Good morning and welcome

This online event starts at 09:00

Make sure to grab & ora # and then
we will see you soon.

© raptor.



ONLINE EVENT

The power of personalized
e-mail automations

© raptor.



Dell’'s Data Maturity Ladder /N

%% Data driven

Embed data into all business processes
No data > No decisions

GOAL add scale and take out costs

= Data savvy

Use data to make critical business
decisions

GOAL data-based decisions for key initiatives

. Data proficient

Standardized reporting on an
organisation wide reporting platform

GOAL track org KPI's using Bl platform

Data aware
o‘ Manually compile non-standardized

reports from different systems

GOAL standardized reporting




"Customer Experlence A
+ E-mail Personalization Maturity Ladder”

%% CX driven

- Omnichannel Orchestration
- Alin segmentations & predictions
- Customer Journey Focus

F— CX savvy

Personalized, automated campaigns
Dynamic Segmentation: Zero & First Party Datal
Multi channel

. CX proficient

«  Algorithmic Product and Content Selection
«  Segmentation: Zero Party Data
+  single E-mail Triggers (Abandoned Cart, Product Interest)

. CX aware

Weekly send-outs to entire base
Manual Campaign Production
One-to-many communication




CXaware

Characteristics & Pains

Characteristics:
+ Weekly send-outs to entire subscriber base
« One-to-many communication

* Manual Campaign Production

Pains:
» E-mail seen solely as a revenue channel
+ E-mail not prioritized due to low top-line contribution

« Focus on revenue, no focus on:

« Customer experience
* Ist & Zero-party Data & Data enrichment

« Customer Lifetime Value & Loyalty



Save time and Boost CTR & CR!

Klaviyo™ o Emaasi- CHTRPRREY ... .. c.: | - |

|

Upp dll

25%

3 Utvalda
airconditions*

Campaign Name
Main Heading

o raptor.



CXaware

How to take the next step?

Gathering Zero Party Data for segmentation

Build your list!

Dynamic Product Recommendations

Start building automation flows:

Overall Benchmark

+ Welcome Flow Home & Sports & Hobby & Open: 63%
Living Fashion DYI .
+ Abandoned Cart Open: 63% Open: 69% Open: 50% Click: 19%

Click: 22% Click: 18% Click: 28%
« Product Interest 1c ick:18 ick: 28 Abandoned Cart

« Category Interest
 Price Drop
+ Back-in-stock

“Without Raptor, | would have to manually pick recommendations for every e-mail flow for
13 different webshops. We have 10 to 15 flows for each shop and in every flow, there are
approximately 4 different e-mails. This equals 800 automation e-mails to fill with
recommendations. It simply cannot be done. With Raptor, it's possible within a matter of

Paradox: Start investments to scale e-maiil or hours.”
invest when e-maiil starts to scale
Arguments: to the right Nille Helweg-Mikkelsen

E-mail Marketing Specialist, ZERV



CX proficient

Characteristics & Pains

Characteristics:

- Dynamic, Algorithmic Product and Content Selection
- Segmentation: Zero Party Data

« Single Ezmail Triggers (Abandoned Cart, Product
Interest)

» Starting to see e-mail as a scalable revenue channel

FIND YOUR STYLE

Pains
« E-mail's overall revenue contribution still low
- Fear of Frequency & Volume

« Zero Party Data Segments = Time consuming &
static!

« Revenue-based e-mail focus



CX proficient

How to take the next step?

From “Entrepreneur” to "Analyst”™ Aggregation of Marginal Gains

Split-test, stream-line and automate!

