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This case study was used extensively on an MBA 
course at ESSEC Business School, France to provide 
a practical example of digital CRM. 



ERASMUS-
FUNDED 
STUDY OF 
SME DIGITAL 
MARKETING

This project studied SME digital marketing practice in the UK, 
Denmark and Portugal and has provided a series of insights 
and guidelines for SMEs seeking to transform their digital 
marketing.  A survey of SMEs across the three countries which 
obtained 550 responses confirmed that while SMEs were 
aware of the digital marketing imperative there was a mixed 
picture in terms of their ability to not only adopt but crucially 
to integrate the technology in the marketing of their business. 
To explore the topic in more depth, in depth interviews were 
undertaken in each country to provide a more nuanced 
perspective. This case study is based on one of the interviews 
undertaken in Bournemouth in the UK with Urban Guild.  The 
study highlights best practice and signposts other SMEs to 
some of key check points as they embark on their digital 
marketing transformation journey.



KEY 
TAKEAWAYS 
FROM THE 
CASE STUDY

• Start any digital marketing transformation with a clear customer 
value proposition – this is paramount regardless of the technology

• A loyalty club or scheme as part of a wider customer relationship 
marketing plan is a great way to leverage your loyal customers

• Engaging your customers online generates a wealth of data which 
can be used to personalize and differentiate the experience

• It is important to engage the customer across a range of touch 
points before, during and after the experience

• Customer journey mapping and buyer personas are useful 
techniques for generating additional customer insight

• Test, test, test is the mantra - use the technology to test your digital 
marketing and improve on an iterative basis

• Start the technology integration journey by exploring how different 
applications can integrate with each other
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Points accrued 
and redeemed

Geographic

Recency / 
frequency of visit

Vouchers /
offers purchased & 

used

Marketing 
preferences

Birthday / 
Anniversary

Demographic

Food bill
- £
- order details
- party size

Bookings:
- hotel
- table

Customer data

A key objective of the Hug Club loyalty scheme is to leverage what we know about our customers to increase visit 
frequency. Spend points at quieter times, drives footfall. Ultimately, combine different data into a Single Customer View.



UNDERSTANDING THE 
VALUE PROPOSITION



Value proposition - Brand level; critical to understand what our brand stands for



Value proposition - Brand level



Value proposition - Brand level; understanding our values



Value Proposition - customer profile; using the Value Proposition Canvas (www.strategyzer.com) 
identify customer’s jobs, pains and gains

http://www.strategyzer.com/


Promise:
Hugs for all. We’ll go the extra mile to make you feel hugged in return for your loyalty.

How it works:
Points for every £ spent. Exclusive offers. Access to a community of 3,500 like-minded huggers. 
3 subscription offers to suit how often you visit and with increasing reward value.

Who is it specifically designed for?
Most frequent visitors and customers who want to ‘buy in’ to the brand personality. Customers 
like Jenny. Visit twice a month or more.

How can it be purchased?
Speak to the team in venue or subscribe online. 3 tier options Little Hug / Big Hug / Bear Hug, 
£10/yr, £9.99/month or £29.99/month respectively.

Value proposition - Hug Club



The wine dream. We know who our best cabernet sauvignon drinkers are and when testing the new wine 
menus, we send them a box of six to try. Insight drives value, encourages loyalty and stickiness.



CUSTOMER 
DATA AND 
INSIGHT-
DRIVEN 
MARKETING



Capture customer data at all parts of the customer journey and start to build a picture of motivation and 
reason for visit. Sometimes a walk-in when passing, e.g. Urban Reef dog walker or cyclist. But mostly a 
considered purchase - especially for the higher value Hotel room booking.



Urban Guild – Identifying audience types - We brainstormed all the different reasons 
customers visit and then grouped those into categories



Urban Guild - lead persona; personas are a great way to build empathy with our customers and move 
beyond generic segmentation



Customer Service Pathway - planned visit; Actions that customers take before, during and 
after their visit

BEFORE

Search ‘beach restaurant in Bournemouth’

Click on Urban Reef from SERPs

Arrive at Homepage

Click on menus

Click on location

Visit TripAdvisor - search reviews

Visit Facebook page

Make a booking

Receive confirmation

Text reminder

Email signup - check for offers

DURING

Arrive at venue - greeted by host

Seated at table, water & menus 
given

Atmosphere and buzz

Food & drink choices

Speed of service

Quality of meal

Friendliness of server

Speed of bill & payment

Hug Club sign up?

Cleanliness of toilets

AFTER

Booking engine - follow up email & 
review request

Google review request

Facebook review / photos loaded

TripAdvisor review

Customer service contact, praise or 
complaint

Hug Club welcome series (if applicable)

Points added / subtracted from Hug 
Club account

Voucher processed (if applicable)



Sources of customer data - Martech stack
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Single 
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Sources of customer data - Martech stack

WEBSITE

TABLE BOOKING

ROOM BOOKING
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MARKETING
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Single - ish 
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Hug-O

Mailchimp

With some manual 
intervention / 3rd party 
API connectors -
Zapier / IFTTT & regular 
API links



MEASUREMENT IS 
CRITICAL



Measurement & Metrics - hard and soft to evaluate impact of loyalty club

HARD METRICS

Visit frequency / recency

Spend per head

Loyalty points

Review score / sentiment analysis

Search & website stats

Funnel analysis

Social media engagement

Loyalty scheme retention rates

SOFT METRICS - more 
human

Face to face or email feedback

Word of mouth / 
recommendation

Review content - key emerging 
themes

Naming staff in comments

Atmosphere in venue

Happiness of staff



Funnel conversion rates – Google Analytics



Top converting traffic sources – Google Analytics



Campaign metrics - e.g. Facebook



CUSTOMER 
EXPERIENCE 
JOURNEY 
MAPPING



Customer Journey Analysis - insight

Insight comes from layering customer data from different sources.

Usually involves Excel spreadsheets

Examples include:- home location of hotel guests, WiFi login in-venue, 
email newsletter sign-up source.

Facebook Pixel data becomes useful when you create lookalike audience 
groups.



Customer Journey - Hug Club on-boarding

In venue Take payment

Hug-O
Record

Slack 
notice

Hug card 
number 
email

Mail out 
welcome 
pack

MailChimp
record 
created

Welcome 
email with 
drink offer

Data 
complete?

Y

N

Complete 
profile 
email

Add Cust. 
to Hug-O

Complete 
profile M/C 
form

Welcome 
email with 
drink offer



Customer Journey - Hug Club on-boarding

Online Stripe 
payment

Hug-O
Record

Slack 
notice

Hug card 
number 
email

Mail out 
welcome 
pack

MailChimp
record 
created

Welcome 
email with 
drink offer



Hug Club on-boarding & welcome email series



MailChimp automations based on workflow



MailChimp automations based on workflow



USEFUL 
RESOURCES

• Developing a value proposition canvas: www.strategyzer.com

• Customer experience journey mapping: www.smaply.com

• Understanding service design thinking: https://boagworld.com/

• Tracking website conversions: https://datastudio.google.com/

• Buyer personas: www.hubspot.com/resources/buyer-personas

http://www.strategyzer.com/
http://www.smaply.com/
https://boagworld.com/
https://datastudio.google.com/
http://www.hubspot.com/resources/buyer-personas

