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“The CRM Chasm”
T
E

Xxpectation

Reality

e We understand them e Product-centric campaigns

We value their business

e Operationally focused
* We deliver on our promises ¢ e Information & channel silos

* We remember them e Independent business units

e We strive for relevancy e Customer ad fatigue

- WE S el e e e Limited capacity for
engagement

“What customers expect from us” “What we actually have”
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“The CRM Chasm”

DATA INCREMENTAL CRM CRM TOUCH POINTS

/ @ \ INSIGHT

Understand past behavior
Predict future needs

Customer Profile

-

Transaction

Infuse custemer-specific
insight into toaueh '\points

e

Channel
@ ~ ACTION R
Lines of Business Right message, right time

Dialogue across touch points
Optimize engagement

€

\Customer Preference/
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A True Dialogue

e A dialogue is part of an on-going conversation
e A dialogue supports strategic goals

e Tactical actions can be taken that get closer to
the goal

e The context of the dialogue is important —
where and how

e The unknown is catered for




Why Inbound Marketing and How does it Pay?

Why: How it pays:

e Sunk CRM costs e Uplift in Sales

e Turn Service into Sales e Reduced Attrition
Opportunity e Increased Customer

e Cross-Channel Satisfaction
Consistency e Reduced Employee

e Reach the Unreachables Turnover

e Manage the unknown




Financial Services Re' rences

R 1tot N\edla
@Elﬂemll l.yn(:l.t 4 Q) sl

W\ e

Nationwide

Merrill Lynch w‘iﬂh'éa Nationwide Building Society

. : e Delivery of prompts in call-centre,
* 12 weekimplementation branch and internet channels
e Integration with IVR, Siebel call e 15 million customers

centre and web channels .
e Millions of prompts per month

e Internet channel under :
e Increased cross-product holding

development
P . from 1.2 to 1.8 products per
* Increase in customer cross-sell by customer

26% i
_ i e Industry leading customer
e Decrease in customer attrition by satisfaction
: . e Campaign priority:

e Campaign Priority: _ thaggaﬁ]ermgy

— Retention — Service

— Service — Retention

— Sales — Sales
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Customer Context:
Informing the Single View of Customer In Real-
Time

Recent
] marketing
Context will activity

change across
Recent\
interactions

lifecycle, across
every interaction

Recent
account
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Multi-Channel Delivery

e Campaigns can be deployed simultaneously across multiple channels

e Once arecommendation has been made in a channel it is automatically
removed from the other channels —if desired

e The message content (collateral) can be tailored to match the channel
platform technical capabilities

l Portrait
Interaction
+ Optimizer

l Contact Centre

Hijalp dig sjalv - pa Telia.se
Besok Kundservice for support for dina tianster,
efler logga in pa Mina Sidor for att administrera sjalv.
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Customer Lifecycle Strategy - \

: Confirm customer’s
for Inbound & outbound Marketing purpose choice, get customer
Win back regain started, gather customer
lost customers information, placement in
/ N correct value segment
Understand \
root cause of
churn make a
nice ending and
ask if ok to
contact later (Take care and )
K / build relationship.
Reward, engage,
give tips &
inspiration.
/
Save customers )
wanting to leave -
the company with Cross and up sell
a good offer. get customer onto
- / additional products
_ and services.
Proactive renewal \_ Y,

and reactivation of
high potential

16 September 2011 customers @ Te"asonera




Integrate Essential Competencies and Skills in a
CRM competence center

Cross function:
*Business skills
*Analytic skills
|T skills

Cross border:
Swe

*Nor

Dk

°Fi

sLith

Broadband, B2B, Halebop to be incorporrated.

i) 20Bep@dber 2011 @ TeliaSonera



Customer Recommendations

Vision
— Create a personalized, relevant customer, proactive customer dialogue that is
consistent and coherent across all direct channels. An improved customer
experience.
Strategy

— Implement Customer lifecycle management
— Implement a common view of the customer across all channels

Objective

— Recognize the customer in all channels, use customer data and analytics and
real time, interactive marketing capabilities to improve the customer
interaction.

Benefits
— Increased customer satisfaction and loyalty. Increased sales and arpu,
decreased churn and altogether increased customer lifetime value.

