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dportiamo i processi di trasformazione
che attraverso le tecnologie digitali

migliorano i risultati di business

| cambiamenti in atto nel business per via del digital sono marcati, continui e riguar- DigitalBreak & il partner giusto per gestire questi cambiamenti (e non per su-
dano il consumatere, la competizione, le tecnologie, tutti | dipartimenti aziendali, birlik. mettiamo a disposizione un mix unico di competenze professionali mul-
ecc. Riteniamo quindi che le aziende debbano aggiornare il loro posizionamento e le tidisciplinari e un orientamento ai risultati di business di ogni nostro cliente.

loro strateaie attraverso prooetti di diaital transformation.
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NON PARLIAMO EEEEEEEEEEEEEEEEEEEEEEE
DELLEMPOWERED CUSTOMER
MULTICANALE: SIETE VOI.

VEDIAMO INVECE COSA STA SUCCEDENDO
IN AMBITO MKT MULTICANALE B2B/B2C,

UN FRAMEWORK DIGITALE PER DISCUTERNE
E QUALCHE “FELICE ECCEZIONE”.



Consumers

The reasons social media users
follow companies on social media.

Discount

Purchase

Reviews and product rankings

General information

Exclusive information

Learn about new products
Submit opinions

Customer service
Event/promotion participation
Feel connected

Be part of a community
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MUTUE ASPETTATIVE CLIENTI/ BRAND

Businesses

What the brands think the users
want when they follow them on social media.

o

Learn about new products

General information

Submit opinions

Exclusive information

Reviews and product rankings
Feel connected

Customer service

Be part of a community
Event/promotion participation

Purchase

Discount
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CUSTOMER JOURNEY
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B2B customer Awareness Consideration Purchase

journey
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Forrester 2012
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IL MARKETING MULTICANALEB2B/B2C
SPINTO DAGLI UTENTI,
ABILITATO DAL DIGITALE.

Optimize
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IL MARKETING MULTICANALEB2B/B2C
SPINTO DAGLI UTENTI,
ABILITATO DAL DIGITALE.

Optimize
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DIGITALE
B2B? B2C?
PROFITABILITA’ D
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72% of B2B companies
said that omni-channel
customers are worth
substantially more to
them than single
channel customers.

Base: 526 BB companies In Canada, US, UK, France, and L
Source: 4 commibsionsd study conducied by Momester Corsuling on behall of Accerture and fybris, August 2014

Multiple Channels Mean Measurable Benefits

“\, Dual-channel shoppers spend 114% more
‘0 than single channel shoppers and trichannel

hheiiead shoppers spend 48% more than dual channel

Consumers who shop all three channels spend
4.5 times more than single channel customers




DIGITALE
B2B? B2C?
INGAGGIO

DIGITALBREAK

THE PARTNER TO DRIVE CHANGE

1N\f.'. Important Factors For B2B Marketers' Future Digital Initiatives

based on a survey of 351 senior marketing executives and CX0Os

February 2015

Understanding customer buying journey

Educating and influencing purchase by mapping right content assets
and distribution channels to key stages in the customer buying journey

Attributing and measuring performance of multiple channels used by
customers in their buying journey

Measuring effectiveness of digital vs. offline marketing activities

Integrating offline and online data points to provide consistent and
enhanced customer experience

Social media's contribution to the bottom line

Customers' dependency on connected devices for making purchase
decisions

Understanding the mobile user's customer journey

87%

76%

57%

46%

43%

_ 32% "According to you, how important

- will the following be far your
digital marketing initiatives over

_ 30% the next 3 years?"

