LaSer

Strategic alignment with analytic tools &
loyalty programmes such as S'Miles
for customer experience management
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@ Our specificity: the best of two worlds

GROUPE
GALERIES
LAFAYETTE

A 40 years old group born in retaill ...

... with a strong banking support

e

BNP PARIBAS

A creative custemer-value company



@ Europe

e Belgium
e Denmark
® France

e Poland

e Portugal
e Spain

e The Netherlands
e United Kingdom

A creative custemer-value company
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@ A marketing service group

Relationship marketing programmes
conception, development and management

R
LasSer

A creative customer-value company
Added contribution for V "\ , implementation and
profitability and content with customer multichannel
payments, credit services Interactions
and content solutions

S Laser
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A customer relation focused group

g & LasSer

Private-label cards and co-branded cards Cofinogs

Loyalty / payment systems animation Over 10M cards

U g An open value schemes

Financial services partnership

N° 3 in France
Personal loans, etc... Over 5M customers

& Laser

Loyalty

---------------- » . .
High added-value solutions
for loyalty strategies
Point-of-sale services
Software solutions provider, POS solutions integration, and Desk
services N°1 in France . .
U > Operational on all major
channels with clients
Contact centers
Contact centres provider (Call centers, Web) _2300 positions
Consultancy in France & offshore
Affinity solutions ...to strengthen.. Customer
T > loyalty, and enhance your
iftcards
Services 3 M customers customer database
Offers development and management




<

Il. Loyalty and analytics




Analytics at LaSer

Private-label cards and co-branded cards & Laser

Loyalty / payment systems animation Cofinoga

& Laser ~

Loyalty :
Data marketing

Point-of-sale services

Software solutions provider, POS solutions integration, and Desk
services

Corporate

Contact centres Data marketing
Contact centres provider (Call centers, Web)
Consultancy

Affinity solutions
Giftcards

Services ECHANGEUR

Offers development and management \ — ‘

S Laser

ive custemer-value company
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A key subset of business intelligence

Statistical N Statistical
analysis analysis
Marl_<et.|ng.m|x Benchmark
optimization
Predictive Media
modelling optimisation
Forecasting Testing
Activity Satisfaction
Reports Reports
Ad hoc reports Segments Ad hoc reports
Media testing Channel analysis Brand awareness
Alert - Marketing material . Alert
erts Concept testing . Primary surveys ers
effectiveness
& Laser
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@ Analytics everywhere

No need to confirm analytics efficiency

Supermarket chains
Banks

Medias

Rentals
Entertainment
Sports

e-commerce

Where is the difference if everybody has it?

A creative custemer-value company
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@ Customer experience management focus

Customer experience management is about...

...customer perception and emotions.

A creative custemer-value company
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@ Talking about emotions

Emotions‘classification

EXxciting
A
Unease Exaltation
Unpleasant | < > | Pleasant
Weariness Peace of mind
Y
ReIaXIng Sources : J.A. Russel & G. Pratt 1980.

A creative custemer-value company
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@ Customer experience & Customer loyalty

Customer experience
Finding a point of sale Shopping moment Payment Product / Service use | After sales services Direct Offers
. ———
" : -
/ \ ! o
3 A 3
) . - ) =
s o ‘ "

Good & Bad experiences

U

Customer satisfaction

Customer loyalty

& LasSer
A creative customer-val
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@ Customer experience & Customer loyalty

| can’t get no... satisfaction!

but still be apparently loyal!

Fear of change: Internet banking

Convenience: next door

Locked in: 2 years mobile contracts

Technical hurdles: changing bank account, insurance renewal
Habitudes: cheque payments in the US and France
Low price...: Lidl

A creative custemer-value company
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@ Companies very often suffer from...

Customer relationship amnesia

A creative custemer-value company
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@ Customer interactions & Relationship amnesia

“ Consumer think length of relation gives them rights

...meaning obligations for the company ”

...and customer data could help fixing relationship amnesia

A creative custemer-value company
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@ Customer Relationship amnesia & Customer Data

How Is data (mainly) used to manage
Customer Relationship or Experiences ?

A creative custemer-value company



@ Customer Relationship amnesia & Customer Data

Most analysis or segmentations are 12
months history based

RFA (Recency Frequency Amount) 1S very rarely 5
years based!

