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Delivering Feel Good
Getting the Right Message to the Right Customer
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Paul Ravenscroft - Senior Loyalty Analysis Manager
Rachel Pillsbury — Data Mining Manager

Boots Insights
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To Deliver Outstanding Insight Driven Direct
Communications

Targeting
Understand Activity I
the Boots Driving Btll;l::;cgrto
Customer Customer
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Today’s Presentation ‘
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The Journey Towards Delivering Feel Good

Our Motivations : The Boots Brand Mission
= P =

Knowing Targeting to S
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The Boots Brand Mission ‘
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Why Have We Transformed Our CRM Capability?

*The Changing Role Of Boots In Customers’ Lives
*Dynamic relationships with Customers
*Building a great customer relationship
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The Role Of Boots In Customers’ Lives advantage card

1870 1950 2012

Champion
Champion everyone’s Champion
everyone’s right to a basic everyone’s
right to survival standard right to FEEL
of health & GOOD
beauty

Motivation is Consistent Expression Changes
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Changing Relationships With Our Customers e
Before 2012
Personal Relationships
Relationships Develop in
many Different
High Street but Ways
Local use
Stores: 2600
Understanding Organised by
Your Customer format

People 71,000 =

il,‘ health & beauty
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The Objective Is To Be Customer Led



Building A Great Customer Relationship

l

advantage card

To Deliver Feel Good We Must.....

SEIBTE Truly Customer Led - Understanding Women Through Gre  at
i Insigh
ght
Brand
I\B/Ir_an_d Champion Everyone’s Right to Feel Good
ission
Direct
Marketing Every Communications Shows We Understand the Custom  er



KﬂOWlng Your Customer advantagecard‘

Being Truly Customer Led

sUnderstanding Our Customers
*Advantage Card At The Core
*Picking The Best Options
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To Deliver Feel Good We Must Understand Women
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Women account for the
majority of sales in all
major categories

95% of our card holders

are women

80% of our colleagues are advantage card
women /

Boots Understands Women Through Great
Insight




Advantage Card is at the Core

Shops on weekdays at
lunchtime in a local store

Pharmacy

Buys vitamins —
health conscious

Buys into meal
deal offer
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TOTAL T2 PAY

CARD SALES

E32.11

228 1632 9493 134
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/'Tor 2 offers
3for2

Mix & Match

Is a parent with a

Advantage Card

number




Understanding Laura every time she shops advantage card

Shopsinlarge
store Saturday
mornings

Purchases self-selection
IO W T ¥ cosmetics, but also
> premium cosmetics

_Gould have a partner?
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Redeems
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A Fantastic Database of Facts



Bringing it All Together:
Insight Driven Communication

Market Analysis

We are losing
market share in

a0 Q: Why
Baby are we

Baby. :
Team losing
share
Q. What has
changed?
i
Analyse Build |dentify Targeting
Campaign Campaign Opportunities
@ )
avanags 4 sieaniage %
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Building on Insights to
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Analysis and identification
of lost mums from Ad Card

- MM
data
Research: WWhy mums stop
shopping baby at Boots (via
surveys, group discussions)
— Q. What
Ne P action could
' we take?

Direct Marketing
Activity ™
Do nothing and monitor "
CRP/ Pricing/ Space |
e

& Layout/ Trials

Deliver Results



Empowering People j
Structuring to maximise Potential
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Allowing Marketers to do What they do Best
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Understanding the Boots Customer: Data Mining j

Demographic Data:
We know who
the customer is

Contact Data:
We know who
Received Comms and Offers

Transactional Data:
We know what they
bought

Response Data:
We know who
responds to offers

Valid until 10th June 2012. e

double points

you can use this coupon twice!
collect 8 points per £1

Cannot be used in conjunction with storewide points events.
See over for terms and conditions.
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Who to Speak to? About What?



