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Customer Happiness
The key of gaining trust and loyalty.
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“Happiness = Reality — Expectations”
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Expectation

80%

Customers only shop with merchant which
provides personalised experience.

Personalization
Data Privacy
Empower Customel
Data Security
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Reality " | "
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15%

Only customers think brands
are personlised enough.

\ Make it Perso

Source: SmarterHQ, Customer Engagement Insider 4
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Privacy. That's Apple.

Allow “PalAbout” to trac
your activity across other

companies’' apps and
websites?
lata will be used to deliver
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Treating data as customer’s asset

Empower your customers with options to manage their data,
allow them to opt-out of data collection or delete their data entirely.

Personalization

Data Privacy

Empower Customers
Data Security
Continuous Improvement
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Personalization

Data Privacy

Esmpower Customers
Data Security
Continuous Improvement

It takes more than ISO-27001.
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Data-Priva

r Customers ' & | l ' .

'DO NOT STOP
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Personalisation
Readiness

A/B Testing
Dynamic Content
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Our Customer Data Platform Considerations

Data Privacy
Handling

Centralised
Consent Management

—
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Data Security

Data Governance
Practice Integration
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Customer Data
Accessibility

Master Data Management
Easy Data Export
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Analytics
Capability

Reporting & Insights
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The Challenge Data Silos Digital
Customer data was scattered in different

databases without a single ease-to-use
customer data store.

Time-to-Market

't might take days/weeks to run
an always-on campaign.

Understanding

Customers
|\/|aﬂua| Process It's challenging to understand

Digital marketing process was manual customer lifecycles and generate
and depending multiple parties input. brand loyalty.
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Digital Footprint
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Customer Data & Platform Orchestration

Data Collection

v

Client-side Data Sources

Digital Channels Footprint

Online Shop Browsing Behaviour

Server-side Data Sources

s

Point-of-Sales, Member Activities & more

Membership Point-of-Sales

Al / ML Product Catalogue

Web Browser
Data Layer &
Tag Management

Data Warehouse
Extract Transform Load

API

Export
Data

Data Processing

Data Activation

Deloitte.
Digital
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Customer Data Platform

' Single Source-of-Truth
' Customer Profile Stitching

@ Customer Segmentation
@ Data Clean Room
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Loyalty & Membership

( )
Profile A o
y Lo 0
Sync f
- salesforce %
CRM
Gift Redemption
Portal
& J
Communication Hub
API .
Trigger W‘ 0 AN
Facebook
Journey Optimizer WeChat Whatsapp Messenger
Email & Messaging
Data Analytics
( ) yt
Store -
Data -ﬂA Im Power BI
Analyti .
Custorgelsjacgsgies:i/i”er}a bidies Google Analytics Dashboard
Insights & SQL Access
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Customer Journey for Young Couple

Following journey illustrates how do Jason and Macy encouraged to shop starting from awareness stage to retention stage.

cleaning

Awareness & Consideration Engagement Retention
Technology
A RTCDP with Smart Tray Data, Adobe
Journey Optimizer (eDM) ™ [ EH
1 e B A 000 e
| Sparkusers’ attention by in- Q v ” : :
I person events (e.g. The Walk of s ® I Send reminder* on product in 1
I Romance/ Wedding Expo). 7 : bookmark or recommendations of I
: Encourage them to register as j products for their kids including :
1 CTF Club members 1 Marvel/ Chibi Maruko series 1
U i 1 1
1
Cog
ﬁ Mass events
Make a Purchase Produc? Cross
Selling
e e 1
1 - 1
Keep track of the Jewelry trial
Jason and Macy : activities on Smart Tray and users :
+  Young Couple Raise Product 4 | profile will be updated with their I
+ Potential customers who is not | footprints. Record the purchase :
CTF Club member Awareness ; history and the wedding date I
. g 5 1
*  Planning for their wedding T T
+ Addictive to social media
Personalized eDM NI - NI
@ content @I‘F Visit CTF Store for ‘? &ﬁ’
1\¢ J Product Trial - *
ittty 1 o .
| Email *users with introduction of | . . After Sales Service Congratulatory email
2 1 wedding related products/ I I Look for wedding related products
* Email content will be available in the first phase; I exclusive offers after joining the 1 3 : (Wedding Card/ Wedding Jewelry) I = e - e e e I
WhatsApp and SMS messages will be available in : events : j and use the offers given in the : I' Auto-follow up WhatsApp : I Send Congratulatory message* according |
the later phase L o o o o o o o o e e e o o - 1 previous events 1 5 : message* on any maintenance issue : to their recorded wedding anniversary i
I 1 1 of the product or satisfactory survey 1 6 | date/ birthday with product 1
TP LR e ! : or reminding then to do the periodic : L recommendation and exclusive offers. 1
______________________ 4
L 1
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The Transformation Journey Digital

® ® © B ©

Customer Cust J Ch I Experience
. . . ustomer Journe anne
Data Discovery > Profile > Segmentation > Mabbin y > Selecti
.pe . election i
Unification ppIng Delivery
* Obtain to-be use * Determine Unique ID * Identify key attributes * Identify business * Select effective * Monitor customer
cases for marketing across different data from Adobe Profiles to objectives and communication journey performance
automation sources on profile create accumulative customized journeys channels to reach users on open, bounce and
* Identify key data stitching segments based on target * Tailor communication error rate
sources * Ingest key profile customer segments content/layout
attributes and events
to Adobe Profiles
.. e Ready-to-Use . . Optimised Digital
Data Dictionary Unified Dataset Segmentation Journey Playbook Marketing Automation Experience
. Digital
3-months & on-going Maturity
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