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Leo MrsicLeo Mrsic

• Lantea Group CEO (1000+ employees)
– largest regional (Croatia, Slovenia, Bosnia, Serbia) g g ( , , , )
textile retail company (170+ stores)

• M Sc in data mining• M.Sc. in data mining

• co‐author of two                                                  
books in data mining                                                     
(in Croatian)( )



Tibor CuturiloTibor Cuturilo

• Tekstilpromet CIO (300+ employees)
– largest regional (Croatia, Slovenia, Bosnia, Serbia) g g ( , , , )
textile wholesale 

• experience in business system development• experience in business system development 
and implementation
– largest regional textile wholesale 



PresentationPresentation

• Introduction (Leo Mrsic)
– loyalty programs (history, development)y y p g ( y, p )

– Lantea Group ideas

L t G P i Cl b (Tib C t il )• Lantea Group PremiumClub (Tibor Cuturilo)
– technical aspect

– real life experience

• Conclusion• Conclusion
– Q&A



Customer loyaltyCustomer loyalty



Can you see a problem?Can you see a problem?



Loyalty = wisdomLoyalty = wisdom
• loyalty after loyaltyloyalty after loyalty

– awarness about personal data

• bull weight case study
– individual errors were bigger than results averagegg g

• lost submarine case study
diff t di i li t i i– different discipline experts give very precise 
average location

source: James Suroviwecki “Wisdom of masses”



Customer loyalty networkCustomer loyalty network
expected             unexpected

• how customer 
expectation affect 
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Loyalty <> profitLoyalty <> profit

• "As a customer's relationship with the 
company lengthens, profits rise. And not just p y g p j
by a little. Companies can boost profits by 
almost 100 percent by retaining just 5 percentalmost 100 percent by retaining just 5 percent 
more of their customers“ (F.P.Reichheld)



HistoryHistory

• originally started in Germany in 1950s linked 
with govermental price restrictions in some g p
industries
– 1950 S&H Green Stamps give away shopping– 1950 S&H Green Stamps give away shopping 
stamps in vegetables and fuel stores with 
possibility for trading stamps for goodspossibility for trading stamps for goods

• first modern loyalty program was launched in 
1981 by American Airlines
– soon after it has been copied by many p y y



Loyalty program advicesLoyalty program ‐ advices

• be clear in defining value added by your 
program and communicate that value to p g
customers

• use collected data for customized offers which• use collected data for customized offers which 
can show you as a different competitor and 

b h hl bcan be highly accepted by customers

• be prepared to support project to the endbe prepared to support project to the end 
(with careful adoptions to project only if 
neccessery)neccessery)



Customer loyalty circleCustomer loyalty circle



PremiumClubPremiumClub

• way to communicate to all customers in wide 
companyp y

• way to reward loyal customers

ll d b d h i• way to collect data about customers and their 
shopping behavior

• way to promote modern, technology oriented 
company values as service to customerscompany values as service to customers



PremiumClubPremiumClub

• in touch with techology even in most 
complicatd (textile) retailp ( )
– customer needs to see and feel clothes

• in touch with urban way of life• in touch with urban way of life
– minimum boundaries

– flexibility in signing in

– flexibility in accumulation of pointsflexibility in accumulation of points

– flexibility in usage of points



PremiumClubPremiumClub

• additional member benefits
– on demand reward programs (seasonal)p g ( )

• status symbol
i l b b hi– unique club membership



Lantea Group: PremiumClub :)Lantea Group: PremiumClub :)

• “Lantea Group PremiumClub: club that fits 
you perfectly”y p y



System in brief

identification

application message

store data

database



System in briefSystem in brief

picture: Lamaro



Solution technical detailsSolution technical details

• GSM gateway

• mathematical model for coding and code supervision

• system for receiving, first level analysis and data storage

• system for second level analysis, confirmation and data 
storage

• system for third level data analysis and unique code

• error report system

• system for supervision and points usage

• analyst report warehouse with all kind of reports



Solution partnersSolution ‐ partners



ProcesProces

• Registration
• Accumulation of pointsAccumulation of points
• Points usage 
• System supervision 



RegistrationRegistration

picture: Lamaro



Accumulation of pointsAccumulation of points

• Point of sale (POS) – code generation 
• Sending code through SMSSending code through SMS
• Analysis and storage center
• Confirmation and notification



POS code generationPOS code generation

• Unique identifier of the POS receipt
• String lengthString length
• 36 character code, later modified
• 4 character sets, control character, total of 

13 characters3 c a acte s



SMS sendingSMS sending

• Sending to GSM providers
• Forwarding to call centerForwarding to call center 



Call center - registaration and 
processing

• Formal validity
• Initial confirmationInitial confirmation
• Forwarding to central system for final 

h kcheck
• Update of pointsUpdate o po ts



Final control central systemFinal control – central system

• Formal validity
• Content validityContent validity
• Final confirmation



Accumulation of pointsAccumulation of points

picture: Lamaro



Accumulation of pointsAccumulation of points

• Club membership confirmation

• Receipt code and confirmation message• Receipt, code and confirmation message



Points usage (redemption)Points usage (redemption)

• POS – cashier initiate process

• Call centar – sending PIN code to confirmationCall centar  sending PIN code to confirmation 
center and waiting for activation code

POS hi i i d i POS• POS – cashier enters activation code in POS

• Server – transaction details storageg



Points usagePoints usage

picture: Lamaro



System supervisionSystem supervision

• Formal supervision – code structure, special 
signs (0,o,8,g,L,1)g ( g )

• Content supervision
i d t f SMS t t l d t i t– comparing data from SMS to actual data in system

– fraud analysis (heavy or abnormal usage)

– other 



System scrennshotsSystem scrennshots

• Python enviroment

• PL/SQL enviromentPL/SQL enviroment

• Oracle Discoverer / OBI EE Reporting



ASCII data collectionASCII data collection



Python sourcePython source



Python sourcePython source



Oracle Discoverer 10gOracle Discoverer 10g



ReportsReports



ReportsReports



Experience further referenceExperience, further reference

• code structure problem (14 digits)

• time segmentation (15 days from date oftime segmentation (15 days from date of 
purchase)

“ i i ” i i• “points on points” situation

• fraud analysisy

• technological reorganisation (problems with 
t d t it )two or more data sites)

• personalisation



ConclusionConclusion

• commercial value

• technologytechnology 
– aiming for simple architecture

li– partner support quality



Thank you!Thank you!

• leo.mrsic@lantea grupa.hr

• tibor.cuturilo@tekstilpromet.hrtibor.cuturilo@tekstilpromet.hr

• www lanteagrupa hrwww.lanteagrupa.hr

• www.tekstilpromet.hr



Q&AQ&A

• Discussion


