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FLOURISH AT A GLANCE

20+

years experience delivering
CRM & loyalty programmes

3

offices across
Dubal, Bristol and London

3 outof5

of the current Top 5 Global
Brands are our clients

16

active CRM
platform partnerships

70+

strong team of
CRM specialists

#1

Gold in 2025 DMA awards
for Best Use of Email



DELIVERING MUENMIARKET AND GLOBAL CRM PROGRAMS

N
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Customer Journey Development
Comms Development
& Deployment
Global: 40+ countries

Customer Journey Development
Data Journeys
Comms Development

Global: 42 countries

(no longer aclient)

@E Marks

Electrical

Journey Planning
Reporting & Insights
CommdDeployment

UK

N )

NISSAN

A

Customer Joumney Development
Data Journeys & Reporting
Comms Development & Deployment

GCC

cheqgup A

Customer Joumney Development Usé
Case Development ESH
Migration

UK

~N
SAMSUNG

Database Integration
Comms Development
CRM Management

UK | UAE | Australia
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ESP Migration
Data Unification
Pilot Strategy & Deployment
Comms Production & Deployment

Global: 20 countries

Campaign Deployment

ESP Migration
User Accessibility Testing

Global: 50+ countries

Google h

Customer Journey Audit
External Research
AMP for Email Concepts
Journey Optimisations
APAC

)
pai

Database RFM Modelling
Segmentation
Acquisition Strategy
Media Deployment

UK

Y



OUR SERVICES

For customers. For businesses.
CRM must feel seamless.

We bring together a range of
specialist services to enable global
brands to realise their CRM
ambitions, not just in theory, but in
the real world.

Each of our services stand on their
own, but they work even better
together. Each one feeds, informs
and strengthens the nexg powered
by an optimisatiodfirst approach
that drives continual and alwaymn
improvement.

Solution design

Delivery

Implementation

Creative

Planning

Y



CONNECTED SERVICES
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NISSAN

(

ENDTOEND., CRM

OWNERSHIP

Challenge:

G[ & R2¢y | ISy dz
journey within an industry
traditionally focused on driving _
uSaud RNAOYGS | O0NRC
Support ongoing database

engagement to unlock conversion
L2 uaSYyuAlt 2% [/ wad

NISSAN MIDDLE EAST



NISSAN:
OUR SCOPE

We have worked with Nissan in the Middle East since 2022. We also independently support
Nissan KSA and INFINITI Middle East. There is significant overlap with our approach with
Nissan, and the support Art Dubai are looking for in this RFP.

SFMC Data Object Optimisation SCV Roadmap Development
CRM Analytics Framework CRM + SCV Dashboard Development
= i
CRM DIS Reporting Enrichment of SCV with Sales Data y £
Heartbeat Program Rothut Lifecycle Program Development N & ;n“ =
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Launch Strategy & Development Ecommerce Program Framework \,‘ b e i1 N\
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WhatsApp Implementation WhatsApp Strategy & Rebut i
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NISSAN: =
MANAGING THE SALES ENGINE

(

2 SQWS RS g%oterdlO8sRPmMes hifecycle comms based on both tenure and behaviour.
This ensures automated communications exist from the point a Prospect enters the database,
all the way through to purchase and the eventual repurchase window as a Nissan Customer.

We also support key Brand and nameplate moments through strategic campaigns and tactical comms.

CUSTOMER JOURNEY LIFESTAGES

Consider Explore Finance Order Use Maintain Repurchase Advocate

Customer actively Customer is interested Customer attempts to identify Owners use ther vehicle angd A 2 a b )/ sex@ue

) . . . Customer orders enrich their overall mobility | F¥S0ida GKS O ?aN‘SiaQ%“i‘\E&be”g% éaﬁitotm?r only chooses Nisg
thinks about in purchasing a Nissan and and secure the best way of

. . rimary experience t and actively promotes it to

; X . h . . ) - ; . their vehicle experiences through satisfaction and future

purchasing a Nissan  weighs it against other options financing their vehicle consumer would recommend others
customisations conversions

