Campaign Planning — Small & Medium Company Customer Care
(Why Customer Care Platform?) RIVERS
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Drive Revenue
* Increase revenue per socket
» Increased renewals
« Increased revenue per customer
* Increased frequency of purchases
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Increase Marketing Efficiency
« Centralize data mining and contact strategy to reduce cost of execution
» Develop best of class execution process
« Consistent use of planning and execution processes across countries
 Improve quality of customer data
» Deepen the CRM expertise in the field by building a CRM community
» Lower the cost of sales by leveraging reusable processes and tools

Increase High-Value Customer Loyalty
« Company and product advocacy
» Lower susceptibility to the competition
* Increased engagement
* Annuity business
* Increased penetration of the stack
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(Customer Care Platform Operational Framework)
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(Customer Care Platform Key Metrics) RIVERS
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Customer Satisfaction/CPE Revenue
Increase of Customer Care Number Renewal Rate

Sales Opportunities Created
Customer Care Conversion Rate

Annuity Penetration Rate

Welcome Deploy + Use Renew
Registration # # Core 10 Profiling Annuity Recapture Rate
and rate

eDM DM Calls Site

# of edm sent & # DM sent & # of calls made Site traffic (PV, UV)

successful delivery  successful delivery

CT # & rate # of successful

calls
Means that it has been measured.

Operational

» The success of the Customer Care Platform is evaluated on three primary levels :

» Program: Metrics serve as reference points for comparing the new program to previous efforts, evaluating the return on
marketing dollars, and as strategic benchmarks for future program level optimization.

» Stage: Metrics will allow for measuring communication and activities (e.g. eDM, DM) targeted at each stage.
» Operational: Metrics will to measure specific touch point and develop benchmark for comparison .
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(Customer Care + Loyalty Program >=Win) RIVE RS
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(Promotes 2-Way Engagement in Loyal Customer Community)

.
« Community marketing will heavily focus on dynamic, 2-way
interaction on points exchange and information communication.
* Collaborative message boards (BBS) 3
Drives deep insights * Forums (Blog and Podcast)
through tools: « Frequent, targeted market research (Online survey and Online
focus group) j
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Knowledge about Loyalty Program customers from different sources is necessary:
Not only transactional data, but also attitudinal data derived from qualitative survey (online focus
group, BLOG, Semantic Web, etc)
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(Customer Care Key Measurements, Scoring & Rewarding Metrics)

1. Set Measureable Objectives:

- Control & Test Group’s transactional size enhancement comparison. (Before & After _
- Control & Test Group’s purchase frequency comparison. (Before & After)
- Control & Test Group’s cross purchase comparison. (Before & After) N — XN =
- Control & Test Group’s influenced dollars comparison. (Control & Test)
- Control & Test Group’s customer retention comparison. (Control & Test)
- Control & Test Group’s ROl comparison. (Control & Test)
2. Understand Customer Behavior & Relationships through Scoring System
- Control & Test Group’s Relationship Scoring in Communication (Control & Test)
- Control & Test Group’s Relationship Scoring in Internal Recommendation (Control & Test).
- Control & Test Group’s External Referral, which leads to other companies’ purchase (Control & Test).
3. Evaluating the Effectiveness of Rewards Scoring System
- Rewards both purchasers and advocates.
- Recognition and privileges.
- Detailed factors, points and weight.

- Find out and profile the loyal customers in detail.




