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married, 3 kids

Let‘s combine digital strategy

with human experience
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WHY 

WE DO IT



COMMODITIZATION 

CHALLENGES 
DIFFERENTIATORS
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CUSTOMERS DESERVE 
RELEVANCE IN THE DAILY FLOOD 

OF INFORMATION



Liquid 
Expectations 

force you to 
anticipate needs
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THE PLATFORM PLAY:

CUSTOMER DATA IS 

CUSTOMER ACCESS 

- AND VICE VERSA
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WHO WE ARE 

AND WHAT WE DO



LUFTHANSA RESPONDS WITH A 



WHETHER YOU TRAVEL FOR BUSINESS OR
ADVENTURE: YOUR JOURNEY IS UNIQUE



YOU FIND YOURSELF IN SO MANY 

DIFFERENT SITUATIONS AND CONTEXTS



MONDAY 
DELAYED 
FLIGHT

THURSDAY
SERVICE 
APOLOGY

SOMEHOW THEY SEEM TO BE 
CONNECTED. BUT HOW?
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WE COMBINE 
CUSTOMER-CENTRIC THINKING AND 
DATA-DRIVEN DECISIONS 
TO MAKE YOUR JOURNEY SEAMLESS
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WHAT WE HAVE

ACHIEVED SO FAR
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THE DATA DRIVEN CUSTOMER JOURNEY
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HOW WE ACHIEVE THIS



Analytics has historically delivered ‚Insights‘ – into traditional, old school processes. 
For impact, ensure processes are redesigned with data-driven decisions in mind
- not based on the highest paid person‘s opinion.

hippo . noun
hip·po | \ ˈhi-(ˌ)pō \
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DATA IS THE NEW OIL.
WOW. 

BUT WHO HERE USES 
CRUDE OIL?
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A VALUE CHAIN APPROACH 
with value pools and pre-products

helps to scale effectively - in industry grade
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WHAT WE LEARNED ON 

CUSTOMER, CONTEXT 

AND DIGITAL COMPETITION



Like never before technology is 
meeting fundamental human needs.



R

Human Needs of Digital Users

Digital Usage Needs of Humans

HOW 
LONG
CAN 
YOU 

REALLY 
DISTINGUISH?



SOFTWARE VERSION 10.0

Entertainment, gaming, music,
and convenience features on board
Over the air



DOMINO‘S ANYWARE

The possibility to order pizza
from every device and choose your 
channel of choice
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WE FACE A NEW COMPETITIVE ARENA: 
DECOUPLING CONTENT AND MEDIUM
COMPETING FOR ATTENTION AND RELEVANCE
AND ULTIMATELY CUSTOMER ACCESS



B2B?
B2C?
OMG!
we call it:

BUSINESS TO HUMAN
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…AND ONE MORE 

FOR THE ROAD
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COMPANIES DESERVE DATA DRIVEN DECISIONS

DATA DESERVES ASSET TREATMENT

CUSTOMERS DESERVE RELEVANCE

DIGITAL DEMANDS FRESH VIEWS ON COMPETING



WE ACHIEVED A LOT -

BUT WE ARE NOT DONE YET


