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A Valentin Radu
| CEO & fondator la Omniconvert
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> Antreprenor, 40 ani, Bucuresti

> Fondator la 4 companii (2 exit-uri, 1 esec, 1 functional)
> Bucuros ca sot si tata a 2 copii

> Rasfatat de ajutorul a 35 de colegi
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3. Concluzii

& OMNICONVERT




Ecuatia de crestere

in eCommerce
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Sunt doar 3 moduri de a creste o companie

o Cresterea numarului de clienti

e Cresterea numarului de clienti

e Cresterea frecventei de cumparare a clientilor

Jay Abraham
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Incarcatura
emotionala

7

Experiente

N

Fara
incarcatura
emotionala

o Actiune +
Pozitive ) o
Memorabilitate mare

Negative

S Fara actiune,

Memorabilitate scazuta
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Cumpararea este generata de:

Emotie sau Ratiune?
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95%

of our purchase decision making takes place subconsciously

Gerald Zaltman (Harvard Business School Professor)
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Cine este mai important pentru Business?

Clientul sau Produsul?
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Ce faceti cu raspunsul emotional al
clientilor dupa livrare?

(NPS, satisfactie clienti, etc)
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Economia experientei

Suntem aici
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Alibaba breaks Singles Day record
with more than $38 billion in sales

PUBLISHED MON, NOV 11 2019.3:33 AM EST | UPDATED MON, NOV 11 2019.2:03 PM EST

g Arjun Kharpal

4 SHARE f ¥ in &
TRENDING NOW
KEY ® Chinese e-commerce giant Alibaba set a sales record on Singles Day, the world’s .
POINTS largest 24-hour shopping event. Dr. Fauci says to take

vitamin D if you’re
deficient — here’s how to
® Gross merchandise value, GMV, a figure that shows sales across Alibaba’s various know

shopping platforms, surpassed last year’s 213.5 billion yuan record.
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Uber wins legal fight to
regain London license

K-pop sensation BTS’
label prices IPO at top
end of range
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GUIDE

CUSTOMIZATION
TRANSFORMATIONS
STAGE
CUSTOMIZATION
EXPERIENCES COMMODITIZATION
DELIVER

CUSTOMIZATION
SERVICES COMMODITIZATION
MAKE
CUSTOMIZATION
EXTRACT

COMMODITIES COMMODITIZATION
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Differentiated 4

% a ‘.r'
Undifferentiated / >

Market Pricing
Premium

Source: Marketing-class.co.uk
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Companies should think about what
they would do differently
if they charged admission.

Joseph Pine
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| Poor Emotional Experiences Hurt Loyalty

10,000 U.S. consumers rating 294 companies across 20 industries

How did you feel after interacting with the company?

Consumers who

are likely to...
Upset Delighted

12% © -

Purchase More From Company

&% © l@

Recommend Company

10% © -O

Trust Company

1% @-

Forgive Company After A Mistake

8% © -

Try New Products And Services

Temkin, Customer Experience Matters 2016
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Ecuatia de crestere in eCommerce
(varianta comuna)
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Jay Abraham

There Are Only Three Ways To Grow Any Business

é )
o Increase the number of clients

e Increase the average transaction per customer

e Get each customer to buy from you more often

OVERVSED

+ NOT MOVING
THE NEEDLE ON
THE LONG RVUN



Mai multi Clienti = Trafic

Achizitionarea clientilor este
mai scumpa ca niciodata

Din 2013, Facebook CPC a crescut de 8
ori, In timp ce vanzarile cu amanuntul
de comert electronic la nivel mondial
au crescut cu 158%

0.5

3,453

o ¢
0.24 0.26
2013 2014 2015 2016 2017 2018

. Retail eCommerce Sales worldwide 2013 -2018 (158% growth)

. Average Facebook CPC 2013 - 2018 (800% growth)

*Source: Wordstream state of Facebook Advertising, eMarketer and Statista

4,000

3,000

2,000

1,000



Ecuatia de crestere in eCommerce
(varianta corecta)

CLV
CX - @
CAC
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Metodologia de crestere in eCommerce

Monitorizati CLV si KPI-urile care il afecteaza - Retentie, NPS, CES, ADBT, OpC, Adezivitatea cohortei
a doua luna etc.

Schimbati modul in care compania dvs. defineste ,succesul”. Constientizati toata lumea despre
importanta CLV: nu este un KPI de marketing, ci o masura de succes la nivelul intregii companii.

