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With more than 3,000 stores globally, across 51 differe  nt countries, and with
different marketing strategy requirements, JYSK needed a  solution that provided
them with a Osingle source of truth. They required a unif ied marketing database

that worked on a global and local scale

Wanted to not only boost their database numbers, but also e nrich those

profiles, providing a more granular view of their cust omers

Customer experience was important for JYSK, and they wanted to create a
campaign to engage with their current customers, as we Il as potential future

customers

Working in collaboration with both Mapp and Leadfamly has n ot only massively improved
the performance of our campaigns locally, but also on a glo  bal scale. Leadfamly has
enabled us to easily create campaigns from scratch, as w ell as reuse games so that
campaigns can be localised for relevant markets. By fee ding all of this data into Mapp
Engage, we have really been able to enrich our customer pr  ofiles, and get a much better
steer on how best to really engage the right people a t the right time. 1tOs provided us with
an amazingly accessible way for JYSK to interact and engage wi th our audience on an

ongoing basis.

Digital Marketing Co -ordination
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DIAGEO operates in a multitude of different markets. They were |  ooking for
support across these many different continents while bein g able to restrict
data access and controls between different users across its various brands
and territories. This required a flexible operating model , from self -serve

access, a hybrid agency working as well as central DIAGEO con trol.

The Mapp team is integral to our customer communicat  ions strategy here at DIAGEO. For
over 15 years, Mapp has provided unbeatable service levels going above and beyond to help
our customers. The First -Party Data programs we operate on today are essential to  our
marketing success and are reaching millions of global con sumers across our whole portfolio

every day.

The incredible dedication of their Sales and Project Team assisted us to define and outline
how our project would run, and a lot of genuinely satisfied customers on reference calls
speak for themselves. WeOre looking forward to seeing a considerable upgrade to our
customer experience, and the other future benefits we  Oll see from a great relationship that

began from our very first call.

Global Product Owner - DIAGEO Digital & Technology
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Riverford believed that having customers at the fron  t and centre
of all communications is key to achieving customer longev ity
and maintaining strong customer sentiment scores.
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Mapp Digital®s cloud technology helped us grow through an unprecedented time
(20-21), delivering crucial customer comms, at speed. Since then, using MappOs
platform we have built out our contact strategies wit  h the breadth of first -party

data at our disposal, creating a highly personalised cus tomer experience.

The team at Mapp have always been on hand to support  us Bwhether thatOs
been making efficiencies through automation or intro  ducing an entirely new
channel Band we look forward to continuing our work together, to encourage
customers old and new to buy healthy, organic food that puts our planet first.

Customer Loyalty Manager, Riverford

O0.*@"-$P""'@+$B);).""$O0" @A>S$!"#+A"((",Q

"4 M62+%,.2" +
$"%"& 24"$N)("+
'$& CTR

N.<",:&,-$V";$W"A4$0" @A>$X=). A$%)=4).;'Q

O# v

*% | # D&()ASYA.*@+$D&SO"2+.("
(% (# U'.56"$%A.*@",+
'+0/0 (& %A *@SN)("

Read the whole case study here




DO"$X'(",).",$)-$X), A>$P"),.;$%" (,"$#)'("-$(&$ =&-",.I"$(0".,$
*8==6'%)(.&'$="(0&+$#.(0$(0".,$*6+(&=",+C$D0">$,"S6$)$(,6A>$+*)A) ?A"$
M))M$4A)(:8,=$(0)($*&6A-$0)'-A"$(0"$)=&6'($&:$*6:H8ER +$)'-$"<"'(+$
(0)($&**6,9)* &++$(0"..$-.;. )A$) -$40>+.)ASA) -+*)4"C$O. TREEVS(0"$

)2 (S, +"S&SEA. "$+0844.  KS(0"$6'-" 4. " $("0'&A&;>$(0)($

(O'&A&;>$,"56.,"-$(&S*EAA™(S) -$+(&,"$*&'+63(H)($)$4, & . A"$A"<"AKS$?6($
YA+ES(&$7"$)?A"$(&$<.+6)A.1"$(0"$. '+.;0(+KES;) (Y-S @"$)*(.&'$64&'$
($.'$(0"$*&,,"($=),@"(.;$*0)""AC

Mapp is a hugely important part of the Entertainer Digital Team. The Entertainer
is constantly innovating its communications strategies and the Mapp C  loud
solution, as well as the strategic guidance offered by Ma ppOs Account
Management and Customer Success teams, have underpinned o ur business
growth. We output a plethora of campaigns and Mapp un  derstands the need to
think customer -first. Mapp is integral in driving strategy not only for Ema il and
CRM, but also developing strategies to improve digital perfor mance across our

media channels.

Head of Online, The Entertainer & ELC
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With their recent Premier League success, West Ham Uni ted wanted to
replicate this success off the pitch as well as on. After qualify  ing for the
Europa League earlier in 2021, West Ham United has added a new
dimension to their fan base. With more games, more hos  pitality and
more communications to consider than ever before, they required a
platform that could give them the support they needed, as well as
deserved, to help them achieve their ambitious goals. Pl  us, with their
previous marketing automation platform sunsetting, it was the perfect
opportunity to consider their next move.