Dynamic segments with 15t party data

E-mail as a tool for loyalty, retention

Focus on CLV



Enhanced Follow-Up E-mails v Tul

Ssummary

*  We have set up an AB test to I
assess the impact of Raptor. M < g9 . A . p— " E—

’ Current results show that Ra ptor ‘(] [TEST] Can'tget Sal off your | ‘(§l (TEST] Have you found your [TEST] Don't let that Marella [TEST] Don't let the best deals
emails are generating a h|gher mind? imbox happy place in Jamaica yet? Cruise sail away nbox to Spain fly away without
click rate. ! | | I .

to emailto v

Email Templates Avg. U. Click Rate T Live Happy
A - Enhanced 21% —
GFUP with Raptor .-
B — GFUP with 12%
Rotating
Templates d. 4
. Let's take you away to . Ready to sail away . .
2Id )GFUP (Jun- 9% all this.... We'd IoYe you to stay with a great cruise Still looking for the
ug :

\

Package Accommodation Only Cruise Flight Only



KATALOQ MERKER EUTIKKER

GolfXperten: Dynamic Segments ceir ———

v High conversion rate v Increased sales ¥

v' CX =Positive v' Customer service

Er du og din MotoCaddy el-vogn klar til flere
golfrunder?

Vi har samlet lidt info om MotoCaddy til dig og fundet lidt tilbsher til yderligers inspiration

Customer buys a “MotoCaddy”

E 14 days later

""""""""""""""""""""""""""""""""""" > verdens ferende indenfor el-vogne
( on o 5 0 \

-— 1
: E mdad II IS Sent Wlth accessories for the 1 Driftsikkerhed kombineret med moderne design er kendetegnende for MotoCaddy-
i I vognene
! MotoCaddy ! :
D 4 Danmark er elvogne for alvor vad at blive populzrt, og benyttes | dag af golfspillere

alle aldre. Golfspillere som bare gerne vil fokusere pé og spare enargi imelem
slagene. MotoCaddy er den foretrukne el-wogn hos mangs, og derfor har de ogsa udviklet
€t godt tilbehorsprogram.

~Ft”

© raptor.




GolfXperten: Dynamic Segments

v High conversion rate v Increased sale
v' CX=Positive v' Customer service

199,00 kr. 169,00 kr. 199,00 kr. 243,00 kr.

Customer buys a “MotoCaddy”

E 14 days later

*&o1l

148,00 kr. 439,00 kr. 99,00 kr. 799,00 kr.

___________________________________________________________

E-maiil is sent with accessories for the
MotoCaddy

e e e e e e e e e e e e e e e e e e e e e e e e e Ee e e e e R e e e e e e e e e e e e e e e e

~Ft”

© raptor.




Recreate the Cart!

ool

s v

© raptor.



Dynamic Subjects!

Filer Hjem Sog

B &
Ny Nye
mail elementer v

NEYE

Belsac Clutch

b1

= Til chef
& Teammail
Fuldfert

Del i
Teams

Teams Hurtige tin

NEYE <klubney
Til @ Ma

endte denne meddelelse den

Fiyt

fa

Maerker

Ny gruppe

If Gennemse grupper

Grupper

TASKER

Stadig interesseret?

A

B Adressekartotek
Hjtlaesning

Y Filtrer mail ¥

Seg Tale

NEYE

Overshud gor

RYGSAKKE ~KUFFERTER MARKER

anbefalinger til dig

Belsac
Clutch Abelone
499.00ks
299,40 kr

2 0
ax
Oversaet Hent
v tilfejelsesprogrammer
Sprog Tilfgjelsesprogrammer

TILBUD

Er du stadig interesseret i Belsac Clutch Abelone? Se den og vores andre

Ca

Besvar med
planlagningsafstemning
Find tid

Svar til alle

© raptor.



Characteristics & Pains

Characteristics:

Mastering Dynamic Segmentation: Zero & First Party
Data

Thinking Omnichannel
‘Data as an asset”

Readiness to invest in data gathering & enrichment

Pains

Increased complexity in customer journey
Data silos
Making data available to the marketing team

Point-to-point integrations

CXsavvy

+« Abandoned Cart: +11%

Conversion « Product Interest: +10%
(top 5)

o + Abandoned Cart (Price Drop): +7%
71,9%

On average

« Product Interest (Price Drop): +6%

« Welcome: +6%

SPURT@ segment
Outdoor, Female

E-mails sent Opens Open Rate

152k 48k 31.6%

PODCAST

KOM MED UD | SELSKAB MED

CAROLINE SCHACK SOM DELER UD AF

SIN KZMPE VIDEN OM 0 KZ£RLIGHED 5
TIL FRILUFTSLIVET! FIND BUTIK Click

Unique Click Click Rate

(o) Zmm 3.613 2466 5.12%



Shoe-D-Vision: Focus on CX SKORINGEN e

Kvinder Maend Bern  OQutlet Logind  Find Butik

Customer abandons cart on website

Hej

I Tak for dit besgg pa skoringen.dk.