Gasiti-va ICP-ul (profilul de client ideal) prin segmentarea si analiza RFM.

Optimizati cartografierea calatoriei clientilor. imbunatatiti experienta clientilor la ICP-uri

Gasiti produsele toxice, obiceiurile de cumparare si anomaliile. Optimizati sortimentul de produse
Mutati concentrarea achizitiei catre ICP. Optimizare continua prin testarea A/B a cohortelor

Organizati campanii de personalizarein curs de desfasurare pe toate canalele: e-mail, reclame, site
web etc.



Factorii ce le

Veniturile genereaza
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11M Euro 90
Venituri ' Angajati
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YOY Revenue: +105%
YoY LTV: -20%

NPS: <40

CLV/CAC: <15

Retention rate: <20%
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Care erau simptomele?

YoY LTV: -20%
NPS: <40
CoCAvsLTV:<1.5

Retention rate: <20%
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PFASHITN

20X less 1 <10
revenue country employees
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5.000 de stickere
5 studenti

3 nopti

ROI:

5 OMNICONVER
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Campanie stradala, timp de 2
saptamani, Bucuresti &
Constanta

18 hostesses

ROI: t



20k DVD-uri oferite gratuit
clientilor

In timp ce eMAG intra puternic
pe piata de asigurari - campanii

SECRETELE TV si reduceri importante (dec
CONDUCERI| 2012)
DEFENSIVE

In acea luna am avut crestere
Cursg 45% YoY si nu am pierdut
Care iti pg clien

/ (Rca)
\'L"[in‘ /

ROI:
u http://bit.ly/titi_aur_rca

) OMNICONVER
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Reclama haioasa Rca ieftin - Patentul, caloriferul si lanturile

4,406 views

) OMNICONVER
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=+ SAVE

Campanie TV de aproximativ
100k euro

ROI direct negativ

Nu am facut mare branza pe
masurarea directa

Dar, a ajutat oarecum la marirea
increderii catre clientii online

ROI: ‘
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Torturi oferite la aniversarea
zilei de nastere a 3.000 de
clienti

Crestere masiva a NPS-ului

Retentie excelenta a acelor
clienti

Crestere importanta a sursei

“recomandare” la intrebarea
“de unde ati auzit de noi?"

ROI I
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EXTERNAL FACTORS s ENTREPRENEUR k=3 MANAGER -m— P ] INTERNAL FACTOR LGS REvENUE GENERATING FACTOR —-

Causes effects results

Vezi mai mult aici>
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Monitor . - *°

the right \ O Set strategic .
KPI's StrategicC’ . |

ey . oals .
Initiatives . d ; @

Execute & repeat
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0OS 6:

0OS 2: 0S 3: 0S 4. OS 5.
OS1: Increase
. Increase Increase Increase Increase .
increase . . traffic to
NPS to 75 AOV to LTV to conversion retention 500k/
$120 $3400 rate to 1.4% |rate to 65%
month
Strategic initiative
Personalized thank-you letter after the
first order 5 1 3 o) 3 0 9
PPC Hacking 0] 0] 0] 0] 0 4 4
Build / hire a growth team 3 2 2 3 3 3 16
Conversion rate optimization audit 1 1 2 3 3 o] 10
Activate a new payment method 0] 0] 0] 2 2 o] 4
Find out the conversion killers with on
site surveys 1 o} 1 3 3 0 8
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eCommerce Growth Matrix

The strategic approach
to grow your eCommerce

& OMNICONVERT

& OMNICONVERT

eCommerce
Growth Matrix

It's tempting to always be chasing a “silver bullet" for
growth. But constant growth doesn't happen overnight.
Don't search for a single idea that will save your
business and make it reach the sky.

Start using this free growth matrix for your eCommerce

https://goo.gl/8Ttyvg




eCommerce priorities

SMALL

MEDIUM

BIG

Branding

n Must-have

eCommerce
Platform

2

Generating
New traffic

Product
assortment

Conversion
Rate
Optimization

Retention
Rate
Optimization

Needed n Nice 2 have or not useless at this phase

Operational
Efficiency



Growth priorities

Early Stage

Growth Stage

BIG

- Must-have

2

Acquisition
Traffic & CR

Needed

Re

Activatio

R?fr%vj%nboarding

v churn, Refunds

n Nice 2 have or useless at this phase

Retention

Retention Rate, ICP

LTV, MRR, NMRR,

Revenue

NPS, WOM
CSAT, Corhorts

& OMNICONVERT



Customer Experience Optimization
- Metodologia Omniconvert -

by & OMNICONVERT



Cost of Customer

COCA Acquisition
& Gross Margin

}

Segmentare
RFM
'l
Insight-uri
Care sunt cei mai valorosi

clienti si cat contribuie
acestia la venit si profit?

