__lpsos Loyalty

The Customer and Employee Research Specialists Ipsos

snarpening the senses

How lbusinesses are seeing their customers in
high resolufion and listening fo (Nof just hearng) what they say.
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KICK-starting
he debate

We spoke to over 30 leading experts in customer management across a range
of industries from energy, retail and financial services, to music, film and football.

Our aim was to explore the challenges faced by those managing the customer
experience, so that Ipsos Loyalty Council members can learn from each others’
experiences and ultimately lead the debate in the industry.

This report reflects what we heard in these one-to-one conversations, giving you
an insight into what your peers are thinking. We acknowledge that much of what
was discussed has been on the agenda for some time, but there’s a new twist to
many of these long-standing debates. There are two key strands to the report:
1. Taking the perfect picture: We begin by focusing on the drive to improve
understanding of the customer by intelligently drawing together information

and distilling it into insights.

2. Breathing life into the picture: We then discuss what organisations go on to
do with this insight in terms of customer engagement strategies.

Ipsos MORI's survey of 100 UK business leaders shows that they still believe
there is work to be done within their organisations to understand the loyalty

and profitability of different customer groups. This is where the Loyalty Council
comes in and the challenge that we’ll tackle together.

64% of business leaders agree

"Our organisation could
Ao More 1o understand
the loyalty of different
customer groups’
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summary
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perfect
oicture:

How bbusinesses are seeing their custormers in high resolution

Most want the best possible picture of their customers; but the level of
resolution they can achieve, or are willing to pay for, varies considerably.

Big Data puts the perfect picture seemingly within reach. With varying levels
of sophistication and success, organisations are all grappling with how to pull
together different sources of information (or pixels) to create this picture of the
customer.

Technology is allowing greater granularity of transactional data and enabling
businesses to bring these pixels together into a high resolution picture or
movie (if we add a longitudinal element).

Overlaying this behavioural data with granular attitudinal customer feedback
brings the voice of the customer to life, adding the soundtrack to the movie.

More granular data means propensity models can be refined and their
efficacy proven.

Despite all this, there still seems to be a need for a simple, easily
communicated measure of the customer experience to provide regular ‘snap-
shots’ of the customer base.

Is the perfect picture and the single customer view ever really achievable?
Perhaps all businesses can hope to achieve is a single version of the truth —an
artist’s impression?

Customer
engagement
straregies:

Redally listening to customers; hearing isnt enough

Make sure your single version of the truth links back to your operational
processes: it's easier if you break down silos, engage from top to bottom and
empower staff.

Listen properly and you'll be able to choose who you fully engage with —and
get a better return on your investment.

Technology is making customers’ voices louder — have a conversation.

Identify the best time to talk — in-life engagement is better than end-of-life
engagement.

Carefully consider your use of loyalty programmes and social media as tools
of engagement.

Don't just measure what’s been, include the now and the future — so you can
identify trends and start creating a picture of tomorrow’s customer.
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‘The greatest impetus is in the work
that’s granular in its nature... At the
moment it is hard for operators,
telephone staff, and branch staff to
see what they could do differently,
they will just get something back to

say “We think you should be more
friendly”. | am much more interested
in a particular service interaction
that was important to the customer,
how does that relate to, and drive,
meaningful action?’

TRIGGER

Cultural:
want to listen

Technical:
access to more
information

The days of a business being purely transactional in
nature are almost consigned to history.

As with the portrait photographers of yesteryear, it used
to be the case that customers came to you; exchanged
pleasantries and revealed little other than their ‘Sunday
Best’ and forced grins.

The modern equivalent of companies with low resolution
pictures are those that:

+ Have apathetic customers and a low-interest product.

+ Tend to rely on customers telling them if things are good
(or bad) rather than proactively asking the question.

* Are doing OK: when performance is good to middling
what’s the business incentive to be more customer
focused?

Medium resolution

TRIGGER

Cultural:
want to act

Technical:
to maximise
value of data

The drive to become a customer-centric organisation
often comes from the very top.