A creative custemer-value company



@ Customer data is mainly used with a one year memory

Segmentations are, in most cases based on last year behaviours :

- Loyalty programs with upgrade mechanisms are based on a 1 year spending
period (cf. Frequent Flyer Programs)

- Direct business use a RFA models based on 1 year (updated every months for
major mail-order companies)

- Generic segmentations such as
- Clustering are calculated over a one year history
- Value - potential calculations
- Affinity segmentation

4

It is mainly a 1 year observation that gives customer a status, a
recognition, some additional services, special offers or treatment.

A creative custemer-value company
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@ Customer value over time is scarcely stagnant

Customer Value / year

A

Lifetime value requires lifetime data

Rocket Customer

3000€

Ideal Customer
2000€ Erratic Customer
1000€

» Longevity

A

2 years 4 years 6 years

QLaser

19 26/10/2007 Parma 2007 A ereative cu ue company



@ As along term value customer : who worth more ?

Customer Value / year
A

Rocket Customer

3000€ Ideal Customer
2000€ Erratic Customer
1000€
> Elderl
2 years 4 years 6 years derly

Ideal Customer Erratic Customer

11.800 € over 8 years

But how many efforts to get him back ! & Laser
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@ Do we really manage Life time value ?

Do you think that over the years they had the
same treatment ?

A creative custemer-value company



@ At LaSer we call this

Customer relationship DNA

A creative custemer-value company



@ Let’s get pragmatic

LaSer Contact for some of its B2B clients, sends a satisfaction
assessment e-mail after every in-bound call related to after-sale

service

These information are stored for
®= Monitoring Customer satisfaction (alert scenarios)

m Creating Customer Relationship DNA set.

e\\When running the S’miles programme (10 years history), we
keep track of value segments from one year to another, thus
building up this Customer Relationship DNA.

A creative custemer-value company
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@ Some issues to overcome

e |T factor
[1Storing & updating & retrieving and sorting data

[1Bringing back some relationship memory on front-office screens /
applications

e Human factor
[1Front-office people acceptance and training

® Privacy
[IPrivate customer information

e Multi-channel management (organisation)
[1ISeamless cross-channel treatment

A creative custemer-value company
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@ Some issues to overcome

Do you :
ldentify your best customer’s worries?

Combine purchases behaviours and complaints?

A creative custemer-value company
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@ What does customer relationship DNA consists of

Wide ranging set of metrics :

[INumber of years as a client of the company

[1Highest value / strategic segment reached since the beginning of the
relationship

[INumber of years in the highest value segment

[INumber of product families purchased since the beginning
[ONumber of complaints

[INumber of years without complaints

It creates a scorecard about
“Customer Relationship Health”

A creative custemer-value company
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@ Customer Relationship Health

Number of
years as a client

Number of
years as a HVC

Number of total
complaints

Trend symbols

Client relationship OK

"y

A

Tt

b II| P

hm Client Relationship at risk
F. o

f

¢

Client Relationship to take care of

Number of
years as a client

Number of
years as a HVC

Number of total
complaints

Mr Joop de Beers scenario 2

Indicators
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Integrating Technologies




@ Technologies will impact loyalty marketing

e At home
Easyness
Proximity
* In mobility Immédiacy

Interactivity

Personnalisation

e On point of sales
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@ In 10 years Internet became a mass media

But a total interactive media giving new opportunities to marketing ...

A& creative customer-value company
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@ Convergence of text, image and sound

Danoneétvous ¢

Faire de I'alimentation votre alliée santé “

. G V. B : .
poiclis échanges @8 marques () Vos émissions

- m eunes
V‘F{g e l\ﬂjm

Maoments
J Plaisir

VOS services

IDENTIFIEZ-VOUS

Wodme mot de passe

A LA UNE Moments Plaisir L'ACTUALITE
Chic, on reste a la maison ! des marques

VOS DOSSIERS EVENEMENTS

RECEVOIR AUTOUR DU SLUNCH JOUEZ AVEC FJORD zPas encore inscrit ?
Melange de "lunch” (déjeuner et de Participez au jeu Fjord et gagnez peut-étre les =Mat de passe oublié
"supper {(souper), voici le nouveau rendez-vous magnifiques livres de cuisine Fjord et d'autres

gourmand du dimanche. Yous brunchiez ? Et bien, cadeaux !