Fluxul de activitati

Analiza
Calitativa

b

Insight-uri
b

Motive & Bariere
De cumparare

l

-y

. Profilul Clientului
Ideal (ICP)

Care este profilul socio-
demografic al celor
mai importanti clienti?

b

Tipare
de cumparare

4

Brand/Categorii

%0 Anomalii

Oras/Localitate

}
6
Insight-uri
despre ICP

I

Reclame mai bune
Achizitie mai buna
Relatii cu clientii mai bune

[N

—

Monitorizare
NPS

}

Net Promoter
Score

Program loializare

}
(]

Personalizare
SMS/Web/email/Ads/
Direct Mailing



- Standard eCommerce Customer Journey

Order Order is 2nd order is placed
Is placed Delivered (15% of customers)

Demand | Send Order Ad remarketing & Email
Generation.  Confirmation blasting with discounts

&, OMNICONVERT



- Advanced eCommerce Customer Journey

h ~ Objection Personalized
Order is Order is Treatment ad, email & web
Placed Delivered (in case they appear)  experiences

Demand ~ Send Order Customer Enroll in the 2nd order is

Generation Confirmation - satisfaction Customer Placed (50% of
g : : survey / NPS Retention customers)
' programme

&, OMNICONVERT



. Determinarea costului de achizitie (CoCA) &
1 Marja Bruta (Gross Margin)

Costul de media + Instrumente de marketing + Salarii dep. Marketing + Cheltuieli regie

Co€A =

Costul de achizitie a clientului (CoCA) inseamna
pretul pe care compania il plateste pentru a
achizitiona un nou client, alocand toate cheltuielile
aferente.

Marja bruta este raportul dintre veniturile obtinute
din vanzarea produselor si costul de achizitie al
acestora, calculat ca si procent.



Segmentarea RFM

In baza unei analize pe 176 de magazine de comert electronic si 18 milioane de clienti, top 1% dintre
clienti genereaza venituri de 18 ori mai mari decat clientii de talie medie.

In baza unei analize interne Omniconvert pe clientii clientilor sai, luand in considerare costul de
achizitie si valoarea marjei brute, top 1% dintre clientii deja existenti valoreaza cat 350 de clienti noi.


https://rjmetrics.com/resources/reports/ecommerce-buyer-behavior/

Segmentarea RFM

Segmentarea RFM este o metodé de grupare a clientilor in functie de recenta, frecventa si valoarea monetara
pe care au generat-o companiei in intregul istoric de cumparare. Aceasta segmentare permite o abordare mult
mai relevanta, tinand cont de comportamentul lor specific la momentul masurarii, permitand strategii de
crestere a fidelitatii si valorii pe viaté a clientilor (Lifetime value)

RFM este un acronim pentru:

VALOARE
Bl ecenta BERecvenTa BYJoNETARA
“Cat de recent a cumparat “Cat de frecvent a “Cat a cheltuit clientul in

clientul?” cumparat clientul?” intregul sau istoric?”



Grupurile RFM

True Lovers

Cei mai valorosi clienti ai companiei, au cumparat cel mai des, de

valorile cele mai mari, ultima comanda fiind plasata foarte recent.

Ex-Lovers

Fosti True-Lovers, au abandonat site-ul, iar compania nu stie nici
cine sunt, nici de ce.

Lovers

Activi, au plasat cateva comenzi, ultima comanda fiind plasata
recent.

Potential lovers

Potential de a deveni clienti foarte activi, au plasat mai multe
comenzi decat Flirting.

Flirting
Au plasat comenzi numeroase, de valori mari.

Passionate new guy

Au plasat >2 comenzi, cu o valoare medie mare

Platonic friend

Activi, dar au plasat un numar de comenzi
moderate, de o valoare medie destul de mica

About to dump you
Mai degraba inactivi, au plasat ultima comanda
de mai mult de 6 luni

Fresh apprentice
Clienti noi, de-abia au plasat ultima comanda

Breakup

Inactive, low value spenders.