‘Our new Chief Executive is a bit of a believer’ is often said
by organisations that are now putting their customers at the
centre of what they do. Without this senior endorsement it
doesn’t seem to happen.

It sounds simple but it is a sea change for many. Moving to
a medium resolution picture requires the following:

« Passion, bravery and drive by the people who champion
the change of focus.

+ Giving customer-centric KPIs (such as targets on length
of time of call starting from the moment the customer
heard the first IVR greeting and options list, not from
the point they got through to customer service staff) as
much weight as business-centric ones focused on cost
control for example.

+ Asking ‘what do customers think, feel and do?’

High resolution

A view of one customer’s life and value allowing
total tailoring.

For some, the end game is no longer customer retention
but full in-life engagement with the customer. Such in-depth
customer knowledge means businesses can understand
the implications of every strategic decision on customers,
as well as the decision’s on-going implications.

To achieve such a high resolution picture, businesses need:

* Transactional data collected across all customer
interactions.

* Longitudinal data — giving a moving picture and
showing cause and effect and ROI.

e The softer, attitudinal measures behind transactional
data which explain customer motivations,
recommendations — in other words, the voice of the
customer, which adds the sound track to the movie.

» Intelligent editing of all of this information to cut out
background noise and draw out key insights and
recommendations — at a granular and joined-up level.

* Operators, telephone, and branch staff are clearly able
to see what they can do to make a difference.
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The complete picture

lechnological

aovaNces

have seemingly

orougnt the

oerfect picture’

wWithin reach

And no-one thinks it's easy...

‘There’s going to be a lot of disruption
for about three to six months while it
settles down, because knowledge and
power often sits within the silos. We
have to break down the silos into one
coordinated approach via the data
and then create a proactive customer
culture in the business’

Orange

‘We don’t have it yet and that’s
a problem.’
Marks & Spencer

Businesses have been working on improving the resolution
of their view or ‘picture’ of the customer for years, but
technological advances and the online footprint consumers
leave are now bringing the perfect picture within reach.

The smart routes businesses are taking to achieve one view
and sharper vision include:

+ Breaking down silos so that the customer experience
can be viewed holistically.

* Investing in IT and CRM systems, and re-engineering
internal processes so that data can be linked.

+ Using technology to pinpoint the insight; for example,
text analytics that find the sentiment hidden in
thousands of customer interactions from call centre
recordings to online postings.

+ Seeing the big picture, despite the sea of information
from multiple sources, by drilling down and fully
interrogating the data.

» Marrying the transactional with the attitudinal, to see
how customers behave and how they feel.

» Interpreting the data effectively to provide strategic
recommendations and prevent ‘paralysis by analysis’.

+ Instilling the working practices that allow actionable
data to be taken from a particular point, for a particular
customer.

» Closing the loop in the research process: it hasn’t
finished until you've told the customer what you've done,
S0 your conversation continues.
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A Single customer view: d

IMProving picture resolution

The single point of view is @ combination of
INSIgNTs 1O develop a picture, a pixel if you like,
with all The pixels coming rogerer.”

‘In terms of metrics, customer
fransactional data is clearly worth a
lot, it is proof of the pudding...So that
is the evidence to say our strategy is
working. But why? That has to come

from the attitudinal side.’
Royal Mail

‘There’s about 11 million transactions
per annum of about 3.5 million
customers, so knitting all of those
records together, integrating them
into a single source, has been a big
piece of work."

Whitbread

There has been a change over recent years as businesses
increasingly focus on their customers; building sharper
pictures, and bringing together different information strands
to improve the resolution of the currently ‘pixelated’ image
of the customer. Why? Two things have happened to bring
this within reach:

» Technological advances give them greater granularity
of data and enable businesses to bring these pixels
together into a high resolution picture. This wealth
of information is giving greater insight into customer
behaviour.

* Being able to overlay and link the behavioural data with
customer level attitudinal data, which includes a deep
understanding of their motivations and emotional needs
brings the voice of the customer to life, adding the
‘soundtrack’ to the movie.

Fully exploiting the power of all this data depends not only
on knowing how customers have behaved but also why;
and therefore how they are likely to behave in the future and
how to influence this.

