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Arbejdet i spaendingsfeltet
mellem forretning og IT

 Digital forretningsudvikling og strateqi
« Kunder, kundeoplevelser, kunderejser

* E-commerce, CPH Advantage, social
media, digital marketing — at lzere kunder
bedre at kende

« FokusiEG

Digital strategi
Digitalisering og digital transformation

Kundevendte platforme
N st ium

Copenhagen Airports Adding value to business



Den naeste halve time...

Digital Solutions

den i centrum




FG Digital Solutions

En ny forretningsenhed i EG




EG Digital Solutions

Naesten 100 Skandinaviske konsulenter indenfor
omraderne data, kunstig intelligens, business
intelligence, CRM, e-commerce, digital marketing,
digital strategi, SharePoint og web




Business
Intelligence

e-commerce

Budgets &
financial
planning

Kunstig
intelligens

CrossWork &
SharePoint

The business wording




Kundeoplevelse pa tveers af
digitale og tysiske kanaler
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Kunden i centrum



Data er grundlaeggende for oplevelser

Crunch time in France
Th c Ten years on: banking after the crisis
E conom i S t South Korea’s unfinished revolution
Biology, but without the cells

The world's most
valuable resource

Custumer Experience
Management

Give
kunderne
veerdi

Kunde-
indsigt

Digitale
kundevendte Integrationer
platforme & datastyring

Data og
information

Data and the new rules
of competition

Kilde: The Economist, 6. maj 2017




Jeres kunders forventninger stiger

)



.. 0g stiger ... og stiger ... og stiger ...

POSITIVT
OVERRASKET

"Oplevelsen overgar
mine forventninger”

[*3 NEMT

"Jeg skulle ikke arbejde sa hardt for det”

l‘ BASALE BEHOV

"Mit oprindelige behov blev opfyldt”

Kilde: Forrester



Mader retail branchen g
forventningerne?

0 20 40

B CEO/CMO Clo End customer

Kilde: Sopra Steria, 2017, 900 virksomheder, 700 kunder



Customer centric Data centric
Time to market Governance
Korte deadlines " ‘ Stabilitet

4 Trial'ahd error Nulfejlstolerence
Real tid* " Fast udviklingscyklus

1



Guiding princip #1 — over alt andet
Kunden | centrum

KAMPE stort behov for IT og |
forretningens teette
samarbejde



Nar det lykkes, kan vi ga fra salgskanal til "Universe
of experiences”
Single Channel Omni Channel

O

Multi Channel Unified Commerce
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e ' ‘ One ring to rule them all...



Proces for at komme i gang

1. Digital x-ray 2. Digital vision & 3. Initiativer 4. Recommendation

strategi
Insights Prioritering Roadmap
Assessment Workshop Added value Assessment & evaluering

Mal: hvordan skal man bruge de digitale muligheder,
og hvordan skal der etableres klare mal




FGs Unified Commerce Platform

Data
visualisation

4

Machine
learning
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Styr pa basale data og styr pa Case
kundeoplevelsen




Mapping af kundeoplevelsen

Definere stadier .
Definere journeys pr. persona =
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Analysere sentiments

Analysere kanalbrug




CGS@

Nye og ngdvendige roller

I.T.'S MOST IMPORTANT CONTRIBUTIONS FOR NEXT THREE YEARS
Percentage who see each of the following as the mostimportant contribution over
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48
Drive business innovation through IT

47

Manage security and risk

47
Establish architectures to support digital

I

1
Support businass-lad IT initiatives

23
Data Scientist Prowvide access to tech capabilities (vendor)

Customer Engagement Manager
Customer Journey Specialist
Digital Marketing Specialist

Chief Revenue Officer Lead and implemant most IT projects
Chief Customer Officer
Chief EXperience Manager Kilde: Harvard Business Review — Driving Digital Transformation

Customer Successs Manager



Stop op 0g teenk over

Haenger Jeres systemer sammen? Har | overblik?
Hvem har ansvaret for hvilke dele?

Hvordan imgdekommes kundens forventninger?

Hvad er akkvisitionsomkostninger pa en ny kunde?

Hvad koster det at fastholde en eksisterende kunde?

Er der huller i jeres kommunikation? | email, pa
website, i display, 1 PoS?