Depending on the client base one can define fewer or more of the RFM groups exemplified above. For small client bases there's no need
to have a large number of groups. The idea is to have manageable chunks of people that share a particular behaviour in relation to your
website.



1True Lover genereaza la fel de
multa marja
347 de clienti proaspeti.

Este inteligent sa tratezi pe
toata lumea la fel?




Soulmates

These customers bought:
> Most recently
> Most often

> Highest monetary values

Depending on the client base one can define fewer or more of the RFM groups exemplified above. For small client bases there's

no need to have a large number of groups. The idea is to have manageable chunks of people that share a particular behaviour in
relation to your company.



Group Stats

555

& 1587TK|EB/2 175K

& 17423K | KB /& 159.26

Soulmate
% 587K HEM/& 175K
O Kk DHié 159
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Lover
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(e} 4801m N Unassign

RFM Scores

Ideal Customers

B 2775M L
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« The RFM Analysis -
Revenue vs. Margin by RFM Group
About to dump you

Soulmate: 22.89 % Of
1.74 % of customers, e, ZOLE0
9.32 % of the of the revenue
revenue

Lover:

16.68 % of

customers, 5.91 % of
the revenue

Ex. Lovers

20.64 % of
customers, 26.89 %
of the revenue

Breakup:

21.67 % of
customers, 4.90 % of
the revenue

RFM analysis reveals
data anomalies that will
allow eCommerce
managers to understand
which are the most
important groups of
customers when they
balance the customer
acquisition cost with the
margin they generate.

RFM analysis reveals data anomalies that will allow eCommerce managers to understand which are the most
important groups of customers when they balance the customer acquisition cost with the margin they generate.



B.0M

Soulmates (18k customers)

—

5.0M /\

MNew Passion ( 17k customers)
4.0M

Lovers (52k customers) >

3.0M

2.0M

1.0M

u N

2019 Aug 2019 Sep 2019 Oct 2019 Nov 2019 Dec 2020 Jan 2020 Feb 2020 Mar 2020 Apr 2020 May 2020 Jun 2020 Jul

I souimate [ Lover [ New passion Fiirting [ Potential lover [ Piatonic friend About to dump you [ Oon Juan M €x tover M Apprentice [N Breakup

2020 Aug



Soulmates (3%)

These are your pure gold customers.
They have purchased from you most recently,

most frequently and have spent the highest
lifetime value.

Goal:
Keep them happy & acquire more like them.

Next steps:
Make them feel precious.

Understand more about their reasons.

Offer them a special treatment.

cumparare

1. Diversitate produse 1. Program loialitate 1. London (35%)

2. Politica retur 2. Timp de asteptare 2. Nottingham (18%)
3. Customer Support 3. Prioritate la suport 3. Manchester (12%)
Age & Gender

B 75% Women 28%

ok

18-24 25-34 36- 44 45-54 55- 64 65+
T - - - . .
8%
17%
17% 18% 20%
20%



e I

=S
RECENCY FREQUENCY MONETARY

Soulmates (3%)

These are your pure gold customers. Nota de multumire in pachetul de livrare Dupa Comanda 5
They have purchased from you most recently, R
m::it"‘:fg:ﬁ‘:ﬂy and have spent the highest Inscrieti-va in programul de concierge Dupa Comanda 10
Suport prioritar La fiecare comanda
Goal: Arata avantajele speciale La fiecare vizita de pe pagiina de produs
Keep them happy & acquire more like them. . o R ) o X i
Reactivare Oferta speciala 1zi dupa perioada de gratie
Next steps: Trimiteti un sondaj despre UX Cand se plaseaza o noua comanda
Make them feel precious.
Understand more about their reasons. Trimiteti un sondaj despre CX Cand se livreaza o noua comanda
Offer them a special treatment.
Ne pare rau pentru ca am calcat pe bec  Dupa orice evaluare NPS <6




New Passion

Acesti clienti au cumparat:
> Recent

> Doar o data sau de doua ori
> Valori monetare mari



Depending on the client base one can define fewer or more of the RFM groups exemplified above. For small client bases there's
no need to have a large number of groups. The idea is to have manageable chunks of people that share a particular behaviour in
relation to your company.



