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Images of what WhatsApp ads will look like show them taking up the entire screen of a smartphone
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GAME 2

KEEPING YOUR CUSTOMER

ENGAGED WITH YOUR BRAND




 What is CRM?
« Definition and importance
* Goals and KPIs
« Customer Lifecycle

« Achieving relevance
« Segments and Personas
 Timing and Context

e Personalization

 The Game

Customer Relationship Management



What 1Is CRM?

« Customer Relationship Management (CRM)
refers to practices, strategies and technologies
used to manage and analyze customer
Interactions and data throughout the customer

lifecycle, with the goal of improving business
relationships with customers, assisting In
customer retention and driving sales growth



What 1Is CRM?

 Customer Relationship Management (CRM)
refers to practices, strategies and technologies
used to manage and analyze customer
Interactions and data throughout the customer

lifecycle, with the goal of improving business
relationships with customers, assisting In
customer retention and driving sales growth



Increasing customers profitability
through relevant communications



Why CRM?

[ti1s 4-10 times less expensive
to sell to repeat customers than it
S to acquire new ones, and
repeat customers generate up to
10 times as much revenue.




Goals and KPIs

Reach

GOALS . customer Engagement
* Profitability
_______________________________________________________________________________________________________ l,,, IIHHIIIHHI!HIHHH”I
B 1 ‘MHHMIW HW ‘l
* Opt-in rate _
KPls

* Opening rates, CTR (comms)

Net Gaming Revenue (NGR) = Revenues — Winnings - Bonus



Customer Revenue Lifecycle

« Understanding the customer

lifecycle is critical to achieve Onboarding ~ Upmell &
relevant messaging QL!
. Customer
» Different segments are Revenue
Lifecyele
targeted with different
campaigns = J (:)
o Retention &
* High value players have Acqiistiion Renewals

dedicated teams (VIP team)



Xsell and Upsell




Achieving Relevance

Contextual

Relevance can be Actioh Based
achieved through
contextual, timely and

personalized messaging
Timely

Personalized

RELEVANCE




Achieving Relevance — example 1

SHOP NOW

Check ocut these deals!

<

p

=~ L
Women's Lace-Up Girls' Ready
Chambray Dress for Fun Dress

Now 258% off Now 25% off

Still searching for Dresses? Check out these deals!

- -
Lace-Up Chambray
Chambray Dress Trapeze Dress
Now 28% ofl Now 28% off



Achieving Relevance —

example 2

Shop New Arrivals

Our Latest Styles

Drana M Navy Blue Max Dstressed Olive Fashion *‘Ready for the Party” Gals'
Dress Sheakers Dress

cas L1006 %
G44 $10 $25

Your new favorite dresses.

Our Pieks lor You

VS

Summer Essential The Floral Everywhere Mind Seeing Blue Sinped
Navy Maxi Dress Dress Rompet

$42 L% ! £




Achieving Relevance

Relevance can also be achieved through

non-personalized content
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Segments

Segments are:

groups of individuals on your customer base who are similar in specific ways
relevant your marketing objectives, such as age, gender, interests and
purchase behaviour.

When to use segments:
« To understand the statistical values and behaviours of each different type of user.

« When the broader picture is needed to create the plan



Segments - examples

Examples of customer segments would be:
* Men aged 18-25 on your customer base

» Customers who have bought product X in the last
3 months and have spent more than £500

» Customers who were active In the last 7 days



Key segments at Lottoland

Segments (Lifecycle)
New
VIP

Active
Reactivated Customer churn is when an existing

customer, user, player, subscriber or
Churn any kind of return client stops doing
Depositor business or ends the relationship
with a company.

Dormant



Personas

Personas are:

« a semi-fictional representation of your ideal customer based on market research
and real data about your existing customers.

When to use personas:
* To help construct your messaging.
« When advising members of your team on the motivations behind your users.

 When you are narrowing down the plan to create the communication and remembering
that you are talking to a fellow human!



Personas

: How active are the
Persona Name Content they engage with on the app y

Fast Food Freddy Discount food offers 2-3 tlmes a week

Fast Food Freddy i ';'::fg 3‘:;5 “;;;“V‘ 5% off all orders before cpm




Personas

PERSONA PROFILE
¥ bow hetinisus_J| £ Painpoints

+ He was referred onto » The size of the service team is
by someane he trusts, very important to him,

JOSH HUTCHINS
"Thebook s oy btte then the v

& Age: 26

, Q Location: Boston, Massachusetts
+ He comes to the website at the ' mammmfwem @ Occupation:  Software Engmneer
¢ ‘m bghriig of Fs it e inthe buying decsion. S Neason
o 'Y ; Single
: + He isn'tinterested in using the * Hewants a competitive price
*CEO of large finandal infonna(ionmthesitebngyond with strong experience.
mpanyworm research,

€ 85 million.

* Has been in this role

for ten years.
= (/ thz:lt he wants 'l X\lhat ,he
* He is an innovator fo (0)'4 oesn't want
and isn't afraid to GOALS PERSONALITY TRAITS
take risks, * Latestprojects  + Testimonials + He doesnt want to pay large fees. + Discovering new books Passionate »
» Expertise + Awards Value for money is important. and authors to read Mativational =
*Helikes to * He s looking for a partner-led « Finding unigue stories Introverted =
communicate via approach Loarning »
email or face-to-face,

He is on Linkedin and

Twitter.
FRUSTRATIONS
* He reads finandal + Finding space for new book
and economic + Keeping track of
publications and dﬁm::in
attends finandal
conferences. . 5
Price and Expertise

BRIGHYSPARK



Timing and context are critical

« Timing and content go
hand in hand.