LEAD NURTURE PROGRAM ONBOARDING PROGRAM SERVICE PROGRAM

TEST DRIVE PROGRAM CCS ACTIVATION REPURCHASE PROGRAM
WINBACK PROGRAM

HEARTBEAT PROGRAM

10
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NISSAN:
DEFINING ROLE OF CHANNEL

PRODUGFOCUSED

POSITIONING

7/~ \

NISSAN

A

We are currently in the
process of developing

WhatsApp as an outbound and

T

SOCIAL MEDIA

t NPOgARSa | OO0Saa
Saosx |

WR2gYy GAY

presentation
of brands and products
when audience is not
actively searching.

Extensive reach, rich media

A

WEB PUSH

ALykéli Socidl Melid iStifeGénaeQ
f ftratdt Anakiles dudie ce reach
outside of Owned channels, but
requires consent and, therefore, is

targeted more
at engaged parties.

Wide reach, no competition

Acts as an extension of Owned
channels by delivering longéorm

content to
opted-in and, thus,

interested parties, directly

to their devices.

Longform content,
hyperpersonal

WHATSAPP

As a new Marketing channel, the
audience is sensitive
to Brands invading a channel

inbound channel for INFINITI
KSA and NMEF.

The introduction of a Chatbot
isto translate simple
processes, such as Requesting
Test Drives
or Service Enquiries into

a simple, usefriendly
WhatsApp flow

PROPOSITIGRNOCUSED

SMS

This channel is often
used for Transactional and
Operational updates.

previously unexposed to marketing.
Use of this channel should be hyper The restriction on message lengt

personalised and offer value in

makes this the ideal channel for

streamlining a process or service for  instant updates and supporting

the audience.

Rich media,
direct reach

processes.

Instant delivery
and notification

Competitive, unsolicited

Limited formats,
requires consent

Requires opening,
can be missed

Sensitive channel,
easy to block

Limited length,
over-used channel
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NISSAN:

DEEP ALIGNMENT AGAINST KPIs

MARKETING
KPlIs

BRAND METRICS

i.e., Related to Behaviour / Attitudes

A Engagement (OR /CTO/CTR)
A Experience / Ownership satisfaction (NPS|/
CSAT)
A Qualitative feedback (i.e., Brand associations,
attributes etc.)

SALES PROCESS METRICS
i.e., Related to Lead Gen targets

A Qualified Lead Volume
(from CRM channel / channel activity)
A Qualified Lead Quality
(i.e., impact of CRM on Lead Score)
A Test Drive Conversion

ALIGNING KPIS TO THE JOURNEY

OVERALL BUSINESS KPIs

CONVERSION METRICS

i.e., Related to Sales Targets

A Direct Conversion (Last Touch)
A Contribution (Any Touch)
A Order Value (Upsell / Attach rates)
A Renewal / Upgrade
(Retention rates /Loyalty)

)

NISSAN

(

ALIGNING KPIS TO THE BUSINESS
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NISSAN:

MANIFESTING IN BEAUTIFUL CREATIVE

SOMEONE'S READY
FOR SUMMER

s the temperature rises, I's important to keep.
your vehicie n good working order Reguiar
servicing Improves performance and longevty. A
summer service wit pick up on any Issues and
make sure your AC and tyres are in tp
top condition

Y CH

NISSAN SERVICE?

WATCHTRALER B

WATCH THE EPIC TRUE STORY OF A TEENAGE
GAMER-TURNED-RACER

Jann Mardenborough was a regular teenage gamer with
dreams of becoming a pro racer. When he got the
chance to prove himself in GT Academy - a gaming
event organised by Nissan and Sony - he earned the
chance to race for real. This Is his story.

Explore the family cars built for more

Nissan ALTIMA and SUNNY offer everything you could ever
‘want from a family vehicle - and so much more. Innovative
safety features, entertainment and comfort in every seat, and
powerful efficiency all come as standard.