O B &

FREQUENCY MONETARY

© 0O

Ex-Lovers (26%)

These used to be your VIP customers.
They used to purchase from you like a

soulmate, but something made them stop
choosing your shop anymore.

Goal:

Find out why they have stopped purchasing
from you and bring them back.

7%/ Next steps:

P
Qualitative research to understand their
reasons

Understand more about their reasons
Personalize their experience to win them back

Cercetare calitativa

Campanii de re-implicare

Bine ati venit inapoi - stimulent
Secvente de e-mail pentru tratarea

obiectiilor

O data
De indata ce incep sa alunece
Pe baza campaniilor de reactivare

Odata cu cercetarea calitativa



Depending on the client base one can define fewer or more of the RFM groups exemplified above. For small client bases there’s no need
to have a large number of groups. The idea is to have manageable chunks of people that share a particular behaviour in relation to your
website.




== Historical CLV by RFM Group m =0

20K

18K RON 1.752,90

16K

1.4K

200

2016 2017 2018 2019 2020

B sovmate [ Lover [ New passion | | Firting [ Potential lover [ Piatonic fiend | | About to dump you [ Oon Juan | Ex lover | ~rorentice [N Breakup



I~ Predictive CLV by REM Group m m

' RON 16.522,77

18.0K
14.0K
12.06
10.0K
B8.0K
6.0K
40K

20K

—

o
018 2019 2020

I scvimate [N Lover M New passion Flirting [l Fotentiat lover [ P'stonic friend | Apprentice




Cohort Analysis

Cohort Analysis

Cohorts by First Purchase Moment

Graphic Evolution Amount Revenue v

First order placed in Aug '19 Sep '19 Oct '19 Nov '19 Dec '19 Jan '20 Feb '20 Mar '20 Apr '20 May '20 Jun '20 Jul'20 Aug '20 Total
Aug '19 202.4K 8.72% 4.70 % 10.52 % 9.02 % 4.02 % 3.22% 4.16 % 5.46 % 8.25% 7.54 % 10.12% 5.92 % 367.7K
Sep '19 17M 7.03 % 10.73 % 10.89 % 4.34 % 4.57 % 6.52 % 6.77 % 10.45 % 7.283% 9.39 % 5.67 % 31M
Oct '19 1.7M 14.76 % 14.23 % 5.86 % 5.38 % 7.09 % 6.50 % 10.73 % 7.69 % 11.53 % 6.32 % 3.3M
Nov '19 46 M 13.58 % 4.00 % 3.73 % 5.79 % 4.75 % 7.73% 5.47 % 7.65 % 5.03 % 73M
Dec '19 62M 541 % 3.48 % 5.45% 499 % 741 % 5.47 % 7.37 % 4.49 % aM
Jan 20 2M 6.78 % 7.08 % 711 % 11.14 % 7.88 % 10.81 % 5.99 % 31M
Feb '20 21M 10.19 % 8.03 % 1117 % 8.62 % 11.38 % 6.30 % 32M
Mar '20 31M 10.44 % 11.97 % 8.33 % 11.28 % 5.95 % 45M
Apr '20 ) . ) ) ) 41 M 156.13 % 8.80 % 1.19% 6.71 % 59M
The second month stickiness rate is fluctuating a lot - that means, despite the huge
May ‘20 potential generated by the last months, going strong since then, there are things that 69M 10.12% 11.25% 6.04% 87M
need to be done to keep customer coming back:
Jun '20 - Understand the churn reasons 49M 14.30 % 7.15% 6M

- Analyze the buying habits & product assortment of the retained customers

Jul 20 A= R 78M 9.72 % 85M
: - Optimize customer journey >

Aug '20 45M 45M
Total in month 584.5 K 46 M 45M 1M 143 M 52M 52M 78M 9.3 M 15.7M 119M 18 M 1.2M 119.3 M

New contribution 34.64 % 36.52 % 38.54 % 41.84 % 43.49 % 38.21 % 39.77 % 39.18 % 4437 % 43.76 % 41.21 % 43.14 % 40.21 % 41.68 %



Cohorts by First Purchase Moment
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Analiza Calitativa

Analiza calitativa este constituita de o serie de survey-uri care vor revela motivatiile si barierele de
cumparare in functie de grupul fiecarui client. Cunostintele obtinute de aici vor deveni cruciale in a
determina profilul clientului ideal (ICP)