MarketingCharts.com | Data Source: Regalix




DIGITALE
B2B? B2C?

phar malettert

The 2014 Multichannel
Marketing EU Summit

* Your Digital transformation: find the right capabilities and
frameworks to create a flexible and agile organisation

» Redefine your business model: how to create a customer
engineered culture that aligns to the core fundamentals of
your business

» Get ‘closer’ to your customers: become a key player in
your stakeholders’ decision making and support by adding
new value to your interactions

* A dialogue with users: harness online platforms and
advocacy groups to differentiate the value you provide to
users and their carers

- It starts with data: how to improve your data-
management and deploy the right analytics to understand
your customers and optimise productivity
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DIGITALE B2B/B2C TAKE AwaYy:

B2B E B2C SEMPRE PIU’ ASSIMILABILI: C2B

SHOPPER B2B (CRESCE X% VUOLE ESPERIENZA B2C.
MKT B2C PUO’ AVERE PRECISIONE DEL B2B (A VOLUME)
MKT E IT DEVONO COOPERARE

IL “C2B” S| GESTISCE CON “SISTEMI DI INGAGGIO”
DATO AL CENTRO = CLIENTE AL CENTRO

INDIVIDUI RAGGIUNGIBILI CON PRECISIONE.
OUTBOUND INTEGRATO CON INBOUND (ANCHE FISICO)

COMPRESSIONE MARGINI/CATENA VALORE E
CO-PETIZIONE CANALI = ATIVAZIONE MODELLI DISRUPTIVI



UN FRAMEWORK PER DISCUTERNE




C2B FULL DIGITAL FRAMEWORK (integrato)

SOCIAL MEDIA INTELLIGENCE: ENTERPRISE MARKETING MULTICANALE:
- CONVERSAZIONI CONTENUTO E OFFERTE PERSONALIZZATE,
- IMMAGINI RILEVANTI, GIUSTE E AL MOMENTO GIUSTO
- INFLUENCER

- CANALI (propri, affiliati, competitor)

CONTENT CORTENT  THETWI 1E1T1]

"\U. N
SOCIAL MEDIA ™

TOUCHPOINT UNIFICATI:
APP, COMMERCE,
PORTALI, PROCESSI

MUKTIBRAND E INTERACTIVE
SEGMENTAZIONE FAN / FOLLOWER MULTICANALE MULTICHANNEL MARKETING
CONVERSIONE IN CONTATTI, / SERVICE
CLIENTI, TRANSAZIONI JOURNEY, DIGITAL&UX

ANALYTICS

LOCALIZATION, IMMERSIVE
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IN BRANCH:
ANALYTICS, SIGNAGE,

VISTA UNICA 360
RIQUALIFICAZIONE DATI E
INTEGRAZIONI CRM

MARKETING ANALYTICS
MONETIZZAZIONE DATO
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C2B /

Ingaggio, acquisizione, attivazione, adozione e servicing del prospect e del
customer sui diversi punti di contatto nel ciclo di vita, in tempo reale.

Ingaggio Acquisizione Attivazione Interazione Retention Reiterazione

BEHAVIORAL
INTERACTION
ENGINE

INBOUND:
FORMS, POPUPS
SURVEYS, LANDING

e OUTBOUND:

MAIL E NEWSLETTER PERSONALIZZATE
DINAMICHE I/O: SMS E NOTIFICHE

B 2 B B 2 C PUSH PERSONALIZZATE
CALL CENTER E LOCALIZZATE

PRINT, BILLING PER APPS E M.SITES
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C2B / INTERACTIVE MKT & SVCS e

: Insight sui profili (clienti o prospect), contact
| & interaction history, propensioni, scoring,
"'“'““T.f;f,”;“i‘:iiiﬁl/ﬁ;ﬁ associazione a pogrammi automatici.

Top Site Pages | options ~ | —

eloqua-marketing-automation (12) % . — 9
techservices (13)/‘ 5.8 i —
demand-generation-campaigns (14) —, 6.25% d

>SILVERPOP Eﬂgﬂgi} Home |  Setings = | Help = | CustomerCommunity | Logout

o T
CONTACT INSIGHT

<<Back to: Database Summary / Edit Contact

presenting (18)

platforms (21)

Email: cmccarty@silverpop.com

Marketing Engaged in Programs: O [Add Contact To Program.|
Database
B2B e Bzc EaseBehavior 1 't.-\ﬁ,-.i"l,-..'.u 651
(CRM+CLOUD) BaseFrafile A gttty 13
Madel 1 Silverpop Solulic Status 3 iy 39
a N SUIte Messages Actions
UuLu
A MiCI"OSth Wiae Gl Massagas
salesforce Dynamics CRM