Bringing all the key data building blocks together is a
challenge that many businesses have only been able to take
on in recent years and months. They are working towards
integrating key components of transactional data, customer
databases, payment systems, and operational interfaces;
driven by the temptation of total knowledge which recent
technological advances have seemingly placed within reach.
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Blg datd

Jsing the DIQ
OIcTure 10 predict
future oehaviour

More graonular data means onginal propensity
models can e refined and their efficacy proven.

The silver bullet of bringing all your ‘Big Data’ together is
being able to take it one step further and to develop more
effective propensity models. For those who have achieved
this, the propensity models are allowing them to:

* Understand who the ‘at risk’ customers are.

* Refine old retention models by adding additional
layers of customer information which are improving the
accuracy of the models’ predictions.

+ Evaluate the growth potential of different customer
segments

Even at the most basic end, businesses are able to build
‘me too’ propensity models (e.g. if 80% of this type of
customer are buying the service/product or behaving in a
particular way, a similar customer may do the same).

Combining data sources is giving businesses sight of
behaviours that they couldn’t see before, with online
interactions time-stamped, and the route a customer took
to find the site (e.g. direct or via a search engine) revealing
further detail about each customer’s behaviour. Gradually
businesses are heading towards the Holy Grail of being
able to predict the potential increase in true customer
loyalty from any future product, service or strategic
decision and in turn drive revenue, grow market share and
reallocate investments to customers or operational areas
generating the biggest return.

11

‘These are overall views that people
have never seen before and that they
are starting to use, which means there
is a business need for it; it means that
they can drive proven activity off the
back of it.’
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That's so Cclever
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— do we sfill need the simple stuff?

Regular
'SNASNOTS” Of your
customer base
can still be useful

‘It is very easy for people to get it
and to buy into it and to kind of go

along with it. The main weakness is
that on its own it doesn’t really tell you
anything.”

Despite all the clever stuff, businesses are still monitoring
the basics of customer satisfaction and recommendation.
These measures are feeding into the businesses’ KPIs
and, although there are many sceptics out there, there is
universal agreement that a simple measure such as overall
satisfaction or Net Promoter Score (NPS) has a role to play:

It is a useful bellwether of opinion.
* |tis a short cut to the voice of the customer.

* lItis a simple measure and concept used as a common
currency that everyone in the business can understand.
It is therefore a measure that is often deeply embedded
within an organisation.

These KPIs are taken seriously; they are often reported on
in Board meetings and on the CEQO’s scorecard, as well as
connected to bonuses.

The concerns voiced around using overall satisfaction or
NPS as a KPI within the business surround its relevance or
incompleteness:

+ Some see drawbacks using it for their industry; perhaps
selling a low engagement service or product where a
9-10 score is an unrealistic achievement.

* They are not complete measures of engagement, as
they only measure attitude not behaviour. However,
combined with other data sources, these single
measures can feed into a fuller picture of how the
customer is feeling and what to do next.

Despite their concerns, many businesses are getting under
the skin of these single scores, using research and analysis
to find the key drivers; and understanding how these vary
across touchpoints, customer segments, etc. Regardless

of your position on NPS, or overall satisfaction, focussing
your business on improving the score through the customer
experience does, at the very least, put the customer at the
heart of what you do.

NOT everyone can make a XS
OIg budget blockouster movie LS

BIg Data affords a gredtr opportunity,
ouUt It comes ar a price anda Not all are

willing 1O pay i

There’s no doubt about it, getting to know your customers
costs money. Collecting, linking, interrogating and distilling
all of this information requires significant investment in both
technology and brain power. Businesses are consequently
calculating the likely return on investment of improving their
view of the customer and adjusting their target ‘picture
resolution’ accordingly.

* Atone end of the spectrum, some are happy that their
current view of the customer is ‘good enough’, or they
do not want to invest as they are yet to be convinced of
the value of a higher resolution picture.

+  Some would like to do more but feel restricted due to
external factors such as regulation.