Commm ) (Commms )

90 YEARS OF

DEFYING ORDINARY

©ON 26 DEC 2023, WE MARK 90 YEARS OF
PASSION AND INNOVATION

Since 1933, our to defy y
pu: of As our 90th
y our aim today fast-to

¥ emotions and ives

DISCOVER MORE

THE CHALLENGES WE HAVE TAKEN ON OVER THE
YEARS HAVE CENTERED ON FOUR MAIN AREAS:

WHOLE FAMILY

TRAVEL TO CLASS,
IN FIRST CLASS

)

NISSAN

(

NISSAN

TAKE ON WINTER

TEST DRIVE THE ADVENTURE-READY X-TERRA
WP Exceptions refinament e and 3 gged xterir busk

0 harxde the slements the X TERRA s eady for your witer
‘a0vmntures Ave you ready for 3 newoumey?

ook, MO W15 0 10 0f 3 WA LG Lo e werd ik
youe reacy for g
s the powes you need o get heough any 03 Comfortabsy.
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Gold Winner 2025

NISSAN " y /

(

DMA GOLD

At the 2025 DMA Awards we
picked up one Gold (Email) and
two Bronzes (Launch +
Automotive) for our work on the
launch of the Nissan Patrol in
the Gulf.

We simultaneously launched the
All-New Nissan Patrol and
bAaal yeanm¢ré&esg S
platform, managing to sell the
C R M & DAT,‘D R IV E N car out in the preorder phase
through a mix of multchannel

MA R K ET I N G dynamic journeys.

NISSAN MIDDLE EAST

14
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NISSAN

INCORPORATING FLOURISH MAGIC ~ N N ”

THE CRNBLUEPRINT

INTENT CREATION

-

COMMS PERSONALISATION

- \a

CONTENLED FRAMEWORK

- \a

EMAIL EXCELLENCE

-

FAN ADVOCACY

CRM ELEVATION

INTENT CONVERSION

DYNAMIC MIEBOURNEY DECISIONING

DATALED ORCHESTRATION

CHANNEL NATIVE

IMMEDIATE COMMERCIAL PERFORMANCE



Gold Winner 2025 Bronze Winner 5 Bronze Winner 2025

MOVING BEYOND WORCDASS ASSETS N

As well as Email, channel _
activations included the use of @ Nissa Example of toolkit asset

SL: <Name>, this s the final part of our iconic new vehicle

WhatsApp PH: Uncov

NISSAN oo

)

il LTE 63
Name Surname Y NISSAN

FEEL THE

POWER

01:10:34:20

FEEL EVERY .
A\ A m\
oavs Hours mins seconos 7 »Y
Hi <Name>,

Hi <Name>, Brace yourself to feel the power
Our latest part is a masterpiece of engineering P SNAmas.
and performance. Explore every stunning
detail right now, and get ready for the fifth and A modern icon is taking shape. On 3rd September,
Join us on 3rd September for the live event on final part — coming 29th August

You've seen the beautifully crafted parts. Now, our
iconic new vehicle is so close you can almost feel it
it'll be revealed to the world and yours to pre-order.
YouTube, with your notifications turned on so you

Y ¥ et 4 ICONIC, REDEFINED But first, our fifth part is ready to explore. It's time to

don't miss the unveiling of a modern icon.
3 #DefyOrdinary uncover a new feeling of comfort

#DefyOrdinary

ICONIC, REDEFINED
#DefyOrdinary

FOLLOW US
Take a closer look




DM
/\ /-\ Awards o /-\ Awards \ /-\ Awards

NISSAN

PHASED CONTEXTUAL PLANNING ~ N N ”

We developed a across the core campaign phases that
responded to engagement to best prime, manage and convert audiences.

