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Bio
« Bachelor of Business Administration 1996

« Jobber pa hovedkontoret til Dynamicweb i Danmark

« 15 ars erfaring med digitale lgsninger

* Norsk fgdt — Dansk gift

Brede Bjerke
VP Sales & Marketing
Dynamicweb Software A/S
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Profitabel siden Globale ansatte Sertifiserte partnere

1999 +100 +200

Nettsteder Daglige besgkende

+ 12,000 + 3,000,000
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Bucharest Vladivostok

Amsterdam

Singapore
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Plattformen vi leverer

Channels

-

Website Mobile

Data Sources

All-In-One Platform

§ & Personalization
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ERP / CRM / PIM
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Self Service

Content Ecommerce Marketing Portal

@ % Development Platform

Suppliers
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Email Social
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Agenda headlines

Globale mega Digital

trends alle transformasjon
«digitale» bar eksemplifisert

kjienne til via Weber som

snow case

Et rammeverk
til utvikling av
en digital
strategi fra
“core business”
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A

Proft prossue fisss on sorapyards
as too many shreddos are competing
globaly ogainst softer iron om prices.
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?%;D Marginene presses voldsomt

%x Verdikjeden redefineres e N

#CustomerlLoyaltyMonth Q?

. "Get closer than ever to your
__ . customers. So close that you tell
’hﬁ them what they need well before
they realize it themselves.”

'f Steve Jobs
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FORRESTER

% Marginene presses voldsomt

X
%X Verdikjeden redefineres “Every customer that B2B companies serve

is not only a businessperson but also a
consumer, one who has his or her

& expectations set by daily interactions with
Amazon, Apple, Starbucks, and Zappos.

And those B2B customers no longer lower

their expectations when they go to work...”

— Harley Manning,

Customer Experience Professional, Forrester
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Kom deg pa toget

% Marginene presses voldsomt

X
%X Verdikjeden redefineres

9 Kundeopplevelsen er betydende
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Marginene presses voldsomt

Verdikjeden redefineres

Kundeopplevelsen er betydende

Digitalisering er en akselerator

McKinsey 20717

M Digital laggards' Others [l Digital leaders?

7
5 Average B2B
DQ™ score: 28 Hm

5
51

Average B2C

1 DQ™ score: 35

Operating profit (EBIT)
growth, CAGR, 2010-15

Revenue growth,
CAGR, 201015

Return to shareholder (TRS)
growth, CAGR, 2010-15
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digital-leaders-drive-five-times-more-revenue-growth-than-their-peers


http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/how-b2b-digital-leaders-drive-five-times-more-revenue-growth-than-their-peers

Hvad er  Gartner:
Digitalisering?

FORRESTER



Gartner’s “Digital Business Development Path”

| Before the Web | Before the Mexus of Forces | After the Mexus of Forces
: Digital Digital
E-Business . : Auton
“- el Sl s
Build Extend Transform sales - : Smart,
e relationships that relationships into channel into a %pé?it;herggﬁs Eux:;‘;ep?smﬁ";ﬁl semiautonomous
OCUS  drive business new markets or  global medium to off cig cople fo things _ things become the
or lower cost geographies drive efficiencies L5 gk 8 primary "customer”
g - P - Maximize retention
Optimize Extend Optimize Optimize Build new : :
Outcomes relationships relationships channels interactions business models of aﬂ{f‘;ﬁﬁgﬁ hips
.?. People .?. People :. People .?. People .?. Peaople l?l People
Entities mﬂ Business mﬂ Business /I Business mﬂ Business |l Business
Thi Things
A a ! A Y e ing
Emeraln Internet Automation Deeper customer o E%ﬁ":;gg ::;d Smart machines
Disruptions taahn ﬂ% g i%s and digital of business relationships, new. nonhuman and things
technologies operations analytics S as customers
ERP CRM EDI, Mobile, Sensors, Robotics,
Technologies CRM Web Bl, big data, 3D printing, smarter machines,
portals social smart machines automation
‘. Change of kind A\ Change of degree
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..715% of business will be digital
businesses or preparing to become
one. However, a survey showed that
only 22% of respondents defined

G a rt n e r themselves as already being a digital

business.

