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ENTERPRISE

CAMPAIGN-DRIVEM

Enterprise-Initiated,

Marketing-Driven q BRAN DS

EVENT-DRMEN

Customer-Triggerad

Product as Service

Leveraging Inbound
Requests in Real Time

Customer-Initiated

Relationship-Driven

CUSTOMER

“Intrusive”

1% 5%
Response

"Convenlent™
5% 1o 25%
Response

“Appropriate”

10% to 50%
Response
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Products

Assembly
-Push
» Mass production

Markets

-PMC’s
«Segmentation
» Branding
-Mass media

Customers

«Servicing
» Database mkg
» Push communication

Social

« Realtime
«Wisdom of crowds
Web 3.0

Networks

-Alliances

- Integrations
« Dialogue
-Web 2.0

Interaction

-CRM
-EDM
-1:1
-WEB 1.0

N4




A brand

B brand

C brand

Private label

Superbrands

‘Just another
brand’
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Q: “1 buy the brand | want most”
March 2010 vs. March 2009 vs. March 2008

Total U.S.
Source: comScore ARS
Category Segment Mar-08 | Mar-09 | Mar-10 | Net Shift
Mar-10 vs.
Mar-08
Health & Beauty Toothpaste B7% B54%
i WMouth rinse e1%  [s0%
Shampoo : 65% 4%
oTC Cough/Cold/Allergy | 58% | 59%
Apparel Jeans - |54% [ 40%
Food Soup |56% | 51%
Pasta sauce |53% | 48%
”Frui-t-ju:ce_ . 'E] ‘{-;- -".-1-_”:1
Household Laundry detergent . 57% | 50%
Products Facial tissue 43% | 40%
FPaper towels ! 36% | 34%

Housewares Small Appliances 45% 38%
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To crash with a Volvo
is extremely safe.

If you're sitting in a Saab.

Saab -5, Swede's sabest car. In real M.
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orientation

communicate the offer

new needs purchase/install

new propositions transaction management

problem solving

help/service
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propositions

orientation

communicate the offe

purchase/install

transaction management

problem solving

help/service

new needs

new propositions
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needs orientation purchase/install problem solving new needs
A A A A

A

A
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propositions

communicate the offer

transaction management

help/service

new propositions
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TV/Radio

orientation

purchase/install

problem solving

new needs

A

Print

Mail

Retail/FTF

Call Center

Website

E-mail

l

l

l

l

\ 4

propositions

communicate the offer

transaction management

help/service

new propositions
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recommend continue grow
price performance image
touchpoints touchpoints touchpoints touchpoints touchpoints
—

orientation surchase/install problem solving

Channel a ‘ ><‘ ‘ \ ‘ /

Channel z \
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propositions

communicate the offer

transaction management

help/service

new propositions
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Product

Prijs

Distributie

Managing
product
lifecycle

Promotie

Netwerk,
community

Media en
kanalen

Managing
customer
lifecycle
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Product Operational

leadership excellence

Customer

intimacy




Service Social

leadership impact

Customer

experience
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: service economy
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Een trouwe klant

daar kum je op reken, is oem aa nhev r|i:|g ViHIE MAEUWE
klanten, die el je vaker, daar doe jo extra je best vaor,

dasr sta fe alvijd voor klsar, die koesior je.

verdient meer.

Fakelijk Optimaal. Hoe langer klant, hoe meer korting.

Pampers heeft schijt aan nieuwe klanten

René Hendriks
Categorie: CRM

Hoe zoek ik contact met mijn klant? Wat is een nieuswe Kiant
waard? Hoe zorgen we dat de dialoog met de klant op gang hisft?
Irwvesteer K in marktontwikkeling? of loyaliteit? Allemaal vwagen
die de ‘hedendaagse marketeer' zich continue afvraagt. En de
antwoorden..?

Deze vindt hij in intelligente dure, dikke rapporten. Zullen we eens
Kijken hoe de hedendaagse merken reageren als een kKlant zeff
comact opneemt?

Een collega is netvader geworden en dus sturen we naar de marketingafdelingen van
Zwitsal, Mutricia en Pampers een geboortekaartie. Immers, als je de viuchibare branche van
babybenodigdneden wil onderzoeken, mogen deze drie babygiganten niet ontbreken
Matuurlijk schrijven we op de kaartjes “Gefeliciteerd met jullie niewwe klantie™ om de drempel
op een reacte te verlagen,

Het gaat hier om een consument die overduidelijk contact zoekt met zijn merk. Een simpele,
serieuze reactie vanuil het merk staat garani voor een levenslange binding. Mou ja ...in ieder
geval voor de eerste 3 jaar -).
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Interactive

Anticipative

Singular

TIME>

Repetitive
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Fredictabllity

[nteractive

Increased claims

Change of address

More staff (large company)
Switching behaviour
Certain questions about

Anticipative

Political developments in respect of
legislation, deregulation or "open
borders™

Social and financial developments
Population growth and

Warranty period

Birthday
Purchase date of car

g products and services composition
- e New beneficiary on policy Ageing
(birth) Economic or political developments
e Visit to showroom or workshop |  Changes of behaviour/lifestyle
Damage
Mileage
Singular Recurring
e Expiring contract e Beneficiary's birthday
e Opportunity to end insurance |e Purchase date of car
= e Lifeinsurance e Interval X after policy is taken out
= e Expiring loan e Development;/growth of child
= ® ®

Statutory car inspection

short-term

[ong—term

Time
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1 _ AR Channel Optimization:
Campaign Optimization: Select the best channel for
Select the best offer for each customer
each customer

F F I I F F P P Contact
Offers iy A A R R customer
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Interaction Policies:

Avoid overloading of customers
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Einde
Bedank- Direct abonnement Direct
moment E-mailing prebedankers Mail Mail
2 weken voor TLM
A

!
$ $
TLM prebedankers
6-10 weken voor afloop abonnement: TLM bedankers
v
Real Time Recovery

«Cadeauabonnementen 2-6 weken na
""""" Bevestigingscall

*Proefabonnementen af|0<_J_p abonnement:
*Prebedankers *Bedrijfsabonnementen

*Bladcadeau *Bedankers

-mailing bedankers

S 2 weken voor TLM
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Revenue

Less Loss

Loss

Profit

Time
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More Frequent Longer Lasting
Up/Cross Sell Relationship

Revenue

Less Loss

Loss

Profit

Time

7x increase in response rate, 80% reduction in costs
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Revenue

More Efficient Longer Lasting
Acquisition Relationship

Profit

Less Loss )
Time

Loss

100% improvement in response for Business Highway up-sell
campaign
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Revenue

More Efficient More Frequent
Acquisition Up/Cross Sell

Profit

Less Loss )
Time

Loss

Improved retention of core high value products, increasing
bank’s overall profitability by 10-20%
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ENTERPRISE

CAMPAIGN-DRIVEM

Enterprise-Initiated,

Marketing-Driven q BRAN DS

EVENT-DRMEN

Customer-Triggerad

Product as Service

Leveraging Inbound
Requests in Real Time

Customer-Initiated

Relationship-Driven

CUSTOMER

“Intrusive”

1% 5%
Response

"Convenlent™
5% 1o 25%
Response

“Appropriate”

10% to 50%
Response
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Er bestaan geen
domme vragen,
wel domme
antwoorden...
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