Analiza Calitativa

&

- T -

Preparethe _~ Createthe Sendthesurveys s  (reatethe Generate the
email lists Questionnaires (email/SMS/ads) Reports Insights




Analiza calitativa

Momente de frictiune Calitate Timp de livrare
Job-uri Functionalitati Cost de livrare
Factori declansatori Pret Serviciul clienti

Forte de progres Brand Politica de retur




Soulmates

Lovers

)

New Passion J

i

Flirting

| About to dump ]

Breakup

i £

Ex. Lover

| Platonic Friends]

Don Juans

]

# of recipients

15,402 (1.74%)

52,438(5.91%)

13,353 (1.51%)

25197 (2.48%)

196,299 (22.14%)

192,160 (21.67%)

180,238 (20.33%)

72,267 (8.15%)

35,559 (4.01%)

NPS Demographics Reasons won

©

O O 0 0 0 0 6 0O

©

O O 0 0 0 0 60 0O

©
©

JTBD

©

Main Barriers

©

O O 0 0 0 0 &6 0O

Reasons lost

(<]



Profilul Clientului Ideal

Dupa identificarea si analiza calitativa a celor mai importante grupuri de clienti (True Lovers), se va
putea identifica ICP-ul eCommerce-ului tau

De exemplu: Clientul Ideal [site-ului tau] face ...................... achizitii pe an, cu un margin de .........

si este persoana juridica, iar sediul acestora este in orase mici / mari. Cel mai mult apreciaza la
[site-ul tau] ................. Factorul decident din companie este femeie/barbat, in varsta de

cu studii Cel mai mult si-ar dori ca [site-ul tau] in ViitOr Sa ........cooeeeeee oo

Sunt sanse mari ca alte grupuri decat “True Lovers" sa fie definiti de alte atribute.

Pentru ca intelege cine este clientul ideal, compania ta se poate concentra catre acesti clienti in
vederea loializarii acestora, dar va putea si sa schimbe politica de targeting catre clienti similari.




ICP (Profilul clientului ideal)

Ad-uri mai bune si cost de achizitie mai mic
Asortiment de produse mai relevant
Customer service mai bun

Pe baza tiparelor de cumparare de
la pasii anteriori, impreuna cu
insight-urile obtinute din analiza
calitativa, publicitatea, inventarul
de produse si relatiile cu clientii pot
fi imbunatatite.

Ad-uri mai bune si cost de achizitie mai mic - concentrarea
in advertising catre ICP duce la bugete mai mici, cu

relevanta sporita si costuri mai scazute, atat pentru clienti
noi, cat si pentru clientii deja existenti, in functie de grupul




ICP (Profilul clientului ideal)

Ad-uri mai bune si cost de achizitie mai mic
Asortiment de produse mai relevant
Customer service mai bun

Pe baza tiparelor de cumparare de
la pasii anteriori, impreuna cu
insight-urile obtinute din analiza
calitativa, publicitatea, inventarul
de produse si relatiile cu clientii pot
fi imbunatatite.

Asortiment de produse mai relevant - luand in calcul
grupurile RFM de cumparatori si produsele-locomotiva /
produsele toxice, se va putea optimiza inventarul actual de
produse si noul portofoliu de produse




ICP (Profilul clientului ideal)

Pe baza tiparelor de cumparare de
la pasii anteriori, impreuna cu
insight-urile obtinute din analiza
calitativa, publicitatea, inventarul
de produse si relatiile cu clientii pot
fi imbunatatite.

Customer Service mai bun, orientat catre cei mai importanti

clienti, oferindu-le mai mult decat se asteapta.




Tipare de cumparare

* Brands « Categories * Locations * Products *

Odata ce am definit grupurile RFM, putem identifica anomaille prezente in date, vom putea determina daca exista anumite brand-uri sau
categorii toxice sau foarte benefice, care sunt preferate de clientii ideali.