! Du fik ikke afsluttet din ordge. Heldigvis har vi gemt indholdet i din kurv, sa du

hurtigt og nemt kan be sko. Vi har gratis leverin
- - gratis retur i butik, og iller inden kl. 12.00 , sender vi samme
Customer purchases in physical store dae.

Har du spgrgsmal, er du velkom i kundeservice pa

: kundeservice@skoringen.dk.

""""""""""""""""""""""""""""""""""" S Kom ti
| . . \
+ Transaction from POS streamed to Raptor in real- !
: time

f Abandoned Cart e-mail is disqualified. SUpScht Marinebid GTX 800,00 DKK
1 ° o o 1 Vinterstovie 1-009230
 Accessory and maintenance e-mail is sent At 1
v Focus building great CX
v Decrease in unsubscribe rates
v Increase in retention, loyalty & CLV SKORINGEN

o raptor.



Automatic, Personalized Campai

S i j untitled X

<?xml versi .0" encoding="UTF-8"?>
<rss version="2.0" xmlns:g="http://base.google.com/ns/1.0">
<channel>
<item>

<g

10>8789¢/:id>

<ecom_1d>@0072754-05fb-45d7-9f32-7ae20d3718Fa</ccom_id>

<on_sale>@</on_sale>

<title>Armeret installationskabel 5G2,5 mm?* 50 m</title>

<description><![CDATA[Armeret kabel til installation i driftsbygninger og andre steder hvor der er risiko for angreb af
Kablet kan graves ned og stgbes i beton, dog med undtagelse af vibreret beton.

Ma kun installeres af en autoriseret el-installatgr.]]></description>
<link>https://www.harald-nyborg.dk/produkt/armeret-install-kabel5x2-5-50m</link>

<g

s9:¢4

image link>https://media.harald-nyborg.dk/media/cache/product/8789_281053.jpg< /s  image link>
Siae A e

Rt

TaENTITIEr_exX1StS5Talse</g: ldentirier_exists>

<type_code></type_code>
<group_code>810201</group_code>

<g
<g
<g

condition>new</g:condition>
adult>false</g:adult>
product_type>El og belysning &gt; El-installation &gt; Installationskabler</g:product type>

</item>
<item>

<g:

1d>11848</g:id>

<ecom_1d>000cd@c9-7098-4486-8e3b-0fb730725fee</ccom_id>
<on_sale>@</on_sale>

<title>Skotgrrer</title>

<description><![CDATA[Undgéd kolde og vade stevler/sko.

Vaghangt

skotorre med flexslanger til 2 par sko eller stgvler.

Indbygget timerfunktion: Op til 180 minutter.

Inkl. vagbeslag.

Antal flexslanger til fodtgj: 4 stk.

Temperaturvalger: Lav: 35-45°C (175W) - Hgj: 45-55°C (265W).

Sikkerhed: PTC varmesystem.]]></description>
<link>https://www.harald-nyborg.dk/produkt/skotorrer-1</1ink>

<g
<82
<z
<g
<g:
<z
<z
<g:
<g

image_link>https://media.harald-nyborg.dk/media/cache/product/11848 926226.jpg</g image_link>

additional image link>https://media.harald-nyborg.dk/media/cache/product/11848 851211.jpg</g:additional image link>
additional image link>https://media.harald-nyborg.dk/media/cache/product/11848_393629.jpg</z:additional image linky
additional image link>https://media.harald-nyborg.dk/media/cache/product/11848 931237.jpg</g:additional image link>
availability>out of stock</g:availability>

price>198.00 DKK</g:price>

brand></g:brand>

£t1n>5714621118482< /5 stin>

identifier exists>false</g:identifier exists>

ns

products[1]xml — 2C4R20GA  ®

mus og rotter m.m.

o raptor.