» Others are keen to improve their picture but need to
keep the cost down. One solution was a ‘mash up’
i.e. overlaying all of their current systems rather than
investing in a new big all-encompassing Enterprise
Resource Planning System (ERPS).

» But at the other end of the spectrum, there are those
who are relentlessly striving for an ever improved and
more dynamic picture of the customer.

At this end of the spectrum tends to be businesses which,
just like an early adopter of any new technological advance,
are eagerly awaiting the next big thing — perhaps adding a
third dimension to the customer view. A 3D movie?

‘People would like to be more
customer-centric but can’t always
find a way to square that circle on the
balance of the financials.’
Telefonica

‘...we don’t want to be the First Direct
type, because you have to balance
those costs.’

Coventry Building Society

‘This business was built on a vision

of doing business using customer
data, so there is the information based
strategy...but because it is such a
fundamental part of our strategy it is
not finalised, it's always developing.’
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f NOt @ single customer view, pernars O
single version of the fruth would work??

MROES® stie UiSinCISIeLISTOMmen
View is even achievable, af leqst

for our business. Offen | falk about

Q single version of the frufh, which

IS Q single story... | think insight
practifioners are syoposed 1o give a
single version of the fruth SO people
Can Make maore informed pusiNess
decisions. That story comes from a
myriad of dlifferent sources and in
effect | Think Thar's INSIQNTS jJob NOW...
you've gor so many different sources
Of darfa that if's Uo 1o us 1o basically
synthesize those and come out With

Q single version of the fruin. I'm never

going 1o get aown fo one Mmeiric,
Ir's Just Nnot going 10 happen and Nor
Qoes it mean anyining.”

Intercontinental Hotels Group

This isn’t a lone view:
many others also believe
that getting a business
to unite behind the
same ‘single view’ of a
customer is impossible
— there is just too much
data and therefore too
much discussion about
what the reality is.

So perhaps customer-
centricity doesn’t depend
on a high resolution 3D
picture, but on a single
story based on a single
version of the truth that
a business can unite
behind?

An artist’s impression?
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INto the picture

Customer

engagement

straiegies

Redlly listening fo customers;
hearing isnt enough

An organisation that is focussed on
developing a detailed picture of their
customers in order to arrive at a single
version of the truth is clearly one that
is putting their customers’ voice firmly
in the middle of their business.

The more a business actively listens
to the customer voice, the more they
will engage their customers. There

are three broad steps that will mean a
business truly listens to, not just hears,
their customers:

STERSS

The single version of the truth needs to link back to
operational processes, otherwise businesses won't be
able to bring the picture to life and engage fully with their
customers. This is easier to achieve if:

» Silos are broken down so that all parts are working
as one, listening to one voice and engaging with one
version of the truth.

+ There’s engagement from top to bottom, starting with
the Board showing that they mean it, to a Customer
Charter and a mission statement that brings the
customers’ voice to all staff and functions.

« Staff are empowered through training, getting the right
people in place and giving staff the tools and freedom
they need to be able to engage in constructive two-way
conversations.

+ Targets are set that recognise the importance of
customer engagement rather than efficiencies in
processes etc. — e.g. satisfaction metrics rather than
number of calls handled.

STEFSS STERS

Breathe life into the customer story using these tools of in-
life engagement:

Listen properly and you'll be able to choose who you

engage with fully. Not all customers are oil paintings.
. . » Conversations

You may not want to please everyone: being picky about

who you engage with and what you give to the relationship * Loyalty schemes

can make better business sense. Your business won't be

the first to say they want (or need) an element of mediocrity

in the customer relationship. But you need to listen properly

to get this balance right.

» Social media

‘Staff have complete authority to just
sort that problem out rather than think
they can’t or, “you’ve had it more than
28 days.’

‘We continually update staff and make

sure the communication flows. We try
and give them the best tools we can
to do the job, but also, I think it's all
about leadership from the top.’




losos Loyalty Council : Sharpening the Senses

100ls of in-life engagement

HO\/' ng Talking to customers in a different way is often seen as the
: start of being more customer-centric and of a new interest
COH\/@ISO“OHS in understanding how customers feel and think. These
conversations can be had in store, branch, at a call centre,
by email, or even be an interaction that helps to build a
relationship which involves no talking at all (see the Hotel

Rwanda case study later on). Conversations with customers
are becoming:

* Two-way conversations: so no longer just a sales pitch
and not simply ‘telling’ customers. Beware the business
whose customers are only recalling sales materials
landing on their doormat or inbox. A focus on in-life
engagement will mean finding more to talk about.