West HamOs focus is centred around fan experience. O ur ultimate goal is to
ensure that we are providing a great experience to our supporters, online a S
well as offline, and making sure that they receive perso nalized and relevant
communications from their favourite club. That's where Mapp comes in Bby
helping us to consolidate all of our communications, we will be able to better
target our loyal supporters, as well as those just starting ou  t with West Ham.
We want to make sure that all fans, no matter wheret hey are on their
journey, know they are valued by West Ham United. With MappOs e ase and
speed of onboarding, as well as the level of support comp  ared to other

platforms, we know we are in safe hands to make our g oals happen.

Head of Marcomm Operations - West Ham United F.C.
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Imperial wanted to learn about their customerOs uniq  ue viewpoints to form a truly
comprehensive profile of each individual. They were lo  oking for the right tools to
help them plan and implement hyper -personalized marketing campaigns, according

to their preferences and behaviors.

But Imperial had a fragmented view of its customers,  as data was being collected
from several different touchpoints, making it difficult to integrate a nd interpret the
data itself. This limited the Digital Marketing teamOs  ability to go even further in
trying to draw reliable predictions on their customerOs future b ehavior, which could
be fundamental to consolidating relationships with thei r customers.

Data unification and a great understanding of our custom  ers on
an individual level are our priorities for the improve  ment of our
daily marketing activities. We chose Mapp Cloud and  Alpenite's
consulting services as they allow us to achieve our cust omer
engagement goals efficiently, by optimizing communication flows
with our customers on the different digital touchpoin ts and
consolidating their relationship with our Imperial, Dixie, and

Please brands.

CIO at Imperial

Z=4",)A$0)+$*0&+"$B)44$%A&6-$)+$(0". - FHo"$
AA)(:&,=$(&S$")+.A>$. (") ("$(0".,$<),.&6+$-) )$4&. (+3) -$6.
(0".,$-))C$G>$)*0."<.";$(0.+K$Z=4", )A$*)'$+":£0($$-) )$
)-$*,")("$6"..."-$*6+(&=",$4,& . A"+$(0)($),"$",.*0"-$#.(0$
"A3(="$-))$*QAA"(.&'CS$O.(0$)$6'.."-$<."#K$(0" 3D
)-$,A J.="$*6+(&="$."+.;0(+$")?A"$(0"=$(&$4", +&)A.I"$
(0"$*6+(&=",$]&6,">$)"-$-"A.<",$,"A"<) ($*6+(&=",$

"S4", G &++$(0".,$-.;. JAS(&6*048&. (+C

(0"$&="0) " AS4,&*"++8)-$,"&=="-"-$,8)-=)4$(&$ A."K$
"=A&H", S $Z=4", )AS(&S-"<"A&AS) -$=));"$+E* " ++:6AS
=).@"(/1$%)=4).:+C

Read the whole case study here







#4)-/). 5+

Why Gamification Should Be On Your Roadmap in 2023

I"#$1%&$™






"4 $%8&" (") 4+ - $/0)1"23. /45677.8).



INTERACTIVE MARKETING HUB

s ~
QUIZZES REWARDS REFERALLS
@ u‘u
\_ %

FIRST- & ZERO-PARTY DATA




2#501"-%'#"1%,)-1%-"(66)7

S1"#01%23,-#'1"%41-15-)#5 57"1(,1%98=

I"#$%&'()*%+),- 1"#01%489:;2<9




I"HHS%& ) &$)& ™ ) &$+$,&

I"#$%&'%( )+, ,+ )+, + -10123#+$2

(),&.+-/ 0&$+3,&, 2+"34#%$'7$,6#& 7$%"//$)8-&4")
0&"+1 2+"34#%$'56%,&4"), )4:6$'<"6%=$+ I")9%+,4")



5-&;&-&3.&$+&37-&

>)+4%=4)." 6?2 %+42%+ @+"34#$,

"8 1%-"(+$""0
A2'#:"%7+@2*02(%+70,:"$2"$0$:0* +6-
#53#,'+32'#0%$:0$;2+'09'282"2*09":*5,$0
9%&2

2)33%4(5-$.4
453#,'+32'#0'2,2+620%"02(%+70%8%$2'01
590%:0%;20990"2=#72%$$2'

1'/$0#/

BCDO/7+,EQ.;":5&;0F%%$208":(02(%+7
BGDOH"+,;(2"$0F%%$20:80/5#%:(2'#0

"HEYHIOE () H(+"

9'282'2",2#0%$:0*'+62085$5'2092'#:"%7+@2
:882'#0



<" 26($=6,2;2.672"3

A+4).'1"6+'-684$)%$'&" 16+, 4&$

I"H$%& %% (

6"7)7'8"#
[:(972%+:"0'%$210JBD
>62'%8&20*5'%$+:"I0KLO#2,:"*#
%372$0MNDOOOP:3+720CND

94:3%/%#%-"
H(%+70%*2##2#10MMQNBM
)9$<+"0'%$2I0KCD

$,8.)-G*.,5

-B/04+%2

*H)87,-D-'848-&5AA,<4*50

-B/04+%$2

187,-D-E)*J,-)86



06 @%$+%=-+.%'1=+4,&/-,'B+-84).