TEASER / PRE-ORDER
JULY AUGUST OCTOBER

17
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AWARD WINNING OUTCOMES

2 A 0 K b Acéndmerge(piatforsn
launching in parallel, we were able to drive ¢ () Name sumame
conversions in both the Pserder and
Launch phases

We sent exclusive prerder invites to the
WK203GSa0Q fSIRa oKAOK |
$3.75m of orders

CRM went on to contribute a further $9m in
direct and attributed sales through e

commerce and helped us pick up one Gold
and two Bronzes at the 2025 DMA Awards.

s to the All-New PATROL.

Total CRM campaign revenue:

in sales from CRM
campaign engagers

HHHHHHHH

:00

DM
/A Awards o /-\ Awards ; /-\ Awards

Gold Winner 2025

NNN



NNENATIVE LONGTAIL

ALL NEW.
ALL CONQUERING.

Hi <Name>, Introducing the
All-New Nissan Patrol -
bold, intelligent, and
unstoppable. Engineered to
conquer every terrain and
turn every journey into an
unforgettable experience.

COMMAND
THE CITY

From sleek design to
cutting-edge connectivity,
the Patrol redefines
everyday driving -
effortless, confident, and
always connected in
urban life

Explore now

CHOOSE YOUR LANE.
DEFINE YOUR DRIVE.

Select one of the options below

©)

F-ROAD

ITY

Hello <Name>,

Whether you're driven by adrenaline, born for adventure,
or made for the city streets - you deserve a vehicle ready
for the road ahead. Choose your lane and we'll do
the rest

)

NISSAN

(

f

Qv A

nissandxb Taking my sweet patrol car out onto the sand
dunes area for a cheeky ride

THE NEW PATROL GOES
WHERE OTHERS CAN'T

Hi <Name>, Introducing the All-New Nissan Patrol

- bold, intelligent, and unstoppable. Engineered to

conquer every terrain and turn every journey into
an unforgettable experience

Sockatest drive

NISSAN PATROL

Awards Awards Awards

Bronze Winne 5 Bronze Winner 2025

14:51 © ®4858%

¢ @ Nissan Middle East
Thanks forthat ofs

Just a heads-up: At certain points during this
chat, we may ask for some personal details
like your name, contact number, or booking
preferences. This helps us ensure our team can
follow up with you on any requests you make.

Your information will be kept secure and shared
only with the relevant team @.

Nissan Data Privacy - Trust in
Transparency | Nissan Dubai

urance of privac.

Please note that by sharing your
details, you agree to our Nissan
Privacy Policy: http: i
-dubai.com/privacy.html

Click OK to proceed.

Nissan Middle East
Click OK to proceed.

OK 1451 W/

Quick tip: If you want to go back to the main
menu, just type * @&

So, what do you need a hand with today, Hello?
14:51

Select an option:

lect an option

(® Message 0D @ o




CREATIVE INNOVATION WITH AMP FOR EMAIL

Given the ecommerce focus of the Google Store team, we
sought to increase familiarity before consumers landed on
the online store by mirroring

the UX and functionality of the Store website.

. @ YAYAOIAY3I WK20aLIRdQ IyR
were able to reduce the height of the Emails and encourage
clicks to improve active interaction,

as opposed to passive scrolling.

With the configurator AMP development, we were also able _ _
uz Ftt2¢g dza SNR u2 -9FfFdzAtt €Q d LR W

F dz

generate dynamic URLs, which placed that specific SKU in Findwyour
basket when the final CTA button fect tch
was clicked. perfec’ mate

Tap + to explore more

Choose a color

Wi 2GaLRGaQ S
to hover over buttons
within the Emaiil to reveal
a further layer of content

20 & 100% of Pixel, Nest an
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OPERATING PRINCIPLES

We prioritise technical efficiencies to protect
budget allocated against specialist CRM teams and
individuals.

We do not believe that people should be the first A
Yal ONAFTAOSQ 2NJ O2YLINRYAAS Ay

Instead, we focus on delivering operational and
budget efficiency through tooling, automation and
templatisation

This allows us to complete awavdnning work at
scale within a pragmatic pricing model, as well as
allowing us to move significantly quicker than
other agencies.

