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What is data, actually?
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What is data, actually?
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What is data, actually?
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The customer journey

Along the journey direct
channels increasein
vadlue

Data volume increases
rapidly with every
touchpoint
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It's about finding the
hidden INn your
data...
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] has a big pile of
data...
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To prevent a data overload, you need fa
to identify the gold data and have
a system to make your data useful

and actionable
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Deployteq CDP
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Data check!
now you heed a plan




4 SPORTSteq

#SPORTSteq o sw mon coms Our customer:

Nir Stk Josat Our online sports shop

Begins Here
S Numbers:

e 127.500 opt-ins (potential) customers

* 5.000 products
« 700.000 website visits

. 855.132 products sold (in 228.280 baskets)

LY

FOOTBALL RUNNING TENNIS

Shop Now Shop Now Shop Now
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Our customer:
Our online sports shop

Goals:

 Increase Customer Lifetime Value

mprove conversion rate first time buyers

ncrease percentage of second purchase buyers

» Offer products the customer actually needs

Business case:

- Build a Next Best Offer model in Deployteq

CDP

. Use ‘Next Best Offer’ in three journeys.

4 SPORTSteq
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4 SPORTSteq

Going from first time buyer: to repeat purchaser

The three journeys for Next Best Offer

2

Hyper Personalised
Newsletters

Abandoned Search
Journey

Direct Action
Email

From unknown website
visitor to first purchase

From general newsletters to
offering relevant products in the
email and the subject line

From sending newsletters
to reacting instantly on
behaviour

&
2 EBEE BE
Likelihood to buy again

after 18, 2d, 3th purchase 10% 30% 46%
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Every Business case: Needs a calculation

Information

Formula

Opt-ins: 127.500
uplift conversion rate x email addresses = extra orders

Newsletters: 1 per week
X average order value = extra revenue per email

Avg. order value: 64 Euro
x yearly emailing’s = yearly revenue increase

Uplift conversion rate: +0,092%

This business case

+0,092% x 127.500 = 117,3 [extra orders| x 64 =7.507,20 euro [ per emailing] x 52 [yearly emailing's] =
390.374 euro
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Business case: Next best offer
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c = https://operations.deployteq.net/ e © & I} ] #R

Content - Emails Enable New Theme Q operations | Version 3.12.0 | 02-09-2025 11:28 ® m m
® — g 1 ¢ & B =] 4

Mode
& cDoP &% » cop Search Q

deploy

CRM Editor  Designer AMP Email  Text-part  Settings  Clickthroughs  Preview
e Subject: No customer selected
From:
Content To:
Reply-To:
Pages Content-Type:

Emails

Select the CDP output in the - 4 SPORTSteq

Planning

Reports
Heren Dames Kinderen Deals

Analytics

& CDPIntegration # » CDPintegration » CDP Integration Paths
Administration

= @,

Select Customers el o—_— \ —
Q Collapse
Name: Select Customers ID fde81131331¢582c3b190879240e677b7234351a211e36312e0b
Stephan van M...
Favorites =
- Select Customers ——
Hover over an item to
display its helptext No favorite objects available
(providing it has one). Select source Deployteq CDP v
Campaign starts —_
Workflow Connect_NextBestOffer v
il
Table connect_customer_transactions_id_and_date v
Customer ID column ClientlD v

aQa Q ' Confirm Cancel
Navigator

y‘ Add note EI k'& Shl rI

59,99

And see the personal offers
per

ol |




= oOperations - X +

c = https://operations.deployteq.net/ e © & I} ] #R

Content - Emails Enable New Theme Q operations | Version 3.12.0 | 02-09-2025 11:28 ® m m
® — g 1 ¢ & B =] 4

Mode
& cDoP &% » cop Search Q

deploy

CRM Editor  Designer AMP Email  Text-part  Settings  Clickthroughs  Preview
Data Manage.. Subject: No customer selected
From:
Content To:
Reply-To:
Pages Content-Type:

Emails

Select the CDP output in the 4 SPORTSteC

Planning

Reports

Heren Dames Kinderen Deals

Analytics

& CDPIntegration # » CDPintegration » CDP Integration Paths
Administration

= @,

Select Customers el o—_— \ —
Q Collapse
Name: Select Customers ID fde81131331¢582c3b190879240e677b7234351a211e36312e0b
Stephan van M...
Favorites =
- Select Customers —
Hover over an item to
display its helptext No favorite objects available
(providing it has one). Select source Deployteq CDP v
Campaign starts —_
Workflow Connect_NextBestOffer v
Table connect_customer_transactions_id_and_date v
Customer ID column ClientlD v

Q Q

Confirm Cancel

Navigator

-
Mk Hobaop
= Barcelona ehirt frainingepax

120 930

y‘ Add note

And see the personal offers
per




From CDP to Action

Select the CDP output in the

& CDP Integration

Select Customers
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Hover over an item to
display its helptext
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4 SPORTSteq

Heren Dames

ME@A DEALS

TOP ITEMS, SCHERP GEPRIJSD

Hoka
Running Mach

]89,93

Brabo
Hockey stick

325

BUY

Kinderen Deals

2VOOR

Puma
Football shoe

39,5

BUY

Tunturi
Yoga mat

495

BUY

<<From T0 >>

Bought a Fyts s
Bibs last week

4 SPORTSteq

Heren Dames

ike shirt

59,99

BUY

Adidas
As Roma shirt

98

Just looked at
this shirt

Kinderen Deals

Buys cycling socks
in black every year

@

Gribgrap
Socks 3-pack

22 5

BUY

Buys bars every
2 months

Earthfood
20 Energy bars

3350

BUY




4 SPORTSteq Next Best Offer 4 SPORTSteq

Heren Dames Kinderen Deals Heren Dames Kinderen Deals

Personalisation
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= TOP ITEMS, SCHERP GEPRIJSD

Buys cycling socks
in black every year

i

Running Mach Football shoe '_ Socks 3-pack
189 39, ' Bibs last week 59 22..

Albert

Seasonality Buys bars every
2 months

Previous purchases

Brabo | Tunturi Website behaviour Adidas Earthfood
Hockey stick Yoga mat As Roma shirt 20 Energy bars

325 495 98 3350

Just looked ' .

at this shirt




4 SPORTSteq << Ste P han 4 SPORTSteq

Heren Dames Kinderen Deals Heren Dames Kinderen Deals
Hockey
Football
Yoga
Buys female children
football gear t
Buyﬁ mlc(zlle children Buys crossfit gear Bag ;
Nike Reece oc ey geqr every quarter Can Climb
FC Barcelona shirt Trainingspak Ciussiit blocks (F:iﬂgllleWder
% h I I ].250,00 ]495
Chantalle >> S

Buys designer

Crossfit sport wear
Climbing
Mahan Sportkleding . Yy, N \ Mudmasters Ralph Lauren
Yoga broek voor kinderen i Claim je spot Trackster sneaker
_ o = -3
N2: 20% Gold level L 28 FREE 1755
Looked at Yoga

positions Mudrun could be fun



Deployteq CDP: Keep on growing

1. The Next Best Offer Model powers 3 journeys

2. Hyper Personalised Newsletters, Abandoned Search Journey, Direct Action Emails

Other opportunities/ Next steps
- Based on results the model will learn and be perfected

* Include other models like;
RFM, stock management, margin management, next best channel
and many more

depl’lyteq



Deployteq CDP: What's your use case?

There are 100’'s of use cases
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Next Best Offer

i Abandoned Search

Website Behaviour
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Website Personalisation
Customer Journey Management




Let’s find your use case
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