* |f the users receive a
generic message even
at an appropriate time,
they are more likely to
dismiss it.




Personalization is key

* There are numerous
ways to add
personalization to your
message Incorporating
custom image,

personalized message, a

nast action that user took,
a thank you note, etc

Personalized Content Open Rate

45

15

Personalized Content Open Rate

Mon-Personalized Content Personalized Content

Bl F:rsonalized Content Open Rate



What is Personalization?

From a Customer’s perspective From a Marketer’s perspective

- Contextual - Segmented
« Timely - Triggered
+ Relevant messaging * Individualized campaigns



Choose a Type

Scheduled Delivery ® @ Action-Based Delivery

© Send at designated times Send when users perform actions

Action-Based Scheduling Options

»”

Select Trigger Type...

Send This Campaign T \jake Purchase
| Start Session
New Trigger Action v Perform Custom Event
Perform Conversion Event
Add an Email Address
Interact With Campaign
Interact With Card
Schedule Delay Enter a Location

Perform Exception Event For Campaign
Interact With Canvas Step

\dd Trigger

-

Once trigger event ¢




Tactical campaigns aim to leverage important events
which can draw the attention of most customers

Examples: record jackpot, match of the week, Black 2% -
Friday promotion...

Recurring campaigns are automated campaigns

based on the customer’s lifecycle

Examples: onboarding, activation, churn prevention,
re-activation



Examples - tactical campaigns
$22Million

SATURDAY LOTTO
SUPERDRAW

f% S 485 million*

Hi Mark,
Bigger is better eh?
WRONG!....

FREE is better!!

GET 40% OFF SATURDAY LOTTO SUPERDRAW GAMES! Even though the US Power Special Jackpot is at a staggering $485m* we are
‘ stilt giving you a bonkers FREE chance to win!

CLAIM HERE

CLAIM FREE BET

Maximum 1 redemption per customer. This offer will expire




Examples — recurring campaigns

Dan'l farget, your bonus m 9l waiting for Den’t forget to clasm your banws before Jon Lettoland's 8 ewllon cestomers & bat
youl Use 2 of lose It! 18« s 100 Aie! Use it of lose it 1B on HUGE ackpory? 18«

BoCambisAnare o1, On first Tive app ReCarrtivhwwe org On fiest time 2pp DvCamtilebvars oy On fuae time app
il oy, TACs apply instal only TRCs mpoly



file://Users/emanuel.peter/OneDrive - Lottoland/Notification_Strategy_UK.pptx
file://Users/emanuel.peter/OneDrive - Lottoland/Notification_Strategy_UK.pptx

Key campaigns categories at Lottoland

Campaigns (Goals)

XSELL

UPSELL
REACTIVATION
RISK OF CHURN
RETENTION
ONBOARDING



The Omnichannel challenge

Multichannel

#
11111

Mobile Social Phone
All channels available to the consumer... VS All channels available to the consumer...
... but not themselves integrated. ... and are connected.




Guidelines

1. Design the onboarding campaigns for your Brand.

1.

2.

Choose one or more channels (Email, Interstitial, SMS, Push notications)

Would it be scheduled or trigger-based? (Examples: schedule: daily campaign, one day after the install at 5 pm,
trigger: 5 minutes after the registration)

Can you think of the message and the call-to-action? (CTA examples: BET HERE, DEPOSIT NOW)

How would you measure the success of the campaign? (KPIs? Achieving a milestone in the user lifecycle?)

2. ldentify the key tactical campaigns to maximize customer engagement

1.

2.

What would be the drivers of your tactical campaigns? (Examples: special event, new products/games,
seasonal)

Try to design them



Expected output

1. Onboarding journey:

1. How many campaigns would you set up to ease the customer onboarding? With what frequency?

2. At campaign level:
1. SetKPlIs (Goal is Onboarding) — (e.g: Opening rate? CTR? NGR? A milestone in the customer lifecycle?)
2. Define the trigger OR schedule
3. Select a channel or a combination of them (Email, Push notifications, SMS)
4.

Define the core message and CTA
2. Tactical campaigns
1. List the events you would leverage to build your tactical campaigns

2. At campaign level
1. Set Goals and KPIs
2. ldentify your target segments and (OPTIONAL) define one or more relevant personas
3. Select the channel
4. Define the core message and CTA
5

Would you use an offer? What kind of offer? (Example: 20% off on your bet)



Specs and examples

e SMS: 160 Characters
(standard)

* Push Notifications: 100
Characters max (ideally
less than 25), can feature
an image, by default
iIncludes the app icon

G crouron 6m ago
i 3¢ Ready for a trip full of different %
cultures and tastes? @ FRPRON

CITY CAFE Bmago
a

off creamy hot chocolate & %

Indulge your senses with 30% ﬁ




Interstitial - examples

A piece of Sign Up Now and S S

Win an iPhone 8

Yes, we're really giving you the
opportunity to win an Apple iPhone 8.
Don't miss the chance to register now.

£ o

content inserted

Leavmg already7

INto another user

flow, either
within an app or

a website, How would you
rate your call?

. Blog
typlcally as a The most beautiful islands for holidays

Check out these ten great ideas for your next vacation. Isiands
that offer relaxing holidays, adventures and best resorts

! g A
J S
- ] et Read More

popup or banner.