Automatic, Personalized Campaigns

Klaviyo™ o emais - @ Lt savactjost s ([

.4
25%

5 utvalda
airconditions* 4

.

" -

"
X .
it

- \)

Campaign Name
Main Heading

o raptor.



Execution Order

Priorities & Suppressions

INE
?5'?“(\!

© raptor.



Dynamic, Rule-based Splashes

table cellpadding="0" S . " lxml ®

<2xml versiol
<rss version:
<channel>
<item>

<g:

1d>8789</g:id>

<ecom_id>00072754-05fb-45d7-9f32-7ae20d3718fa</ccom_id>
<on_sale>@</on_sale>
<title>Armeret installationskabel 5G2,5 mm?* 5@ m</title>

<description><![CDATA[Armeret kabel til installation i driftsbygninger og andre steder hvor der er risiko for angreb af mus og rotter m.m.

Kablet kan graves ned og stgbes i beton, dog med undtagelse af vibreret beton.

Ma kun installeres af en autoriseret el-installater.]]></description>
13 <link>https://www.harald-nyborg.dk/produkt/armeret-install-kabel5x:

<splash_messagel>Nyhed</splash_messagel>

<splash_message2>0OnlineExclusive</splash_message2>
<splash_color1>#FFFFFF</splash_colorl>
<splash_color2>#5d6c59</splash_color2>

26 <1tem>
<g:

1d>11848</z:1d>

<ecom_1d>00@cd@c9-7098-4486-8e3b-0fb730725fFee</ccom_id>
<on_sale>@</on_sale>

<title>Skotgrrer</title>

<description><![CDATA[Undgé kolde og véade stgvler/sko.

Vaghangt

skotgrre med flexslanger til 2 par sko eller stgvler.

Indbygget timerfunktion: Op til 180 minutter.

Inkl. vagbeslag.

Antal flexslanger til fodtej: 4 stk.

Temperaturvalger: Lav: 35-45°C (175W) - Hgj: 45-55°C (265W).

Sikkerhed: PTC varmesystem.]]></description>
<link>https://www.harald-nyborg.dk/produkt/skotorrer-1</1ink>

<g:
<g
<g:

<g:
<g:
<g:
<g:
<g

<g:

image link>https://media.harald-nyborg.dk/media/cache/product/11848_926226.jpg</g image link>

additional image link>https://media.harald-nyborg.dk/media/cache/product/11848_851211.jpg</g additional image link>
additional image link>https://media.harald-nyborg.dk/media/cache/product/11848 393629.jpg</g:additional image link>
additional image link>https://media.harald-nyborg.dk/media/cache/product/11848 931237.jpg</g additional image link>
availabilitysout of stock</g:availability>

price>198.00 DKK</g:price>

brand></g:brand>

£tin>5714621118482¢/5  gtin>

identifier exists>false</g:identifier exists>

products{1}xml — 2C4R20GA  ®

o raptor.



Kjole

199,95

Kjdled s
69993 krg Al \
| \

|

/ Nyhed Nyhed
Nl Reflect Nyhed Online Exclusive s s

199,95 44995 SHOP NU SHOP NU

Nyhed Online Exclusive Nyhed Online Exclusive

SHOP NU SHOPHNY

64995 44995

SHOP NU SHOP NU

&
19995 19995
SHOP NU SHOP NU

Nyhed Nyhed Online Exclusive

54995 69995

SHOP NU SHOP NU

© raptor.




CXdriven

Characteristics & Pains

Characteristics:

« Omnichannel Orchestration Historic |l Future
Value Value

+ Alin segmentations & predictions (CLV)

Predicted Predicted

+ Organization built around the customer journey, not Average [l  Mumber

Order Value

of Future
Orders

the channel
« Data as the most valuable asset (E.g. Retail Media)

Pains:

Aggregation of marginal gains: Message variants f (@ @ )

Marketeers or engineers?