Boots

Fashion Shoes
Fitness Shoes
Stilettos
Sandals
Office Shoes
Heels
Running Shoes
Sneakers
Flats

Slippers
Loafers

Clogs

Booties

21.15%
14.54%
12.90%
11.79%
10.07%
8.50%
3.83%
3.59%
2.87%
2.65%
1.90%
1.65%
1.63%
2.94%

&

939,900.6

Passionate Aboutto Potential

State/Province Ex Lovers True Lovers
New Dumpyou lovers

Alba

Arad

Arges

Bacau

Bihor 2.30%

Bistrita-Nasaud 1.00% 1.02% 1.21% 0.82% 0.79%
Botosani 0.88% 1.02% 1.61% 1.07% 1.39%
Braila 0.85% 1.02% 0.87% 0.84% 1.78%
Brasov 4.35% 5.54%
Bucuresti 20.72%



H Monitorizarea Net Promoter Score
pe fiecare segment RFM

Studiile au arata o corelare foarte stransa intre experienta clientilor si cresterea
companiilor. Intr-un studiu de caz, British Gas, cel mai mare furnizor de gaz din
Marea Britanie, au masurat si apoi au imbunatatit NPS-ul dela 451a 75 in
decurs de 2 ani, aceasta ducand la o scadere cu 75% in plangerile de la clienti si
o crestere de 30% a vanzarilor in acea perioada.



https://go.forrester.com/blogs/16-06-21-customer_experience_drives_revenue_growth_2016/
http://www.europeanbusinessreview.com/good-profits-and-growth-how-net-promoter-helps-companies-thrive-in-a-customer-driven-world/#!prettyPhoto

Why do customers leave a company?

Customer dies I 1 %
Customer moves awayl 3%
Customer gets friend to provide ser\ficel 5%
Customer persuaded to migrate to competitor . 9 %

Customer dissatisfied with your service - 1 4%
Customer believes you don't care about them 68%

0% 25% 50% 75%




What methods are you using to
improve your Retention?

Less than 0%

Use segmentation in various formats to improve their
retention (i.e buying behaviors segmentation, offer
priority support for special customers, analyze NPS
scores).

As customer experience becomes the norm, knowing
your customers becomes a necessity.

Customer feedback

Email personalization

Conversion rate
optimization

Customer journey

Customer satisfaction
surveys

Product recommandation
engine

Customer loyalty
programme

A/B testing

Web personalization

38%

34%

34%

32%

31%

26%

26%

Net promoter score
analysis

23% ]

Competitor
benchmarking

Priority support for
special customers

Proprietary database
segmentation

RFM segmentation

22%

17%

15%

11%

0%

20%

https://www.omniconvert.com/customer-retention-study-intro

& OMNICONVERT

40%


https://www.omniconvert.com/customer-retention-study-intro?ref=producthunt

Net Promoter Score monitoring

NPS by RFM Group

80 == True lovers
== About to dump you
I — Lovers
60 2\\ == New customers
Ongoing NPS monitoring for each \©< == Passionate new
RFM group will allow fast and - == Flirting
prioritised improvements in 20
customer experience.
It is useful in determining the
success rate of recent retention
tactics per groups. 20
0

January February March April May



NPS by product category

Monitoring NPS for each product
category allows marketers and
CX to work closely with
merchandising and acquisition
departments so that they fix
potential issues with various
product categories.

100

75

50

25

January

February

March

April

May

Boots

Fashion Shoes
Fitness Shoes
Stilettos
Sandals

Office Shoes
Heels

Running Shoes
Sneakers
Flats

Slippers
Loafers

Clogs

Booties



NPS by brand

Ongoing NPS monitoring per each
brand will allow fast and
prioritised improvements in
product offerings.

100

75

50

25

== Samsung
== Apple
Huawei
T == Xiaomi
— == |enovo
—_—‘\\/—-— == Sony
_ O~ —

5< -
—_— Philips

January February March April May



NPS Objection treatment journey

[ See it here> ]



https://coggle.it/diagram/XlUAUtceSgA5CabN/t/the-smart-ecommerce-marketer's-blueprint-promoter-score

n Monitorizarea Net Promoter Score
pe fiecare segment RFM

NPS in functie de categoriile de produse cumparate

100 == Toate produsele
== Produse din hartie

Organizare si arhivare

75 :q’, == Sisteme de afisare

== |nstrumente de scris
Monitorizarea satisfactiei si a

NPS-ului ongoing in functie de 0 == Tehnica de birou
categoriile si produsele cumparate '/_\/— == Accesorii IT
ne va arata ce se intampla in timp == Curatenie si protocol

real 25 == Cartuse imprimanta

== Accesorii pentru birou

== Rechizite scolare

lanuarie Februarie Martie Aprilie Mai



n Monitorizarea Net Promoter Score
pe fiecare segment RFM

NPS in functie de agent

100 == Toti agentii
== (George lonescu
loan Georgescu

Monitorizarea NPS-ului in functie —~— _
75 — S— == Georgian loan

de agentul de vanzari va aduce _
. . . - . \/\ == |oana Georgescu
insight-uri valoroase privind .
== Georgiana lon
i —_—

performanta acestor.a si va revela - —_
zonele in care acestia au de facut
imbunatatiri