On-going dialogues: as with any relationship there are
ups and downs, so channels of communication are
being kept open throughout the life of the relationship.
Like a friendship there are times to talk and pick up
where you left off, and other times when you just need to
know they’re there for you.

‘Relationship building conversations

can't be just letting people know you

are there.’

Tailored: businesses using tools such as segmentation
and propensity modelling to be able to identify who to
talk to and when to best influence their in-life behaviour.
Social media has allowed customers to find their voice
and for the once faceless brand to respond in an instant

‘We've been focusing on ,
and personalised nature.

reengineering our retention
conversations, and the whole focus of More proactive: conversations are taking place earlier
retention’ rather than later, which means staff are trained to do
the job properly; to have a great conversation with the
customer and to truly understand what the customer
‘We do very much always have the wants. If the conversation is a good one then you
message that it is not just a sale, it is can turn someone who'’s on the verge of leaving into
about having a relationship, it's a two someone who is closer to the brand.
way thing. We can’t just always ask
them to buy things, you’ve got to give
them something.’

Less controllable and more chaotic: as conversations
move from closed to open discussions held in public
forums, facebook, twitter, etc.

19
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‘LOVEFILM has many loyalty-driven campaigns honed through analysis of

the one million customers signing up to its service each year. By setting up
automatic triggers which fire when each single customer displays lower levels of
engagement, LOVEFILM is able to recover this engagement and benefit from this
customer’s positive experience being communicated to others.’
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‘The sad truth is that when people phone us they don't always
particularly want to phone us; often they’re not in a great
place in their lives when they phone us. As a general rule, you
don’t wake up in the morning and think, “what a great day I've
got, I'm going to phone my insurance company.’

‘Our executive became interested in a more serious way
than ever before. The unofficial motto was “leave no stone
unturned” — we wanted to look at every policy going off
the books and understand what was driving that: was

it something we should be intervening on and having a
conversation with the customer about to understand why
and try to do something about it? Or is it in the customer’s
best interest for them to actually take their money?’

If

Loyaly programmes.
dO oINS wWiN prizes”

8/]Opeople
odoaldadoad

are memioers of
A loyaly scheme

andl are, on average,
d MEMOoEr 6k

=

Whilst most people associate loyalty programmes with collecting points, in
its broadest sense a loyalty programme is any strategy that rewards loyal

behaviour: O2’s approach of offering existing customers better deals than new
customers is a good example.

Strategies to reward loyalty vary considerably and depend to a large extent on
the industry the business operates in, and are driven in particular by:

« The frequency of purchase (think coffee vs. current accounts).

»  Whether or not the market is polygamous or monogamous (think retail vs.
automotive).

+ Level of engagement (think utilities vs. football).

» The choice available (think postal services vs.
credit cards).

And for businesses operating in a B2B environment, it's a completely different
ball game, with regulation preventing many exchanges.
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‘Ease of redemption is critical, | think it gets overlooked...
it is so important to keep letting these people redeem...
because you Kill the programme otherwise.’

Wickes

Aviva

‘I think we are totally aware that if you don’t keep
maintaining and adding benefits and keep invigorating

it then interest can wane. You've got to maintain value
otherwise you're just another card in the wallet aren’t you.’