Historic

Time
Data silos — every new channel, a new data silo / “orders’

There more segments, the more creatives = More work



idi inci Communicate value Provide relevant information to Offer personalised support, clear & Proactive support with relevant Encourage and incentivise the
Guiding Principle proposition, engage assist decision-making simplg instructions. communications customer to advocate

Email opened
Email clicked

Life Stages Awareness Consideration Onboarding Retention Advocacy
1 1 1 1 1 1
: Step : : Step : Step : :
1 1 1 1 1 1
Journey Steps | Step | S Y ] S i o Sep i step step 1
1 1 1 1 1 1
| Step | | Step | | |
1 1 1 1 1 1
1 1 1 N 1 obsmp 1 1
1 1 & 1 N 1 &K 1 1
1 & , ! QQ’Q Q)@ 1 2% 1 & 1 1
. 1 P« & 1 & 1 < 1 1
Touch points : & & & ] &@ 5@ QQQS ] & N 5 ! \o&o N e ! Lo

. -3¢
! Q’Z}b <<’Z§)® 00,:\& ! & $§ N ! O\{o & ! (JSO < \$é9 ! Q/éb $§ !
1 1 1 1 1 1
' 000 00O (000 (000 (000 |
1 1 1 1 1 1
Depurtments \ \ \ \ | |
. 1 1 1 1 1 1
Analytics i i ‘ i i ] ]
k . 1 1 1 1 1 1
1 1 1 1 1 1
Marketing o ® @ ' @ . . . .
1 1 1 1 1 1
Development i i i i i i
1 1 1 1 1 1
CRM 1 1 1 1 1 1
oo . . o . o0 . L . [ .
roduct 1 1 1 1 1 1
. . , @ , @ ' @ ]
o ([ ] 1 1 1 1 1 1
1 1 . 1 1 1 1
8 . Unique users . .

. Ad Impressions ! f [ [ ! !
Building the value oymaes L g LB L e, e
[ CPM’s [ Lg:g;'e rate 1. Drop-off rates 1. Churn rate o ggg referrals 1
[ Social metri 1 T, : 1 . [ 1
° : ocial metrics : . CPA : Dwell time : Support : :
— l I I q I I ' 1 1 1 1 1 1
1 1 1 1 1 1
1 Pper acquisiti i i git gir New customers Active customers Lifetime Value Churn Rate 1
. 1 1
Primary KPI's 1 €10 3% 60% 6,359 42129 €61 9% .
1 1
1 1
1 1 1
1 1 1
Positive 1 1 |
1 1 @ © 1
1 1 1
1 1 1
1 1 1
1 1 1
Experience [ ! » !
T L@}
1 1 1 1 1 1
1 1 1 1 1 1
1 1 1 1 1 1
1 1 1 1 1 1
1 1 1 1 1 1
1 1 1 1 1 1
Negative 1 1 1 1 1 1
1 1 1 1 1 1
1 1 1 1 1 1
i O tnkean i O websie i O o ' Q roracru 1 O roralcrm '
1 1 1 1 1 1
1 . Referrer URL 1 . Cookie ID 1 . Organisation 1 . Customer ID 1 . No. of referrals 1
1 . Campaign ID 1 . User ID 1 . City 1 . LTV 1 . NPS 1
Trackable Data 1 | Dwell Time | . First name \ . Purchase History | 0
| | Page visited | . Last name \ . Support tickets | |
i | Page type | . Email address | . cvi | |
| O Conferences | Location | . Phone number \ 1 I
1 1 1 1 1 1
1 . Email address 1 1 1 1 1
i . Organisation 0 O comsent 0 0 O £sp 0 h
1 1 1 1 1 1
1 1 X 1 1 Email address 1 !
1 1 . Cookie ID 1 1 Email delivered 1 1
i i +  Preferences i i i i
1 1 1 1 1 1
! ! ! ! ! !

©raptor.