25

0

lanuarie Februarie Martie Aprilie Mai



n Monitorizarea Net Promoter Score
pe fiecare segment RFM

NPS in functie de brand

100 == Toate produsele
== Peach
. .. . Optima
Monitorizarea NPS-ului in functie
75 == Beyonder

de brand va aduce insight-uri
valoroase privind performanta

== Fellowes

== Supu
acestora si va revela brandurile - - Accenta
care merita a fi promovate mai Elba
departe. - Arma
== Smit
25
== Brother
0

lanuarie Februarie Martie Aprilie Mai



n Monitorizarea Net Promoter Score
pe fiecare segment RFM

NPS in functie de grupul RFM

100 == Toti clientii

== True Lovers

Lovers
Monitorizarea NPS-ului in functie 75 R ——— = Aboutto dump you
. . == Breakups
de segmentul de clienti va revela -_c . P
. . . == Flirting
satisfactia acestora si va alerta e
50 —_— == Fresh

compania in timp real despre acei
clienti importanti care intampina
situatii ce pot fi rezolvate rapid si

trebuie sa fie prevenite pe viitor. 25

lanuarie Februarie Martie Aprilie Mai



Insights »
[@ Brainstorming »

Program de retentie si loializare clienti

From the initial ongoing NPS scores per groups, the aim
is to raise them throughout a customer’s lifetime.
Growing NPS scores from month to month will ensure
that customers stay loyal and generate higher revenue.
Growing NPS scores & revenues can be achieved
through a sequential loyalty program.

A loyalty program helps push customer loyalty by
providing rewards to customers that frequently engage

with and/or buy the website's products and services.

Vom analiza calatoria clientului prin fiecare
punct important si vom stabili la fiecare moment
ce experienta vom oferi clientilor.

A IMPLINIT 1 AN
ISI FACE CONT A CU;V(I)I(’)%I}QT DE DE CAND ESTE
CLIENT
A PLASAT 10 IS-AU RETURNAT A PLASAT 50
COMENZI BANII COMENZI



=

Implementare strategie de personalizare
Personalizare continua in functie de RFM

L



B} Personalizare continua

» Tratamente speciale pe website, email, ad-uri, SMS
» Oferte personalizate catre audiente custom
» Serviciu clienti adaptat fiecarui grup RFM pe website

Personalizarea continua tine clientul conectat nu numai la website, dar

si la alte medii precum social media, email, SMS & alte website-uri
vizitate de acesta, prin reteaua GDN.

Personalizarea continua ne va
permite comunicarea relevanta cu
fiecare client la nivel individual, tinand
cont de achizitiile anterioare, de
agentul de vanzari, de valoarea
acestuia determinata de grupul RFM
si de experienta anterioara. Aceasta
metoda va duce la o imbunatatire
continua a experientei clientilor
importanti.

Cu cat este mai important clientul, cu atat mai mari eforturile de a-i oferi
0 experienta unica si cu atat mai mult va aprecia asta, in conditiile in
care acest tratament este personalizat, neintruziv si relevant pentru el.

Exemplu: Un client important:

Este intampinat pe website de agentul sau de vanzari

Primeste o nota de multumire la anumite momente-cheie (a 10-a
comanda, aniversarea a x luni/ ani de cand este client, etc)
Primeste acces la 0 gama de produse speciala mai devreme
Primeste un tratament special privind anumite brand-uri / categorii.



Concluzii:

1. Focus pe factorii realid de
generare crestere

2. Customer-centricity

3. Automatizare

Photo by Miguel A. Padrifan from Pexels



https://www.pexels.com/@padrinan?utm_content=attributionCopyText&utm_medium=referral&utm_source=pexels
https://www.pexels.com/photo/gray-steel-chain-on-orange-surface-1061141/?utm_content=attributionCopyText&utm_medium=referral&utm_source=pexels

Multumesc!

Valentin Radu
valentin.radu@omniconvert.com