Busines Case (summary)

— Increased yearly net benefits of 90 MSEK when fully implemented
— Total project cost of 80 MSEK
— From 2011-2019 generating a net benefit result of 400 MSEK

Business case will be met by:

— Implementing a campaign & interaction management system connecting all
inbound and outbound channels

— Connecting local data sources to the system and thereby enabling the
development of customer recommendations”

— Implementing a New way of working

16 September 2011

OUTBOUND

» gather customer
information, get customer
started, placement in
correct value segment

make a
nice ending and
ask if ok to
contact later

Reward, engage
and give tips &
inspiration,

wanting to leave

Telia with a good

offer. | get
customer onto
additional
products and
services.

Customer lifecycle
Valuefrisk scoring

Usage da
Demograp!

Single view of the customer, Next
best activity

E-DM
(email/mobile)

Reseller

Contact
centre

Product
comm.

INBOUND

@ TeliaSonera




Single customer view

Same customer recommendation in all channels

Customer lifecycle Usage data -3 | -
Value/risk scoring Demograph T

-
-
-~
-

Single view of the customer, Next
best activity

OUTBOUND INBOUND

12 16 September 2011 @ TeliaSonera



Same customer view for Customer services and stores.
Recommendations and history, from start

Customer value and info on usage pattern, next phase

Most Visitedw @“ﬁ?bmail -Caesar [F)Hudsonw  [FyWikiv  [F)Fitnesse  [F5)GSM-AHSY  [)Privat [ produkteditorn  [F=)Specifikationer [0 tidrapportering  [F=)verktyg -_.'lGDDgIe »
@] Caesar b4 Inbox - Outlook Web Access Light g |~g TSE - Task Board - TeliaSonera A... $§ | <% Getting hg log output over a dat... 3§ |ﬂMigue| "All | Want is You" onVi... g§ | F v

TELIA Caesar L Privat Fiéretag Min profil )

Inloggad: (anpr03, , )

S I~ Q

. Magnus Holmgren
Anlaggning:

l 197207284955 38 ar

[ sok | Notstal Adresskalla: Kundbid / Kundbid

Personnummer:

Avancerad sok
Senaste sokning: h

PersNr: 197207294955

Snabba

Maobitt

Bredband

Kunddversikt . .
Rekommendationer - Maobilt

[i] Soetity i mobien

m Kompass i mobilen
[i] Walkie-taliie i mobilen
[i] 1 imobien

Anteckningar & Att gora. W

Skapa anteckning

Skapa att gora
Kundbild
Apolio

ISM-anteckningar

Varuinformation ¥

Varubestaliningar

Aktuella rekommendationer )

Inga engagemang att visa. Inga engagemang att visa.
MNybestall Bredband Nybestalining fast
Annullera Bestall Sakerhetstianster

Done
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Bestall varor

Nybestalining bredbandstelefoni

Orderstatus hemtelefoni
Lisa »

| FAQ | Feedback | -- Snabblankar -

Kampanjutskick

Inga aktiva kampanjer.

Wisa historiskas

Rekommendationshistorik
2010-12-07 Kompass i mobilen, Nej tack, info
2010-12-04 TV i mobilen, Kanske, info

2010-12-11 Walkie-talkie i mobilen, Nej tack, info
Wis

el

Det finns inga aktiva Att géra

Skapa ny = Mina aktuela [K]

Anteckningar

Det finns inga aktiva Anteckningar

Skapa ny »

'

Inga engagemang att visa.

= 0730996368 (2X)

[X] Info Nybestilining digitaltv
o 0730096771 (2X)
Klinfo

= 0730996533 (2X)




Deployment

M Message “C” Message “D”

-—»-l -

Message “E” Message “F”

Message “G” Message “H”

Portrait
l

1. Request and any updated context comes in via web services interface

2. All available messages are loaded for the requested channel

3. Customer data is retrieved from the available (external) data sources

4. Customer data is passed to the component modules and each message is
evaluated and scored

5. The messages are sorted accordingly to their score, campaign type and priority

6. The final (ordered) list of recommendations is saved into the customer interaction

history
7. Aresponse is passed via the web services interface to the caller

E= PitneyBowes
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Consistent Recommendations

¥ 5 Nationwide |

“We sell more products through inbound prompts than through
. all other direct marketing actions” _ Head of iCRM Nationwide Building Society

—

. @ TeliaSonera

”

|
— Camilla Cramner,

w‘

—
—

{ Winner of 2010 Gartner CRM Exc;ellence Award
| * Increased new customer cross-sell by 26%
! « Reduced churn overall by 20%

WWM.
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