Historic data &
Future Al
Predictions

Audier 1ce Insights

General information

02 January 2017

07 June 2023

07 June 2023 19:02

Average performance per customer

Predicted repurchase probability @
Historic value last 365 days @

Historic value all time @

Predicted future value next 365 days @
Predicted Customer lifetime value @
Predicted number of orders next 365 days @
Days since first order @

Days since last order @

Number of orders @

Order value @

Days between orders @

Inactivity Score @

Number of customers @

¢297.098

1.667.241

86%

2.336 DKK

5.254 DKK

1.684 DKK

6.938 DKK

2,94 orders

802 days

88 days

9,38 orders

560 DKK/order

717,76 days

281

50%

778 DKK

2.255 DKK

614 DKK

2.870 DKK

1,07 orders

897 days

559 days

4,07 orders

554 DKK/order

96,21 days

1243

Total customer lifetime value @

2.061.398.87
K

4.784.569.48
DK

Kob Web + Butik (clv)

Need more help? Read documentation

Customer retention rate @

82%

46%

Customers segmented by lifetime value and predicted repurchase probability @

Churned (0-10%)

High CLV 0,05k customers (0,02%)
3M DKK (0,12%)

Medium CLV 0,04k customers (0,01%)
OM DKK (0,01%)

Low CLV 0,07k customers (0,02%)
OM DKK (0,01%)

Ok customers (0,05%)
3M DKK (0,14%)

Potential (10-50%)

Ok customers (0,04%)
3M DKK (0,13%)

1k customers (0,23%)
4M DKK (0,2%)

36k customers (12%)
28M DKK (1%)

36k customers (12%)
35M DKK (2%)

Loyal (50-100%)

59k customers (20%)
1.195M DKK (58%)

88k customers (30%)
508M DKK (29%)

113k customers (38%)
231M DKK (11%)

267k customers (88%)
2.024M DKK (98°%)

59k customers (20%)
1.200M DKK (58%)

89k customers (30%)
602M DKK (29%)

149k customers (50%)
259M DKK (13%)

297k customers (100%)
2.061M DKK (100%)

Loyalty Matrix: CLV &
Churn Probability




People who have
a high historic
value

People who have

a Churn-
probability
greater than 80%

Audience Builder

+ Add filter

and persons who

Or all persons who

Did

+ Add filter

and persons who

Buy

Categorylds

Categorylds

or persons who

Buy in store

Categorylds

Categorylds

or persons who

Calculated Attributes Activations

at least at most

contains

does not contains

at least at most

contains

does not contains

exactly O
2200

212200

exactly O
2200

212200

Within

Within

Between

Between

Disable Statement ~ ~ Show less Audience preview
Refresh to view updated numbers
180 days ago

Total population

11,153,159

coid

11,546,960

hlid

1,171,000

Disable Block Copy Delete
vip

968,577

Disable Statement ~ ~ Show less
email

1,032,671
180 days ago

S Export

Disable Block Copy Delete

Persons in audience

27,730

(0.42%)

48,073

(0.42%)
4,866

(0.48%)

4,667

(0.45%)

4,685

Q Refresh

One consolidated
audience & One-click
activation




People who
shopped 3 or
more times in
past 90 days

People who have

a Buy-Return
Ratio less than

25%

Audience Builder

+ Add filter

and persons who

Or all persons who

Did

+ Add filter

and persons who

Buy

Categorylds

Categorylds

or persons who

Buy in store

Categorylds

Categorylds

or persons who

Calculated Attributes Activations

at least at most

contains

does not contains

at least at most

contains

does not contains

exactly O
2200

212200

exactly O
2200

212200

Within

Within

Between

Between

Disable Statement ~ ~ Show less Audience preview
Refresh to view updated numbers
180 days ago

Total population

11,153,159

coid

11,546,960

hlid

1,171,000

Disable Block Copy Delete
vip

968,577

Disable Statement ~ ~ Show less
email

1,032,671
180 days ago

S Export

Disable Block Copy Delete

Persons in audience

27,730

(0.42%)

48,073

(0.42%)
4,866

(0.48%)

4,667

(0.45%)

4,685

Q Refresh

One consolidated
audience & One-click
activation




"From FOMO to FEMU”

(Fear of missing out) (Fear of messing up)

User recognition & building Ist party profiles
One of few "owned channels”

E-mail efforts to increase performance in entire customer journey
Deprecation of 3rd Party Cookies — you have a big role for your organization
Best channel for building relationships

o raptor.



Questions?

Jonas Skytte Madsen
+45 51 62 82 86

LI \WIE ptor.


mailto:jsm@raptor.dk
https://www.linkedin.com/in/jonas-skytte-madsen/

