

App + beacons Transactional Email

Inbound SMS SMS

PoS / Call Centre App Notifications

Forms, Quick Polls, Portal... Print / Direct Mail

Google, DSP/DMP Paid media: Facebook

Web hooks and Extension SDK/ framework for custom made channels TR
26 Rich REST API framework for integration to 3rd party websites, social media etc. qgl"lc



Prospects’ Life-Cycle on Customer Experience Journey

INTERESTED

Interested but not
implemented Marketing
Automation

27

SINGLE CHANNEL CROSS CHANNEL OMNICHANNEL
Currently running single Currently running cross Currently running
channel Marketing channel Marketing omnichannel Marketing
Automation Automation Automation

agillic
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OMNICHANNEL

Currently running

CROSS CHANNEL omnichannel Marketing
: Automation
Currently running cross
SINGLE CHANNEL channel Marketing
INTERESTED Currently running single Automation
Interested but not channel Marketing
implemented Marketing Automation
Automation

o How do we extend my customer How do we extend my customer
How do we start building a . . . :
CLIENT flutlire ready for digitally driven relations beyond the single relations to an omnlchar.mel
customer relations? channel that we have setup where | can establish a
NEEDS : established? customer centric marketing?

If only they would remember and If only they would talk to me
If only they would know me so | . . . )
CUSTOMER v . recognize me not only in email using what they know of me
stop receiving these irrelevant . .
but also in the APP and in the wherever and whenever | engage
NEEDS messages.

call centre, with them.

2 agillic
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RIGHT PERSON,
RIGHT MESSAGE,
WRONG TIME.

LOOKS LIKE WE
STILL HAVE SOME
WORKTO DO.

® marketoonist.com

agillic



The core of our platform is build with a structure that gives us
the power to deliver personalized communication to milli

SINGLE CHANNEL

Currently running
single channel
Marketing Automation

ONE SIZE FITS ALL SEGMENTATION - PERSONALIZATION

* It has been 8 months since
you bought your last pair of
running shoes. To avoid

All profiles in the database that injuries you should
are interested in Nike Running consider buying a new pair.
shoes will get an email sent *  We know you pronate and
with the new Nike collections have preference for wide
models.

All profiles in the database get
an email sent with the new
Nike collections

e Here are the 5 running
shoes that will fit you best.

‘ 3 3
30 agillic
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The core of our platform is build with a structure that gives us
the power to deliver personalized communication to milli

CROSS CHANNEL

Currently running cross
channel Marketing
Automation

ONE SIZE FITS ALL SEGMENTATION - PERSONALIZATION

¢ It has been 8 months since

you bought your last pair of
running shoes. To avoid
injuries you should

All profiles in the database that consider buying a new pair.
All profiles in the database get are interested in Nike Running *  We know you pronate and
an email and an APP push sent shoes will get an email and an have preference for wide
with the new Nike collections. APP Push sent with the new models.

Nike collections. * Here are the 5 running
shoes that will fit you best.
e Message is done in short
text for App push and

‘Ionger for email.
31 agillic
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The core of our platform is build with a structure that gives us
the power to deliver personalized communication to milli

32

ONE SIZE FITS ALL

All profiles in the database get
an email and an APP push sent
with the new Nike collections.

Recipients that are not
responding, gets retargeted on
Facebook.

SEGMENTATION

All profiles in the database that
are interested in Nike Running
shoes will get an email and an
APP push sent with the new
Nike collections.

Recipients that are not
responding, gets retargeted on
Facebook.

OMNICHANNEL

Currently running
omnichannel Marketing
Automation

- PERSONALIZATION

It has been 8 months since you bought your last pair of
running shoes. To avoid injuries you should consider buying a
new pair.

We know you pronate and have preference for wide models.
Here are the 5 running shoes that will fit you best.

Message is done in short text for App push and longer for
email.

When customers enters the physical shop the wifi identifies
the app and bids them welcome referring to the
recommendation that was done in the email.

When customer pays, the sales rep can see
recommendations for next best offer on their POS screen and
also ask for mobile number since that is not in the database.

agillic
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Rasmus (RunMaster, Copenhagen) RH M o m e nts Of Truth

Time to get a new pair of Nike Air?
To;

i)

>

Hi Nils,

Is it{time]to improve your running by getting a new pair of Nike Air?]

Bargain hunter

] Related product / accessory

New product model / collection

Product replenishment

Purchase satisfaction

—— Sample / transactional follow up

Did you know that the new pair of running shoes can improve your running ; .
economy and prevent injuries? Read more here ... — Profile / family survey

Based on your purchase history you may be interested in ... 7 Engagement through packaging

Nike Air Zoom Nike Air Zoom Nike Air Zoom ‘ ‘ Retain
Pegasus 36 Pegasus 36 Shield Structure 22
£105 £92 £88

See more See more See more Points / voucher Re-permission

,{ expiry
asmus H.

Store Manager, RunMaster A Qgi"ic
Vimmelskaftet 39, 1161 Kebenhavn RunMaster _J)




Why Agillic?

35

We take away the exponential complexity of multiple channels and turn it in to a true
omni-channel marketing experience whilst making
personalized communication to millions possible.

The result is simple, you gain;
Happy Customers

and achieve

higher conversion rates

higher order value

better retention

increased customer lifetime value
faster revenue growth rates
higher return on ad spend

agillic



Personalisation creates value across industries

Explore the stories behind our clients’ hockey stick growth curves,
successful retention, increased loyalty and customer lifetime value

DCoes P
B\ 5 z = > .
Danish Red Cross Egmont Publishing Fitness World
Danish Red Cross increased the average Personalisation enabled Egmont Publishing to As Fitness World launched personalised
turnover for SMS by 60% and for email by reduce churn by 22%. welcome flows, the retention rate was up to 6%
120%. higher. In an industry renowned for high churn,

this is a weighty result.

Miinto Matas Sportmaster
Agillic’s data driven marketing automation Most successful loyalty programme in DK with 1.2M members, CLV for omnichannel customers
enhanced Miinto’s customer experience, with more than 1.4M active members (incl. 780k app 40% higher than average.
an impressive increase in CLV of more than users and ~70% of all Danish women aged
28% (+250M DKK). between 18 to 65). On average 50% higher

CLV for omnichannel customers.

36
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When a truly human experience is created,
the brand has reached “omnichannel” Nirvana

LEVERAGING
OMNICHANNEL AND Al
FOR MARKETING SUCCESS
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