Debenhams
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SOocial media SOCIAl Media usage has grown quickly:

Social media is providing another arena to play out the 2 Q _I_ '| O()/ f d |-|- h _I_h
customer story in and its use is increasing. Driven by | ﬁ OO O bOU (@) O O u S Od Used e
customers and for customers, social media is an unknown

W.”d child for pgsinesses, with the threat of uncontrollable |nT@rﬂ@T fOr SOC|Q| neT\NQrKlng, Thr@@ VGQ rS On
disaster or brilliance ever present. Qﬁd Thlmgs Qr@ \/erv dﬂcfereﬂT

Social media is opening up the world and crossing
national boundaries, so the numbers can become large
very quickly, although often only a small proportion of a
customer base:

. - L O
* 9 million fans ‘follow’ Chelsea FC on social media: huge, O O
but drawn from a worldwide fan base that’s nearer 300 ’ 79 A) 44 /o
alle: are now online visited a social networking

site in the last 3 months

Q* > f

44% 17% 13% 44%

use Youlube use Google+ use Twitter use Faceook

» Gatwick airport has 28,000 followers on social media
and has won awards in this space, but 30 million
passengers go through its terminals every year.

o
62 A) Visit sifes for information on products they are thinking of uying (this will
“The thing is on Facebook it is great Include forums, reviews, plogs, etc)
that we have 47 million likes but it
doesn’t mean they are all going buy
something.”

o
The immediacy of Twitter is reflected by the fact that 65 /O Of users access
it via their mobile — on the move, instant informattion and feedback, compared 10
51% accessing Facebook via their mobile.
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Even self declared luddites who don't
use It have a social media straregy

In an attempt to control the uncontrollable, or at least

to be able to influence their social media presence

and usage, most businesses are implementing a social

media strategy. These businesses range from those who
have only recently accepted email as a communications
channel with their customers, to those who have always

operated in the online world.

Twitter is the new customer service channel, used by
consumers and businesses to communicate one-to-one,
and for a business it offers a perfect channel for keeping
customers truly up-to-date (where’s my train, plane, parcel?
What's happening now?). Customers are expecting to be
able to ask the business questions via Twitter, and so it's
become almost a necessity for doing business.

‘There’s a great team of people in the UK, who have a
really interesting tone of voice, with their work ... they
are Dave, Rach and Marv and they send little tweets
saying, you know, “That’s it for another day tweeps, we’ll
be back bright and early in the morning to help you with
your queries and problems”... So they have got this kind

of funny, relaxed type stuff....they are there to trawl for
complaints and issues.’
Aviva

Facebook builds the community and brand, and of course
it has a customer service role too, but if a business finds
that customer service dominates its Facebook pages,
typically this will be more negative comments, and then

it has to question whether its other traditional customer
service channels are working properly.

Facebook can complement a loyalty programme and
bring community to its members. For example Orange
Wednesday film club; run by Orange, but a community
that talks about films not mobiles and gives Orange an
interesting way for a brand to play an active role in social
media and to use it to strengthen its other offerings.

‘It won't take a lot for somebody to be hacked off before
that becomes something that we’re not in control of and
that consumers are totally driving and are in control of,
which is a good thing, but it is genuinely terrifying .. So

we have a number of people in our marketing area who
monitor the usage. It's still quite new as a strategy, but at
least we have an awareness that we need a strategy and its
being developed as we speak.’

Scottish Widows

Forums, blogs, and review sifes all need to be
part of the social media sfrategy

This type of social media has big implications: a good
review can convert doubters to customers, and a bad
review lose them. Blogs, YouTube, peer review sites all have
the ability (and do) broadcast the good and the bad about
a brand.

A business has to include these within their social media
strategy: review sites such as TripAdvisor have even been
referred to the Advertising Standards Agency to combat
the effect that the suggested 5 million bogus reviews are
having on brand reputation.

\

d rather give up, like, a kidney

fhan my phone. How did you
nManage lbefore”? Carrier pigeons’?
Letters”? Going round each others’

nouses on BIKES?

Some businesses are embracing review sites such as
TripAdvisor and linking directly to them from their own
website, thus demonstrating their own confidence in the
quality of service or product they offer.

With the prevalence of forums and review sites on the
internet there has been a new phenomenon of customers
servicing other customers. GiffGaff, a virtual mobile
operator, has made the social media community work

for them by embracing the principal of mutuality: when
members help them grow by introducing friends and family,
or helping out in the community by answering questions,
developing new ideas or creating applications, they are
rewarded.

