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Loyalty 4.0

Loyalty 3.0

Loyalty 2.0

Loyalty 1.0

Precision marketing
& mobile experience

Engagement
& Social Media

Recognition
& Personalization

Behavioral
- transactio

Beacons Technology
Mobile Application

Gamification (engagement)
Social Connection

Social Mining

Business Intelligence

Tiers management

Real time integrations
Powerful Loyalty engine
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COMARCH LOYALTY MANAGEMENT
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Business to Partner

n-store Application

Gamification E-commerce

Program
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Qui vicino
Viaggi
Orario

Eventi

® smartMi

=  Eventi

23 s Venerdi
24 . Sabato
25 % Domenica
26 s Lunedi

27 % Martedi
28 s Mercoledi
29 5 Giovedi

® smariMi
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=  Preferiti

Offerta Categorie Brand i

Eventi
Arte & Cultura
Negozi di design

Shopping

Prodotti alimentari e
bevande

Q0000
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PROXIMITY & BUSINESS MODEL GUIDELINES
LOCATION BASED

AN
ANv/

= LOYALTY PLATEORM INTEGRATA = VALUE PROPOSITION: = NON CONVENZIONALE NEI
CON BEACON INTERCONNESSIONE URBANA CONTENUTI EDAPPROCCIO
= CONTENUTI RILEVANTI e REAL = MOBILE APP & WEB PORTAL = MODULARE e FLESSIBILE
TIME
= USER: MOBILE APP SEMPRE = SMART SHOPPING
= GEOLOCALIZZAZIONE ANCHE GRATUITA
INDOOR

= PARTNER: FEE ANNUALI




GLI STAKEHOLDER

® smartMi

CITTA BUSINESS PARTNER

= RELAZIONE PIU EFFICACE E = TARGETING PIU’ EFFICACE PER
RILEVANTE CON LA COMMUNITY OFFERTE CUSTOMIZZATE
= CREAZIONE PROFILO = INSIGHT SU ABITUDINI E PATTERN
QUALITATIVO DEGLI UTENTI D’ACQUISTO/CONSUMO
= PIATTAFORMA LOYALTY PER LA = ON TOP O AD INTEGRAZIONE
CITTA CON PROGRAMMA LOYALTY
ESISTENTE

= MAGGIORE EFFICIENZA
— INVESTIMENTIMARKETING

UTENTI

= REPOSITORY UNICO E
PROXIMITY BASED

= USER EXPERIENCE DINAMICA
ed INTERATTIVA

= CONTENUTI RILEVANTI E
PERSONALIZZATI
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MUNICH SHOPPING NIGHT 2015
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Grazie

linkedin.com/company/comarch @ twitter.com/comarch youtube.com/user/comarchTRADE
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