[ O ru tS | ge LS e Most organizations, or 41%, see

themselves as a digital marketing
business, and 22% of companies
remain Web businesses.
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Forrester’s “Digital Experience Platform” Arkitektur
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eorge Stephen - 1952
« Underholdning — Chickens

* Nordisk tilstedeveerelse — 1990

« Passion, fellesskap og "Hygge”
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N

Historien

| . |

D/DD 1990 — 200 griller

15 ar senere - 250.000 griller

Kokebgker- +500.000
78.000 Medlemmer

PR, design og digital utvikling
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Historien

EI/DID Utviklingen

Enkel a bruke

Enkel arktiektur

Data pa en plass

Bruke og dele data

"Community”, nettsted og ehandel i et

system
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Weber-ID

‘ Grill Academy ‘
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% : :
? Datainnsamling

Channels
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% : :
? Datainnsamling

% Business intelligence

A
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% : :
ii Datainnsamling

% Business intelligence

MS Dynamics
. . . b |
A Original arkitektur
AN Standard !
* integration! ’

N

Ecommerce Marketing

~¢¢ dynamicwes’



Et rammeverk til utvikling
av en digital strategi fra



Mit input til utvikling av en digital strategi

|dentifiser de Prioritér og Test, test og

digitale definér et av C- test. Ikke veer

mulighetene som . o
kan stgtte level eid redd for 3

bedriftens roadmap mislykkes og
overordnede sgrg for

strategi momentum
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Beyond the core

HARVARD BUSINESS SCHNOOL PRESS

BEYOND THE

EXPAND YOUR MARKET WITHOUT
ABANDONING YOUR ROOTS

A

\ 3 o / ;

BAIN & COMPANY, INC
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Rammeverk til strategisk utvikling

Egenskapen a veere sa
neer at du nesten rgrer

Growth opportunities should be examined
relative to a core business

Adjacenmes
Mldrange /
Adjacencles /

\‘—-—f—

Distant
Adjacencles s Duversmcatlon
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Kartlegg mulighetene

N

AN
) Rammeverk til strategisk utvikling
7

Backward

& Forward
Global integration

expansion ntegration

Sell capabiity

O(;&i Neerhets konseptet outside

New Value
Chain Steps New-to-world
needs

Distnbution New Channels New Businosses New
sudbsintutes

Indrect New
IN Y

modals

v Neaxt
L rosagmeniaion
ViiCrosagmeniaton generalion
of curréent segments :
New to
U e New world Support

]
npenetrate segments 2 SOMVIC2s

e
SOgMenis Complements
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Rammeverk til strategisk utvikling

Neerhets konseptet

Risiko

Q Utviklingsretninger

Diversification
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Digital

Enkel plattform

ransformasjon ppp

Integrert plattform

Kundeorientert
plattform

Datadrevet plattform

* Fokusert strategi

* Separate systemer
(Ingen integrasjoner)

* Manuelle prosesser

* Begrensede muligheter

» Stotte primeere
forretningsmal

* Optimere prosesser via
standard integrasjoner

* Prosesser definert i
henhold til kundens
behov

* Personalisering basert
pa primeere
kundesegmenter

* Optimalisering av
support og
kundeopplevelse

Kundeopplevelser
bestemt av data og
kundeadferd

* Sporing av kunder over
alle digitale kanaler -
bade online og offline

* 1.1 sanntid personlig
tilpasset innhold

° |loT
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A _ R Minimal viable product
NuEy Rammeverk til strategisk utvikling (MVP)

Neerhets konseptet

® 0 oo G~ »n e

Utviklingsretninger

O 3B o GEp

Fis
.
S
<
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Takk for meg!
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