slunchez maintenant ! Jouez au jeu Fiord |

Lire 'article “isiter le site Fiord

ET AUSSI UN SEJOUR BIEN --:‘o-“-:J:ru«no>17-.‘--‘---.'.4.-“-‘
] upour i
Or reste au lit! ETRE. A C.;AGNER = 20 bons de réduction
i ' Et pleins d'autres cadeaux a imprimer !
e laHicic en découvrant Heudebert
Concours de toques | Céréacal, BON DE REDUCTION Sur ['achat
Lire l'article dun pack de Mini Qurson Chooolat

Woir I'évEénement
Woir le site de Margue

LES INFOS +

JOUEZ AVEC QUINZE DE
VoLvic

Détournez un geste
sportif, réalisez un film et
gagnez peut étre un
séjour en Ecosse

Woir 'vénement

Wit e site de arme LY SR S =

0,40¢€ &
& valoir sur
5 un pack de
ey e

CHAUD, FROID OU VIENNOIS,
COMMENT REUSSIR LES
CHOCOLATS A BOIRE ?
Boire un bon chocolat, o'est
déguster un bout d'enfance.
Chaud, froid ou viennaois,
comment le rendre

More dialogue and proximity with your customers

31
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@) wwmewssesssponenr

4 | N
S 'Miles

3rd generation of
loyalty programme

e
L&
A& creative customer-value company



@ Historical background — Private label programmes

= 1st generation in France

1st Loyalty programme « with points » created en 1981
AMERICAN AIRLINES ‘

ATAC

@ ‘ TOTAL

SOCIETE GENERALE

. = Strong proximity with the brand

= Poor access to gift (generosity index)
() - High cost of management
= Consumer obliged to purchase the brand

A creative custemer-value company
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Historical background — The network programmes
= 2nd generation

Casino

Club
X Avantages
Cofinoga - Geant
@ <’ Euromaster
30 enseignes :
enseigne Monoprix

= Management Cost are shared
= Improved access to gifts
= Better universe of consumption

@ = Weak proximity with the originating brands

A creative custemer-value company
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The federation of partners and loyalty programmes

based on a « joint currency» = 3rd generation

A potential of 6 millions clients at the start of october 2002
An Alliance with great added value brands

\

Club
Avantages
Autres enseignes _ .
One card doing — Loyalty, payment or credit —
réseau Cofinoga Tourism - one transverse set of burning opportunities:
attractiveness, Image, valorisation, differentiation (Air
France integration of the tool front & back office PNR)
® The brand keeps the relationship with its originating clients
® A much wider choice of brands to earn points

© The power of rewarding is higher, gifts are much more accessible
& The management costs are shared

THE « joint currency » : S’Miles®

Recognition and circulation of clients inside the extended
value added network

Cross-fertilising animations to amplify circulation
Increased liquidity of the currency

N =

o2 Gl g ()

@ Laser

55 no200es) Coneeived from the start to be open to new strategic partners e



: a Strategic alignment for the modern firm

Customer expectations

« A strong link with the Point of
Sale: Recognition, status and
excellence of service

Choice spectrum & tak-illﬁ into consideration
her/his willingness to shop around

* Widen universe of consumption
* Rewards easy to access and quality —

+

Flexibility & Freedom

Freedom of the consumption place: scope and
diversity of the partners network (90% coverage)

* Freedom of mode of payment (Loyalty cards)

» Freedom to pilot his capital and value of S’Miles®

* Freedom to chose his rewards within a portefolio

The client masters
Its loyalty

odf
A creative customer-value company

36 26/10/2007 Parma 2007



@ Alliance : Attractiveness for the clients

More gifts, easy to access when valuable client

@ Two kinds of gifts

¢ l

Travel & Leisure Gifts from great Proximity Gifts specific to each
brands Partner

€3 avion m

AR FRAMCE
F

partenaire privilégié ’ Bﬂ- ;
RESORT
|.|- I--. : i 1]
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Exemples of partners communication

Proper troia
{10 quatribme drart s
Population chmoin]
= um borus de 100 peines
PO ShagUS BIETaE
vists dins use enseigee
hors de son Emseign

cuislevacicslersam dorgiee

WEERNON 98 Gus permella = 50 points seulemer

Des $’Miles comme s'il en pleuvait
Consulter som compte de 5'Miles em lgre,  ceze f0sT déscrraan nboom. pou les adhdrerny, de
s comphe détaille comme w commpte
bancaice, C'est désormais possible.