SAMSUNG

Video of bespoke Samsung Email Design System available on request
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BUSINESS CASE TO FUL

CRM IMPLEMENTATION
AND MANAGEMENT

Challenge:

G2 S CR® Sentral to growth:
expanding and enriching their
database, improving targeting
across channels, and
strengthening reporting,
requiring the right technology
foundation to support it.

At the same time, Their most
critical customer communication
Is the Booking Confirmation
Email, containing digital tickets
and essential travel details, it
must be delivered flawlessly,
SOSNE 0(AYS®E

BIG BUS TOURS



BIG BUS TOURS: BUS
CRM PLATFORM SELECTION

BBT saw CRBb a 'heracomponent’ of their ambition to grow
customer volume and value.

They knew that through CRM they could connect with every
passenger, increase their interaction and drive greater conversion. To

this end they needed to:
Grow the customer database

Increase the richness and accessibility of their available data for
usage in comms

Enhance the quality, targeting and relevancy of their

T
FIH

communicationg Email, Push Notification and-app messaging ~ p "‘ s 4 -t ey — ; wa 1L B

Improve reporting against more robust KPIs

With these objectives in mind, our first task was to manage a vendor
selection process to identify the right technology solution.




BIG BUS TOURS: BIG
ARCHITECTURAL DEVELOPMENT BUS

USER
EXPERIENCE

%)
flour|5h Technical Campaign Management )/ Account Management / Creative Services _-

Booking Emails Support Chat
Emails Convelrsatjons

CONTACT Alignment of Social Media Payment Confirmation
SYSTEM m Qengage customer data / Interactions Emails Freshdesk Chat

creation of primary I
customer records Support Chat
Calls Conversations

Booking Information Booking Mgmt. Emails

Customer Engagement Platform

DATA

Social Media Support Hub

SOURCES Magento Ventrata

Web Content

Bookings



BIG
BIG BUS TOURS: BUS

STRATEGIC DEVELOPMENT

MANAGING THE CUSTOMER LIFECYCLE
At Home

The plan for CRM was to link four stages of the Customer Lifecycle AData capture / enrichment In City
¢ At Home; In City, Tour Booked; On the Day / Rdsiur. AWelcome & Educate

ARespond to buying intent

. - . AVY! t gl ea 2y Q L
Each stage provides a specific opportunity to encourage A Campaign Marketing

consideration, drive conversion and maintain brand awareness A Loyalty / Gamification
and Saliency. A Referral

A Local offline awareness
drivers primarily aimed
at existing customers using
Geolocation and Social Media

At each stage, we planned to enhance existing CRM programmes
and develop new ones to augment the Customer Experience,

primarily through Email and Push. On the Day / PosfTour
. . . A Tour maximisation (utilising Tour Booked
Using these core channels, we sought to integrate multiple Geolocation / Proximity markers) A Purchase Joumey (integration into
touchpoints to deliver upon the core CRM promdsthe right ABxtensions / Crossel Booking Management processes)
. . . AUGC / Sharing A Digital Ticketing
message, th rOUgh the ”ght channel at the rg ht time. A Data capture / enrichment A Pretour Programme (ltinerary planning

(via Onboard Wi sign up) incl. Crosssell)
A Feedback

*Since these two stages are closely aligned, for the purposes of this document they have consolidated into one stage



BIG
BIG BUS TOURS: BUS

LIFECYCLE PROGRAMME ROADMAP

Tour Booked

Pre-Tour

At Home At Home

- ——————

N
PURCHASE
JOURNEY J

- —— —

Optin/
Web S'gnup

Pop-up / Lightbox
(Time triggered)

Comms programmes / activity to support:

Proximity . R Digital
e e il Aketts UGC / Sharing Passport
purcriase | (ST [
JOURNEY 7 Sigrup Ticket
mm—————— N Crosssell In Life
Campaign Marketing To Database

App Opt—in/
(Push)

to Channel / Comms

Booking Itinerary

X Abandon Management ;
Geolocation Basket (incl. Upsell/ Planning Extend

Crosssel) Tool
Tour Your
Loyalty Prog Own City

Em a.ll Nursery Confirm Optin/ Pretour . Posttour
Prog. Booking Signup Prog. Feedback
In Life
Campaign Marketing To Database
——————————
Mechanism to PURCHASE \ Onboard
Ofﬂ | n e Social QR code explore Wi-fi

city JOURNEY ,I Signup

- — — —— —




First stop. Adwenture!

