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Customer 360 is a trap

$10M+

e
9 London [ heviude@hotmail.com k +44 7351140911

Spent on data foundations with little ROI

18+ months

average time before first value delivery

C-suite frustration

ROI expectations rarely met

6 Customer Call
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We had an ambition to deliver Omni-channel
personalization

We were investing in data

I An MDM project underway

Data stitching projects to connect different
data sets

Customer 360 program developments

Customer data migration to cloud data
warehouse , data mart
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Story of Paul: A brand loyalist

Pa

hs &
ul, a Drago
and Manga fan

Paul’s Dad drove a
Nissan Note
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Paul'buying a I\fissan
Micra
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Paul g'o‘tl harried Ean
decided to have a family




Paul leaving frustrated due to customer experience

Paui IS Iookmg for an
SUV

l ' Paul is dlsappomted
Paul is blessed with a Paul.is frustrated with that his loyalty isn‘t
baby girl his digital experience recognized
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While we were busy building
== Customer 360s and migrating to

data warehouses
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THE PIVOT

BEFORE AFTER

Data as an Asset [@EEREELEEE Data as a Product

— Protect it %, | | / ACTIVATE IT
— Clean it : v DELIVER USE CASES
— Govern it — / MEASURE IMPACT
— ..then maybe use it ' § . BUILD TRUST THROUGH VALUE
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"We stopped asking'is the data clean enough?'
and started asking 'what value can we deliver today?™




Data Products create value through prediction &
personalization and ACTIVATION

w

Nissan Data
Assets

Non-exhaustive examples:
Website Dealer 3¢

App/ccs [] CRM X

Services &? Maintenance 0

w

& Data Products

aD Prediction and 1:1 Personalization

Next Best @" Customer
Action Lifetime Value

Product Serious
Recommendations Buyer

“"Create value from Nissan data”
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Data product thinking meant we needed to follow rules

Use Case First Measure Everything
Every data initiative starts with a business ROI is not optional. Every use case has a
question, not a data quality goal business owner and a metric.

Deliver Fast Empower the team
Small team. Short cycles. Ship value in weeks, Provide the team with the right tools,
not quarters. governance framework and privacy in built.
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Started small.. Fast wins: Email Personalization

"Can we personalize the next email
our customer receives based on

what they actually looked at?"

Latest offer on your next Nissan Latest offer on your next Nissan C t
All-New Nissan MICRA Evolve o n n e C
£359.51 £2,750 5.49% 0
Vil ki s

£403 per month

Open rate improvement
Segment

Activate + 3 5 0/ (0]

Click-through rate

Ty

T, —

WINNER

Measure r ot yse case delivered in < 6
weeks
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The Serious Buyer Model - AI Model

Not all visitors are equal. Some are
ready and serious to buy.

Features & weights

Car Configuration - - -
Shopping Tools excl.
Inventory Time - -
Most Model Time
Cumulative Actions - -
Homepage Time ]
Finance Calculator
engagement I
Offers Time
View local inventory iew Mag 4
- A BERMAN NISSAN OF CHICAGO >
e — > B WESTERN AVENUE NISSAN >
C THE AUTOBARN NISSAN >
Explore inventory nearby for the Kicks at a local Nissan Dealer D STAR NISSAN >

today.
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ACTIVATION

Website Personalized with
recommendation

Personalized Email
Lead prioritization

+15%

Uplift in conversion rate
to Lead



Paul’s Renewed Loyalty: A positive customer experience
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Add Data, Add Activation Channel, Add Value

Abandoned

Cart

Repurchase
Journey
Perso

Paid Media
Look

Sources: Leads + Web Behavior Adobe
. Campaign
Email Pald
Serious Buyer Model W~ SFDC
Sources: + CRM & Owner Data
s',o',g snowflake

Repurchase web personalization @) Adobe Target

Sources: + Connection to Media 0Q Audience
Meta Manager
Custom audience using
- - DV360
lookalike modelling rm

+15%

Conversion rate to Lead

+40%

Conversion rate to sales
for repurchase journey

7X

Conversion rate to leads
from custom audiences

Each wave added one data source or connection. Each wave delivered measurable value first.
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The Cumulative Impact

14

Customer Journeys
Activated

From kickoff to live in
production

+15

Markets live on CDP

vs 3 markets at project
start

14

<6 Wks

Time to first use case

From Kickoff to live in
production

$30M+

Revenue opportunity
identified

With just 4 use cases alone
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<1 Year

Payback period on investment
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What actually made it work

15

Value before ./il
perfection

We didn't wait for clean data. We
used data that was good enough and
shipped. Trust followed results.

Data product & w
business owner

Every use case had a business
owner and data product owner
accountable for the outcome.

Right partners, 4goN®
not the biggest

Our CDP tooling and partners were
chosen for speed of implementation
and lean integration

Journeys & ﬂ.
not channels k

Align with CX strategy to improve
customer journeys rather than
optimizing channels
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How we set it up?

THE TECHNICAL SETUP THE TEAM

. CRM Marketing Website Aftersales
|
) (_J) Display&Video 360 . Business . Business . Business . Business
Og@ Adobe Target r @l Ovrer a Ovrer @l Ovnrer al Ovrer
SFMC ; c ;)
Adobe Campaign Meta
e 1
( 3 Product \
@ OVvners Measurement
....................................................... Team
) ": Data ® oo
. ata
: Treasure Data acts as the i Product @l Enoineer )
: activation and : Team -3 Data Scientist
. orchestration layer to . & Analyst
. enable true omnichannel
:  TREASURE : ]
3 engagement. .
: DATA 998 : \. / \ /
-’ -------------------------------------------------------- ’. ( \
T 9 Data platform manager
CDP Platform Team dah
_ Adobe Provides FTs with infrastructures
salesforce JEgnlO amazon | . and data product standards P
93 Analytics @ Data
- Architect
g J
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What to avoid. Mistakes and learnings from Nissan

x Build the perfect strategy and :{> \/ Start with building pilot use
use case roadmap cases, iterate roadmap

Integrate all the available data II{> \/ z:at;tsv;:rcctegiicls%heﬂ sighal 3-4

programs built in 6 to 8 week sprints

x Large long running data :{> \/ Data products and use cases

Data quality or accuracy of :{> \/ Only activated data counts as

prediction count as value business value
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The data was never the problem.
The thinking was.

Start delivering value.
Customers are waiting
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@ TREASURE DATA S

Jivesh Juneja
Head of Data Products | Leading digital
transformation in customer experience | INS...

Thank you!

Visit treasure data on Booth 1
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