§ SUGAR

LEEEERS.
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C2B / INTERACTIVE MKT & SVCS e

_ [m ) Segmentazione dinamica
23 Profile v & Behavior v [El Relational Table Options ~ basata sSu prOf”O,
- County = s o setgom comportamento, tabelle
E—— relazionali (con dati integrati

AND 22| Lead Type Is equal to Customer da terze parti)

Edit Lead Alert

AND LEJ Has visited web site www.pages05.net/demo-leadfabrienv within the last 30 days
Lead Alert | Email CRM Task | Chatter
AND 7 Behavior | Has B | Submitted a web form = %] *4ll fields Required
il Send Alert To: () sales Representative (3) Email Address
+ = Target Web Form . —
20chartsLP.html Choose % To ‘ lemo@leadfabric.com

Must have valid email addresses

@ Timeframe [ withinthelast :| [30 [Days 3] From Name: |demogleadfabric.com

Reply Ta Name: |LeadFabric|

|
|
|
| Done | Reply To Address: |dema@leadfabric.com |
4

Subject Line: ‘mirstName?ﬂ%%‘lELﬂsl Name%% subscribed to Nieuws ‘ L~ |
Mail Body: The following contact has subscribed to the ‘ A~ |

nieuwsbrief:

Voornaam: %%First Name%%
Achternaam: %%Last Name%%
Post code: %%Postal Code%%

Marketing
Database ("] Add Centact Insight to mailing body

B2B e B2C
(CRM+CLOUD)

Done | \ Cancel

| Save || Save & Close || Save & Calculate || Cancel |

Esempio segnalazione lead



C2B / INTERACTIVE MKT & SVCS

Impostazione delle journey maps automatiche con trigger/what-if anagrafici,
comportamentali, interattivi, da call center.
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] ||

Autonvaatlu n

<<Back to: View Programs
[P Activate Program | =

Engage

Create
View

Walt 0 Days

| " Placsholder

| /§ Direct Mail

| B Telesales |
|12 pemoEmail Q|

Actions

| O Decision Point

|
@ Lead Route I
|

Walt 0 Days

| 1§ Update Profile Data

| 3 Move to Track
! Move to Exit

Scoring

Reports Resources Applications

'- Automated Messages
Create Group

Home |

Settings =

kvanbeeck@leadfabric.com | PS_LeadFabric

Help = | Customer Community | Logout

,. Adwanced

Wiew Groups
View Sent
Automate Mailing Send

Program Settings

] Current Program Status | £ Export All Contacts

E Walt 7 Days

" Click to configure

lick to conflgure E

E Walit 0 Days D::T:DI’I Yes
j Y

Mo

Evaluate for 6
more Days

- Reminder Track

#  New Step
New Direct Mall

Walt 0 Days

Marketing

Database
B2B e B2C
(CRM+CLOUD)




C2B: PRIMA FELICE ECCEZIONE (MOBY 2010)

Moby 2.0 - Business case

Leve strategiche Stime ricavi incrementali

Trade-off costi/benefici

aregime Milioni €/anno

Migliorare churn rate 6.4
preventivi/prenotazioni =

Incrementare conoscenza
deiclientiel afficacia 0,9
delle azioni di marketing

Sfruttare nuovi modelli di
contatto/proposizione

Milioni € 2011-2013

Massimizzare
larevenue extraction
pre-durante-post viaggio

Obiettivinon supportabilida GA e tecnologia
sviluppata custom “in-house”

Potenziale ricavi Costo*®
** incramentali da Moby 2.0
nuove tecnologie

v

AMBITO B2B

primo anno considerato al 50% perramp-up

*Stime preliminari (include hardware, software per
web/mobile/on-board e serviziin out-sourcing)
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Moby 2.0 — Business case
+0.5% conversion x dati e interazione = +6.4M€

