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Who’s FINN?

Sok etter BMW, brudekjole eller FINN-kode Q
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Sales in FINN

We sell FINN and Schibsted’s
B2B Advertising and
Classifieds products to the
corporate market in all of

Norway.

Sales Insights

(Data Driven Sales)




FINN is the biggest Norwegian digital Marketplace in many areas ..

#1 Real estate

#1 Used cars

General merchandise

2

#1 Job-position Classifieds




The journey - one year from inception to go-live with Customer
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Ambition: Upgrade sales and marketing process,
the foundation for marketing automation —

Zoran (Norse mythology god of Speed):
Get Marketing and Sales up to speed

3 . A \
Active contacts . w 4/ ’

+90% Click Through Rate (CTR)

-60% Hard Bounce A

Source Zoran


https://confluence.schibsted.io/display/PPS/Zoran+-+Customer+Insight




Real estate company: AKTIV

Marketing and Sales

efforts to this company

e REAL ESTATE
e RECRUITMENT
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To summarize... this is what we aimed to solve implementing ClI ..

Everything
company-centered

Data quality

We need to act on customers instead of
companies and segment them based on their

transactional and behavioural data

Customer data is spread across different

systems and there’s no customer overview

Only 15% of our contacts are in CRM and they
don’t get updated

Segmentation on
contact level

Customer 360 view

Consolidate data
sources






From isolated activities to a holistic Customer Journey focus
delivered by the integration of sales, marketing and product -

Attract, convert, and retain customers

Personalize customer journey

F
“ Microsoft H]/B
. Dynamics - Il and
. ross-sell an
Segmentation Measure
upsell
results!

Gain a 360° view of customers
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Communicating technology to business is not always easy

Zoran - Scope Creep: Ukens bolig

Expectation

y

We were
$ implementing Cl...
‘ AAN Integrations like

these were
Segment Customized Purchase waaaay out of
identifying email bringing  integrated scope f‘_"’ the
people with all Cl data to the first delivery \ /
under- about the system
performing classified
ads

.'Q: Ukens bolig is a product that places your real estate ad on the top of the result list during the next 7 days. Read more here



https://hjelpesenter.finn.no/hc/no/articles/115004448289-Hva-er-ukens-bolig-

More relevant newsletter, contacting s of our real estate contacts
in CRM based on our new segmentation

Zoran - Improving Newsletter’s results (delivered after 4 weeks of project)

2100 1200
contacts
contacts to act on
Relevance: +60%
ol R SN o l:
contacts LN Open rate: +5,6%
Contapts Same real (?all t.o Click through rate: +81,5%
Old CRM w/active estate Action links
A"Sree%ﬁ":;;te classifieds newsletter to articles .
contacts the last year Hard Bounce: -95,8%
~ 900
¥ contacts

missing in CRM

.'Q: We realized that we were missing many contacts in CRM



Cl’s data

Zoran - Selling new products
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We’ve increased our relevance creating contacts in CRM based on &

70% of the activated
500 randomly 0,8% Contacts Same email w/ 8,6% leads created by Cl
chosen CRM- activated from small button activated
contacts get leads for companies connecting to leads for Click through rate
Email w/ button agents to with active sales agents to (CTR): +1000%
connecting to contact classifieds contact ' .
sales From 0.8% to 8.65%
O 40%
s contacts
(No CI contacts) created by CI
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After 2 weeks we used CIl to send a newsletter based on

DWH data

CRM

Customer Insight

Marketing

CRM

Quick and dirty: Native connectors, duplication of data, not scalable when changing data sources, etc

Test and provide business value fast -> LEARN



Our architecture isolates ETL from CIl to make it scalable for future ..
implementations and changes in sources

n "

Analysts/ Marketers/
Segmentation sellers

i i Alteryx
| (@ | (ETL)

CRM/ Marketing

() Miaosft J

ata

We’ve learned that the risk is in the unification.
Cl is flexible with Transactional data (the expensive one to move around).

Source


https://confluence.schibsted.io/display/PPS/Technical+Documentation

Isolate the data for unification to keep it flexible .-
Ingest transactional data using Power Query (cheaper and easier)
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https://confluence.schibsted.io/display/PPS/Technical+Documentation




We’ve established the baseline that we can use to scale up sales ..
and marketing with automation

Q4 2021 and beyond: Scalability and sales automation

Integrate with our PowerApps solution to create a more efficient sales process

Increase our marketing automation efforts across more digital channels

Improve our 360 customer view - continuous improvement of our data quality







Our learnings ..

* Understand your business! Where can we create most value? Then focus on the platform.
* Agile vs Waterfall: Handle uncertainty better

* Clis a new product -> Marry Microsoft (weekly syncs and direct line to tech resources)

* Scalability: Isolate the ETL for unification-data from Cl (Power Query for transactional data)
* B2B: Model on a contact level

* Empowering Marketing requires the right competencies to take over.
« Take into account culture change regarding segmentation, and design processes accordingly

* CIl + CRM: Educate your organization to understand this synergy and come up with use-cases