DS TSN, Dol st
lors gw'l pooart.
seulemerd vivoo

chernble 1] 5'sg d'on

Igre s peesemcon). #LIN Simple clic et les S'Miles
el se changent en cadeaux !»
outi faciie B utiseer, dhiguier st les pemtey
que le partenais mat bales SWbies fu: Figae
lutrmérme oo ligne sr on r be witel aprés
son e il i - L
il paramitre § s
comvenasce les dfitnrts  Une aste grande nnova-
fin
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Exemples of partners communications

21/09/2002

=
=
=
=2
]

#

Ch

rf.f”‘

MON
dans ville il y

S~
~—

_—

Du 2 au 31 mai 2002,
doublez vos SWlss lors de volre premiéne visite.

AVGC le BHN _“ PO
La fidélite
fu 3 ol md vous sourit !
Cfira valable 1 seuls i

|1 visite = 20 € d'ag -

tentation
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Press conference for the launch

Some abstracts ...

Bruno Marzloff - Sociologue : Etudie la place du temps dans les organisations du quotidien

La carte S’Miles a , car elle offre a ses détenteurs une continuité partenariale dans une

dimension spatiale. Elle constitue une révolution parce qu'elle introduit une vision nomade des courses, en passant de la
proximité du domicile a un itinéraire d’approvisionnement — Points de vente — mai 2002

$'Miles : un mariaqge dans la fidélite

Marketing Direct — Avril 2002

= Casino et Galeries Latayette
vont fidéliser ensemble

Les deux groupes créent une “monnaie” commune.
Journal du textile — mars 2002

Lenseigne d'hypermarchés du groupe Casino cormmunigue |a premiere

sur S'Miles, & travers le lancement d'une carte de fidehité, piloté par Tequila.
CB News — mars 2002

Lancement du programme de fidélisation
« S Miles » : souriez... vous étes fideles!

R B Y ST T

Les Echos — mars 2002

Les groupes Galeries Lafayette et Casino viennent de s'associar pour lancer L Ser'
"S'miles”, une monnaie commune pour récompenser leurs clients. Quel est @
W B R £ Acr -val
Le Monde — mars 2002

uuuuuuuuuuuuuuuuuuuu company



Then came the SNCF and its portofolio of cards and web sites!

A success based on a joint currency and high segmentation

@ A dedicated loyalty space for each type of client

rodsvwn e
Wu.sentor-sncf.com

renduE-ve b

ukW.12-25-sncf.com

3

_ remdsmrevs ser E
www.enfantplus-sncf.com

Cares do Pl
Enfant+

> \Ww\w.senior-sncf.com

> \W\wWw.12-25-sncf.com

> \wwWw.escapades-sncf.com

mm—p> \www.enfantplus-sncf.com

s'Miles

41

> \www.grandvoyageur-sncf.com

& Laser
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@ Priorities to be set

Satisfaction measurement s :

From general to individual
Segment and product based
Competition adjusted

Image related

Cost sensitive

Operations applied

Setting priorities

43
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@ Beyond DNA...

RFA

models and
alikes | ——  —

Integrating customer’s potential

'Life time value

-

Looking into the past . : Uge neec off
Building present action _
analyiical power

EVOLUTION —
DIIIA R2x Fx A
From RECENCY From MARKET SHARE
To REGULARITY To CEEDING SHARE

To LIFE SHARE

A creative custemer-value company
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@ And there is more datato come soon...

f_f-; Internet Explorer

October 22 at 13h pm
Total 560.000€

=Y] Store Cards 180.000€
43% transactions
Customer Segment A 62%
Loyalty cards 68.000€
3.000 transactions
Network cards 12%
2.600 transactions
Card promotion dept M
560 purchases
Penetration by Zip code

view Tools & & &) (J

Multiplied by factor of 5 over the next 3 years

A fantastic retrieve and selection challenge

Keeping track of the DNA is not going to be simple

& Laser
45 26/10/2007 Parma 2007 e -

e company



kSYoU

Gilbert Reveillon
Strategic Marketing Director, PCMC

LaSer
greveillon@laser.fr