A
Migliorare churn rate preventivi/prenotazioni

60.000 6,4M
€/anno
o 0,5%
* Presentazione info/offerta e
per segmento/profilo tasso acquisizione
* Servizi a valore aggiunto e X
supporto del core business
(es. liste d'attesa) 3 =
: mesi alta
* Miglioramento usabilita e stagione
step di navigazione
T X
3.000
; 250€
Preventivi  Drop-off Prenotazioni ticket medio
(media giornaliera) (picco) :
Potenziale
Non considera il potenziale upside aregime

da pricing differenziato per canale

y' .p

TARGET B2C
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C2B: #N FELICI ECCEZIONI

AUTOMOTIVE B2B/C

ASSICURAZIONE B2B/C

PHARMA B2B/C

VI TOVATE?
MARKETPLACE MERCHANT/CONSUMER

RETAILER FAI DA TE
CONSTRUCTION B2B/C
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/ LIFETIME DIGITAL ANALYTICS

analitica digitale individuale, multicanale e transazionale quantitativa,

right channel attribution. —

Executive Overview

Cosa fa: v —— e

- Monitora da un punto unico le interazioni e ol £%

quantitative individuali con tutte le properties

digitali (web, mobile, social, percorsi ecc.). it - Savstoaor $15,102.71

- Costruzione di un profilo accurato nel tempo e | e gy
Perche fornirlo: . fj\ e :v = i

- Genera informazioni dettagliate sugli utenti gasx ( B | Voioook: Tom's Workbeok

- Genera segmenti dinamici / liste utenti da - vy PRI [~ oro e R
integrare in altri processi (es. CRM) = : s

- Fornisce al marketing una vista esatta del = Sl e

rirorno di valore degli investimenti e il valoredei | = e e 5| ot

singoli canali (attribuzione) : + |\ |

- Compatibile con la normativa sulla privacy ||| = f==1] -

(livelli di aggregazione) WL _ Y -

-Verticalizzazione per brand, per processo, per — —

mercato = e

-Si applica a processi R&D, B2E, B2B e B2C = el

Session Sources
Products F Taiee AN

Events F DateTime % | Channel Type = Channel = [Detad

Coniant F iasarin azsemt ... _ Faid Basrch Boogh * Summes & Fants = Levis
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/ UX & USABILITY ANALYTICS

Un potente strumento di registrazione, analisi e alert per le singole
interazioni di un utente con ogni interfaccia digitale (CRM, Mkt, Dev),

Cross channel
analytics: web, app,

ST T of mobile customer
I y= ﬂ struggle . e - mobile site
Full Ul -UX e oy || g
interaction = pR—- ey | et | —— e
—c =

Automatic detection

video record/

replay and i n e - # . :
i e —r [oew Dt by
analysis _ 2 :
e e ar . : L ——
Proactive B ooy e T L ] e I N B TR R A (e s uy . :2..‘--.3':5 - ____;,;;_:_,_: :.,.E. ";L._g
a|ert|ng Toowh re el | R el e g: ! o g s
[ TR T L R T R R A T o ] [ E:‘-- s
e
"t . o Complete experience
¥ In screen visibility =2 capture: user actions,
i - s g S :mmat'u"'s"“pn' application, environmental
iﬂ-lt ::'.:. n i Lo : oA eniy. clicks) to and network data
1 Fain | track usability issues

] CRM replay
"] integration

sssesvesBHHINC N



FACCIAMO UNA ECCEZIONE?

Max Ardigo

Digital transformation officer

ltaly | Management Consulting

” ) I G I I A I E' R I A K DigitalBreak
revious Dnsee, IBM, IBM Industry Solutions Business Partners
THE PARTNER TO DRIVE CHANGE Education  |stituto Europeo del Design - Milano
View profile as i ,6,5_0?1:
B hitps:/fit linkedin. com/in/maxardigo MW Contact Info

max.ardigo@digitalbreak.it
@ardigo
Linkedin.com/in/maxardigo
+39 3357694053
Digitalbreak.it