The power of harnessing the community is enormous,
with GiffGaff’s website claiming that the payback pool has
grown from less than £50,000 to over £1million in 2 years.

What happens when today’s teenagers become the next
generation of business leaders?

It is clear that things happen when there is a change at
the very top of a business. The social media usage profile
of current business leaders is very different to those of
15-24 year olds. So what will the future role of social media
be in the customer engagement story when today’s youth
become tomorrow’s business leaders?

‘It's a brand’s responsibility to embrace the conversation
through the social channels, and start to involve prospective

and existing customers in the dialogue of how the product’s
performing and where the brand could be evolving.’
Whitbread

15-24 Business
year olds leaders
( J
N eeee eee
eeeee eeee
Linked-in o) o
6%  28%
f (] eeee
e eeeee

Facelbook 7 8% -| O%

Twitter

32% 6%
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‘It's not just about the service they’re getting today it's
about how to influence that tomorrow.’

LOOKINg TO
he future

Being truly customer-centric isn't only about understanding
the customer now, but where you expect them to be in a
short time frame, so that your products and services are
always ready to meet evolving needs and behaviours.

Looking backwards; measuring what has been, and not
including the now and the future feels, well... ‘so yesterday’
to businesses who want to know what customers want so
that they can engage in meaningful conversation.

Customer research needs to help businesses to foresee
what's coming next, detecting trends and helping them to
prepare to meet the future.

A business that aspires to be totally customer centric will
be one that has:
*  Moved from silo to transversal.

* Implemented one coordinated approach around a
‘single customer view’, bringing all the data together.

* Total belief, at all levels, in the benefits of customer
centricity.

* Engaged with (and managed) the social media.
» Created a proactive customer culture.
* And probably been through some very painful changes

internally.

...in short, developing the current customer view into a fully
immersive virtual reality experience.
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losos Loyalty Council : Sharpening the Senses

The Loyaly Council and 10sos
are ready to rise 1o the challenge

JAVive!

Rod Butcher

Head of Customer Experience
and Insight

Capital One

Koos Berkhout

Senior Director, Marketing

Chelsea Football Cluo

Phil Stephan

Senior CRM Manager

Coventry Building Society

Sally Wrigglesworth

Head of Customer Service

Delbbenhams

Jane Exon

Head of Advertising and Loyalty

E.ON

Stewart Robbins

Head of Customer Knowledge

eqsyJet

Tony Bale

Customer Experience
Quality Manager

EDF

Nick Eves

Senior Customer Research Executive

Eurostar

Dorothee Mariotte

Senior CRM and Loyalty Manager

Fverything Everywhere

Nick Bonney

Market and Customer Insight Director

Friends Life Group

Peter Foster

Corporate Affairs and Brand Director

Gaotwick Airport

Alex Authors

Head of Research and Insight

Gatwick Airport

Andrew Lewis

Head of Marketing

General Mills

Simon Pollock

Head of Insight

IHG

Nick Rich

Director, Consumer Insights

Kcom

Tim Kitchener

Customer Experience Manager

Liberty

Jenni Cumming

Head of CRM

LOVEFLM

Russell Morris

Commercial Director

Marks & Spencer

Matthew Legge

Head of Loyalty Marketing

Monarch Airlines

Charlene Kane

Customer Services Director

Nationwide

Leslie Bruce

Head of Customer Insight

Orange

Peter Crayfourd

Head of Customer Lifecycle
Experience

REN

Steve Whitty

Head of Customer Experience

Royal Mail

Giles Finnemore

Marketing Insight Manager

RSA

Lucy Yank

Group Customer and Brilliant Service
Director

Scottish Widows

Richy Mclintyre

Senior Operations Manager,
Customer Loyalty

Sony Music Entertainnnent

David Delbridge

Director of CRM and Direct Marketing

Standard Life

Ann Flynn

Head of Corporate Marketing

Telefonica

Graham Webster

Director, Customer Experience

The TrainLine

Bill Hopkins

Operations Director

Whittbread

Gavin Hawthorn

Head of CRM and Loyalty

Wickes

Tony Holdway

Brand Director
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