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Transforming the customer experience
with real-time data orchestration
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Customer value optimized through
timely data-driven journeys

5TH STEP:
Turning occasional travelers into
repeat customers by rewarding
their preferences and behaviors

S

LOYALTY

4™ STEP:

Enrich customer experience through
automated real-time service
notifications that helps them

experience their pre and post flight with
ease
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CUSTOMER CENTRIC

15T STEP:
Acquire new passengers through smart
audiences, relevant content, and

oQo personalized digital experiences that
Eﬁjj inspire the desire to fly
ACQUISITION
( 2nd STEP:
CUSTOMER VALUE a8/ Turn intention into action with
MANAGEMENT CONVERSION personalized and seamless
purchase journeys, timely
messages, and clear offers
= i
&= 3RD STEP:
CUSTOMER BOOST : .
CARE ANCILLARY SALES |Ncrease ancillary revenue by giving

customers valuable recommendations
based on data, models and optimal
communication
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Transforming Data:

From Isolation to Actionability

volaris +

HOW WE LOOKED FOUR YEARS AGO WHAT WE NEEDED

Some digital data on user behavior Structured customer, sales and behavioral
data

Missing unified customer view : :
J Unify customer data to understand Volaris

, customers
Unconnected marketing channels

Connect marketing, sales and service teams

Large non-personalized marketing with a single data set
efforts

Personalize customer experience across the
Manual reports consuming many hours journey

Unable to cover real-time demands Speed time-to-value of customer analytics

Acting with real-time data
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HOWVO.LARIS GOT TO A CDP . VOIqriS -::l-
Question was When and Which CDP should be

integrated to make customer data actionable

OUR APPROACH: A MARKETING AND ANALYTICS-LED PROJECT

CUSTOMER DATA PLATFORM

Volaris CDP
CDP unifies governed data into real-

: : ol A
time customer profiles to enable oot CORE ENGINE Advertising
personalization ®

D l‘\'\\ Profiles / Al
. . Mobile : h - CRM / Insights
Volaris needed an agnostic platform R o g
that provided data unification, identity Siae
. . . . 88 2 s
resolution and real-time integrations Apps / o Apps
Audiences
Implemented before CRM to build a 8 s
Data Warehouses Customer
e strong data foundation for future i vas s

CU Sto m e r St rategy DATA SOURCES ACTIVATION CHANNELS
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Our current CDP content volaris =

and increasing their value through a personalized

and well-managed customer relationship POTENTIAL AREAS OF ACTION

Retargeting

T

N Attribution analysis
DIGITAL NAVIGATION TRANSACTIONAL
& CONSENT DATA DATA

Marketing spend optimization

. Recommendations
DP

Data Platf i

ata Platform Scoring model

Cross-sell and upsell

|DENTITY RESOLUTION Personalized engagement strategies

RULES SOCIAL MEDIA
Customer acquisition

Personalized customer service
Marketing campaigns automation
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We are now able to communicate .
as we never could in the past volaris +

through a customer-centric and well-structured data strategy

Navigation and sales structured

and historical data Unique customer
profiles with
1 preferences, digital ) L.
behavior, sales and On average we obtain double digits in
travel data
CUSTOMER DATA PLATFORM (CDP) incremental sales with analytics-fueled
use cases
>
CUSOITIED Marketing channels We are now able to measure and act on customer
segmentation to , )
: integration (CRM) churn and retention, personalize communications
cover business needs
and automate multichannel communications

Additional revenue

Experimentation and customer service

use cases
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Leveraging on data to personalize marketing,

| |
Ve | . | +
optimize customer value strategies, understand customer journeys, vo arls

Average Value

and target high-value segments

High 4 Top Customers
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Developing not only a data team, volaris =
but data-driven culture

CORE TEAM KEY COLLABORATIONS
| Data Engineering [ Marketing & Digital
| Advanced Analytics | customer Care
| Experimentation & Business | Decision makers

Analytics

Data will help you take the optimal path,; just be sure you
know where you want to go
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Looking Ahead: volaris =

Prepare to include Al in business decisions and interactions

O First steps into Al models and GenAl
solutions

e Build an Adaptive Data and Al Foundation
NEXT

STEPS e Use Predictive and Generative Al for
Improving customer experience

a Empower Decision-Making Across the
Organization

Data will help you take the optimal path; just be sure you
Know where you want to go
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Data-driven decisions + Business expertise = going from .
insight to impact VOI aris =

Takeaway: Prioritizing customer experience isn't a soft
investment — it's a strategic advantage

emm= KEY LESSONS e WHAT'S POSSIBLE

Create a unified and scalable data Every interaction becomes intelligent
ecosystem — every decision intentional

Align strategy around the
customer journey

Foster an empowering data- Personalizing journeys in real time
driven culture

Predicting needs before they arise

Creating loyalty born from genuine
Measure what truly matters understanding

Data provides the clarity to understand customer behavior, strategy
defines the vision to act on it, and people bring the creativity and
empathy to make it meaningful
% TEALIUM
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volaris =

L earn more at Tealium.com


https://tealium.com/

	Slide 1
	Slide 2
	Slide 3: Customer value optimized through timely data-driven journeys
	Slide 4: Transforming Data:  From Isolation to Actionability
	Slide 5
	Slide 6
	Slide 7: We are now able to communicate  as we never could in the past through a customer-centric and well-structured data strategy
	Slide 8: Leveraging on data to personalize marketing, optimize customer value strategies, understand customer journeys, and target high-value segments 
	Slide 9: Developing not only a data team, but data-driven culture
	Slide 10: Looking Ahead:
	Slide 11: Data-driven decisions + Business expertise = going from insight to impact
	Slide 12

