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Where to go...
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Basics, or...?

Peter Drucker (1909-2005)
“The purpose of business is to create and keep a customer”

“The foundations have to be customer values and customer
decisions. It is with those that management policy and
management strategy increasingly will have to start”




Marketing defined- yesterday...

Philip Kotler

‘satisfying needs and wants
through an exchange process’

Within this exchange transaction customers will only exchange what they

value (money) if they feel that their needs are being fully satisfied, clearly
the greater the benefit provided the higher transactional value an
organisation can charge...



Marketing defined - today
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Marketing tomorrow? hink about it, yeah!)

-

“Marketing is the delivery of a
standard of living to society”

Paul Mazur (1953, professor University of Pennsylvania's Wharton School)

www.excellentguru.com
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Marketing / CRM / EDM

ENTERPRISE

Enterprise-Initiated,

Marketing-Lriven

Customer-Triggerad

Product as Service

Customer-Initiated

Relationship-Driven

CAMPAIGN-DRIVEM

| BRANDS

EVENT-DRMEN

Leveraging Inbound
Requests in Real Time

CUSTOMER

“Intrusive”

1% 5%
Response

"Convenlent™
5% 1o 25%
Response

“Appropriate”

109 ta 50%

’ Response




The ‘shift’ (mass / individual / mass)
S

Assembly « Realtime
Products -rush Socijal -wisdomof crowds
» Mass production Web 3.0
-PMC’s -Alliances
«Segmentation - Integrations
Markets i Networks oo
-Mass media -Web 2.0
. «CRM
= Servicing EDM
Customers -patabasemkg Interaction |
- Push communication )
«WEB 1.0

N4



Brand trend
R

A brand

B brand

C brand

Private label

Superbrands

‘Just another
brand’



Decline of brands
o

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 167% | 64%
Alds Mouth rinse |61% | 59%
Shampoo . 65% 4%
oTC Cough/Cold/Allergy  |58% | 59%
Zp;;arel jean_; - _“54_'?*&_ :9%_
Food Soup |56% |51%
Pasta sauce |53 | 48%
.Fruitjuv:e . 51% 44%
Household Laundry detergent 57% | 50%
Products Facial tissue 43% | 40%
FPaper towels ' 36% 34%

Housewares Small Appliances 45% 38%



USP
4 |
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USP -> UBR

To crash with a Volvo
is extremely safe.

If you're sitting in a Saab.

b5, Sweden's safest car. In real Me,




‘The Generic Value Chain (M. porter)’
e I

Support Activities

Primary Activities



The Value-Delivery Process
17 |

Traditional: physical process sequence

I | |
N

Strategic Marketing Tactical marketing




The Value-Delivery Process
.

New: value creation and delivery process

N
Strategic Marketing Tactical marketing



Markets today?
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Markets tomorrow?

Suppliers

Interface =

Customer

Comparisement

QXN



Marketing contact ‘as it was’...

21

orientation

communicate the offer

new needs purchase/install

new propositions transaction management

problem solving

help/service
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Shift touchpoints

orientation purchase/install problem solving new needs
propositions communicate the offer] | transaction management | | help/service new propositions




Shift touchpoints
-~

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

A A A A A
propositions communicate the offer | transaction management | | help/service new propositions
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Shift touchpoints

TV/Radio

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




Touchpoints vs customer value

25
recommend continue grow
.
PN
price performance image
-
touchpoints touchpoints touchpoints touchpoints touchpoints
orientation ¥ purchase/install problem solving
Channel a ‘ ><‘ ‘ \ ‘
/
Channel z ‘ ‘ ‘ \ ‘

l

l

l

l

propositions

communicate the offer

transaction management

help/service

new propositions




Differentiation
.

Netwerk,
Community Managing
customer
Media en lifecycle

kanalen

Promotie
Prijs
Distributie

Product Managing
product
lifecycle
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Michael Porter: generic strategies

Cost Differen-

leadership tiation




Treacy&Wiersema: value disciplines
e

Product Operational

leadership excellence

Customer

intimacy




EDM: customer disciplines (EJ. van Bel)
2o |

Service Social

leadership impact

Customer

experience




Product

verbeteringen :
: service economy

v
L
=
G
£
S

s =
@
Q
s
=2

©
o
| .
o

1980 1990 201§ Tijd




Certainty is to manhage uncertainty
o I

Business-models were defined in the more or less stable
years’60 - 70 and adapted to the ‘roaring’ 80’s. What about
models today?

The reality today isn’t approachable with models anymore.
The challenge is to manage complex businesses in a state of
chaos, like fractals

Make use of shared intelligence (knowledge, experience,
creatives, tools, wisdom of crowds)...

Don’t forget, marketing is the standard of living to society...



Business, a bit different...
-

Blablabla... s0???

