


Agenda

1 MarTech situation at Danske Bank
2 Design principles for new Marketing Automation platform

3 Onboarding the business into new ways-of-working




Section 1

MarTech situation
at Danske Bank .
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To build new data driven marketing & customer experience
capabillities there Is a great need to reduce complexity
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Setting the scope for a new marketing automation platform
'S a balance between daily operations and change

On-premise Cloud
Scheduled Real-time
Campaign Always-on

Cross-channel Omni-channel

“Business as usual” “Boil the ocean”



The customer experience practice varies from beginner
to advanced

Customer experience

Ways-of-working



Business potential sets clear guiding principles

Phase 2

S Market F

E Market B

Customer experience

Ways-of-working
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The onboarding of the business users have a clear set
of objectives and a process to support differences

Efficiency p

« Reduce handshakes y Kick-Off

 Reduce Igad time | Pre- | Session et

* Free up time | Assessment Online
\ A | Training

Commercial impact Modules

« Transformation from campaigns to
always-on customer journeys

* Increase degree of personalization and
testing
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Martin Wammen, Director MarTech & Business Development

msw@ecapacity.dk
+45 25757596
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