BIG BUS TOURS:
PROGRAMME DELIVERY

CREATIVE DEVELOPMENT

[AYOS 6S 4SNBE | LIRAYGSREI 6SQOS _ .
process of supporting tactical campaigns and implementing OR: 84.92%
operational / BAU programmes as new data attributes become CTR: 4.33%

available.

Q3 2025 PERFORMANCE: : | d fo
SEE THE CITY LIKE A
LOCAL

1.38m 26%

Average Email CTR Hi <Name>,

Industry standard is-8%

54.5% 659k 4.8%

Emails Sent

This summer, don't waste luggage space on guidebooks. A
Big Bus Tour has everything mapped out for you. Just hop
on for views of must-see sights and hop off for hidden
gems loved by locals.

PLAN YOUR TOUR

Avg. Open Rate Average Push CTR

Industry standard is 20% Push Notifications sent Industry standard is-8%

POSTBOX



BIG BUS TOURS:

CREATIVE

81013

WELCOME
ABOARD

Mithere,

O1SCOVEN MORE

THETOWEACH LONDSW  TOWEABAIROE % PAAS CATHEORAL

Great value for money

tan Watt

BIGD
BUSL
HOP-ON DISCOVER HOP-OFF EXPLORE

® 060 ¢

[T8) N asiid

NEXT STOP
<NAME>?

Hi <Name>,

Where Next?

BIG|
14B)
HOP-ON DISCOVER HOP-OFF EXPLORE

® 00 ¢

i B Fiest stop Adoemtire!

Tickat Confirmation
Your Berlin adventure
starts here

Hi <Name>,

YOUR ADVENTURE

STARTS HERE

Hi <Name>,

Your itinerary

YOU WAIT FOR A BENEFIT...
AND 4 COME ALONG AT ONCE

Explore Citles

ey =

HOP-ON DISCOVER HOP-OFF EXPLORE
HOP-ON DISCOVER HOP-OFF EXPLORE
® 060 ¢

First stop. Adventure!

LET'S GO!

Save <£XX> on your next booking

Hi <Name>,

SAVE <£XX> ON YOUR NEXT
BOOKING WITH CODE

XX0OC 00K XXX XXXX

Unlock Now

BIG

+ TOURS +

HOP-ON DISCOVER HOP-OFF EXPLORE

® 6 0 ¢

© 2004 Big Bus Tours Ltd. Al rights reserved.
Privacy Policy | Cookie Poticy | Terms & Conditions
11 you 10 longer wish to receive emails from us, please unsubscribe



29

» rPLAION

BRAZE CONSULTANCY
AND OPERATONS

Challenge:

2SS GSNBYy Qi KI LILX
existing CRM support. Our
 dZRASY OS RARY QU |
personalized experience.

Flourish helped us create

engaging, beautifully designed
customer journeys that take a

more personalised approach,
converting norplayers into

L F @SNARX YR LI I

PLAION



PLAION:
JOURNEYS GUIDED BGANE INTERACTIONS

PLAION are a leading developer and distributor of games and
entertainment products.

Flourish provides Braze support across:

ALYLESYSYyUlrGA2y O2yadzZ GFyoe yR 2@S
migration into Braze

A Identification and prioritisation of CRM usases that
leverage gameplay and behavioural data

A Development and deployment of automated lifecycle
campaigns driven by igame activity

Kin.,.. ... ome
Deliverance

9o 100100

T>

Creative design and build of modular, personalised email templates

100100 10010

o

Campaign reporting, KPI monitoring and continuous enhancement of
player engagement
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