Customer ‘lock-in’ becomes ‘mutual commitment’
Reduction of brands

Different spending of marketing budget

Less ‘typical’ marketing budget

Shift from seduction to service and experience
Shift from sales to service to social

Time is worth more than money

Consuming in stead of selecting

Cooperative markets and competitors (interfacing)
War on reputation and ‘data’ (information)

From media planning to media control (PR, dialogue)
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BUSINESS SCHOOL
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Why & What
EDM




Definition
o |

Event Driven Marketing:

‘Event Driven Marketing (EDM): a discipline within
marketing, where commercial and communications
activities are based upon relevant and identified
changes in a customer’s individual needs’
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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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Steps in ED

M

indicat

>

SCO re>

trigge>

Campaig>

actio

)



37

EDM Quadrant

mro>»-0—0mMX T

Interactive

Anticipative
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EDM Quadrant
»

[nteractive Anticipative
e Increased claims o Political developments in respect of
e Change of address legislation, deregulation or "open
e More staff (large company) borders”
e Switching behaviour e Social and financial developments
e (Certain questions about e Population growth and
g products and services composition
- e New beneficiary on policy e Ageing
(birth) e Economic or political developments
> e Visit to showroom or workshop |  Changes of behaviour/lifestyle
= Damage
o Mileage
o1
[
Y Singular Recurring
8 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
= e Warranty period e Birthday
¢ Purchase date of car
e Statutory car inspection
short-term [ong-term
Time




EDM = Campaign and channel
optimization (Cmotions)

39

Channel Optimization:
Select the best channel for
each customer

Campaign Optimization:
Select the best offer for
each customer

i | Contact
customer

@ %3
%3

=

3
interaction Policies:

Avoid overloading of customers
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Ambitie

o
Verhoging resultaten winback™*: +50%

Verhoging contactdruk
Toepassen meerdere outbound kanalen
Uitnuttig inbound klantcontacten

Propositie & aanbieding aanpassen aan klant & moment
Lmste aanbieding op juiste moment aan juiste klant in juiste
anaal(en)

*Winback is actief teruggeworven abonnees tussen opzegmoment en 3 maanden na
afloop van abonnement



Winback anno 2009 - Sanoma

Einde
abonnement

TLM prebedankers

2 weken voor TLM
EUS

6-10 weken voor afloop abonnement: TLM bedankers

sCadeauabonnementen 2-6 weken na

y *Proefabonnementen aflogp abonnement:
*Prebedankers *Bedrijfsabonnementen

*Bladcadeau *Bedankers

A

Real Time Recover

Bevestigingscall

Bedankpagina 2 weken voor TLM
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Gepersonaliseerde cover
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Story toch stand?
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Possible EDM goals
« |

Revenue
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BankFinancial
/—_’( ——

More Frequent Longer Lasting
Up/Cross Sell Relationship

Revenue

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



ot
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More Efficient Longer Lasting
Acquisition Relationship

More

Profit

Revenue

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

% BANCO ESPIRITO SANTO

More Efficient More Frequent
Acquisition Up/Cross Sell

Even More

Profit

Improved retention of core high value products, increasing
bank’s overall profitability by 10-20%
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EDM in Automotive - CLF

2organise

Y
w0
RN




50

Example bank

Aantrekken

Informeren

Adviseren

Transactie
sluiten

Service verlenen

Relatie
onderhouden

Interesse in
beleggen

Rentedaling

Hypotheek
periode loopt af

Mistransactie

Klant verhuist

Verjaardag

Klant zonder
beleggingsprodu
ct klikt op
beleggingsitems
site

Rentestand lager
dan door klant
opgegeven
drempel

Signalering
database 1 jaar
van tevoren

Signalering
banksaldo
systeem

Bericht komt bij
account mngr

Verjaardag
klantdatum =
datum

Signaal naar
lokale bank om
onderwerp
beleggen voor te
stellen aan klant

Melding actuele
rentestand is
gedaald tot...

Nieuw tarief en
uitnodiging
adviseur tot
gesprek

Aanbieding
doorlopend
krediet

Bank regelt alle
verhuiszaken

Verjaardagskaart

Email, brief,
telefoon, bezoek

Email, brief,
belletje...

Doorlopende
campagne

Mail, brief

Brief, email,
telemkg

Post, mail

Respons, ja/nee

KTO

Ja/nee, KTO

Ja/nee, hoogte

Retentie, KTO

KTO
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Where are you?

ENTERPRISE

Enterprise-Initiated,

Marketing-Lriven

Customer-Triggerad

Product as Service

Customer-Initiated

Relationship-Driven

CAMPAIGN-DRIVEM

| BRANDS

EVENT-DRMEN

Leveraging Inbound
Requests in Real Time

CUSTOMER

“Intrusive”

1% 5%
Response

"Convenlent™
5% 1o 25%
Response

“Appropriate”

109 ta 50%

’ Response
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Never let your pipeline run dry...

"
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Contact
o

Egbert Jan van Bel (egbertjan@vanbel.nl)

Beeckestijn Business School

Postbus 333

3830 AJ Leusden

T +31(0)88-472 22 30
F +31(0)84-220 79 87
E info@beeckestijn.org
W www.beeckestijn.org