"8 [%-"(;.%&.. 1'/$0#/
U"+V520:882'#Q02=%"# KKDO/:(972$+:"0F%$2
F262"520*%#;3:%"*0$'%,E+"&Q BGOMMG09%'$+,+9%"$#Q00BEIRD) 9$<
2*2(9%+"# CSDO0:"0(:3+72
I",'2%#2*0>)T03?0BGD
2.)33%4(5-%.4' I"#'.)4#%&'
R%,23::EQOH(%+7Q0 4,%$,:Q09227Q0#7+*20$:0'262%70

+"8752",2'#Q0!"#$%& % '2=%"#0%"*0:882'#



+-217,61$B&--21$C'&&(

C=$$#"3'D"+&6)$'4)&$.+-&4).'0="@431'9"6%=%$+, 6 7 8 9

I"HSY& ("H)&*+%
IHEY0& () *+', (- +96/$ &OSH/0"-*068& 1



06+@+4,$-)8'8$#4.=&'<(2'/$/?7$+,

>(53("? o/"y* >3%7 87-#@1" Al71'@1"

1"4$%& ' Vo(H#$ (4*&Yo#5%+'7.%5&+8-9 I"4$%& Vo (#$ " #*8%p:<<-.5 0-1'.+%2*1-
)<+ *+06)-./ ) + *+0)-./ Y*+,49%)-./% =*88'>--$%66.-*&5 34 #581*59%6.-*&



E&@&6(DF;;&-3;"-$D6)1&% >

)%+$-,$'16,&"/$+'E43$&4/$'<-#6$

%,*(- ".(1( ".(1( 1%0'(+%

78%-"+8H#4(('+ Q" -Ah >P@H#A(HA((+ <34=



F%2.8(67;"-,.$G$<70%2"

>)-?#4).'F-+G$&$+,'&"8%#49%$+'6)4;6$'4)&$+-% & 425 B $

8B&YH<*(-6H#"

&57;*0*0/-1,=,)-8-H)*,0:K-E)5754*508A-
L8)9,4*0/K-E)5=*A*0/-80:-187*=*<84*50

&9:&%#6%C,1

8/-80:-')53-#42:*5-6*47-3), K50=*/2),:-
JF3,)%,0<,.K-" 48*A, :--),35)4*0/

8<&B%)5-1D"(-)}#5,

%04,/)84,.-6*47-8AA-7818B)-80:--
1&577,)<,-3A84=5)7.N



HIIJ$5-&K02(7$L.,)(67&1

7$-81I'0&%$-811'J"K

C,1%2(,1,

E)5754*50.K-CAG8B.100K-C<>2* *4*50K-P5B8A4BK-
1,4,04*50K-!,=,))8AK-!,68):K-Q

E#F3*("

R2*JK-90.4804-S*0K-187,.K-1,=,)-8-H)*,0:K-
&8A,0:8)K-Q

1(,#5(*

&?)*.478.K-"8.4,)K-L54?,) T.-'8BK-G8A,04*0, T.-'8BK-
#277 )K-UA8<9-H)*:8B



"HS%& HS(HS +,$
#-#/0#,1#25()3($)#$ -
&40118%3(*&/5%$)3267 R




1&+/$3+40#,1#5/#3%%8%
rsgisosizaoss | MR

#, 939# 5#, ( 7 012962#(#3".




HSY68, (&) +HY Yo+ #1&Y6(01






#4)-/). 5+

How Insights Create Opportunities
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How Insights Create
Opportunities

Insight -Led Marketing Stories

Amy McCafferty, CRM Manager
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The Creed Story
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The Creed Brand In 2023
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Popular Fragrances
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How The Brand Operates Today



How we Work with Mapp
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What Does It Mean To Be Insight Led?
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What Data We Gather Through Mapp
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How Intelligence insights have shaped a view of who our customer is
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Using Mapp To Distribute Survey For Customer Insights
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How Being Insight  -Led Has Improved Performance Digitally
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How Insights Are Allowing us to Become More Of an Omnichannel Brand
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How Insights Are Used To Advise The Rest Of The Business
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Key Revenue Driving Activations as a result of being Insight Led
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Summary
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Mapp: Insight - Led Marketing Stories
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Retailers use our software to identify shoppers and to
In - store transactions to any platform they use in real

ESP

Bl

Installed on
existing tills*

NPS

Product
Review

*No EPOS integration, IT development, or new hardwar e.

connect 100% of

- time.

Send a branded
digital receipt
to the shopper



Measuring in - store ROI of digital
ad spend is key to unlocking the
full potential of digital advertising
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Thank you

Any Questions? Get in touch

Simon Harris

Commercial Director

simon.harris@eyos.one
+44 7805 03 6860
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