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Customer Life Cycle Marketing

Marketing approach to acquire new
customers, retain and grow them into
loyal advocates through Continuous
Customer Interactions and Customer

Life Cycle Programs
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Agenda

* Life Cycle Marketing Concepts
e Customer Interactions — An Example

 Life Cycle Marketing Programs
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Customer Life Cycle Marketing

e Customer Interaction
* Closed Loop
e Personalised Communications
e Track and Measure

* Multiple Delivery & Response Channels

 Life Cycle Marketing Programs
e Continuous learning & Profiling
 Integrated and Multi-tier

e Centralised Data Store
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Close Loop Marketing

p Potential a
Marketing Communications
and
Marketing Programs
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Customer Life Cycle

Large
Base

Potential

Mass
Marketing

* Mass Media
 Direct Mall
to rented list

Leads Management

Small
Base

Loyalty
Program

Direct Marketing Campaigns
*Direct Malil
*SMS
*Telemarketing
» Fax Broadcast
e E-mail
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Delivery Channels

‘ Mail
-

Organfsation

E-mail SMS Fax
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Response Channels

Web

Fax
SMS




Delivery & Response Channel

Multiple Delivery Channel with Single Response Channel

Vendor

Advantage

» Consolidated data store

Customer

Disadvantage

e Inconvenient for
Customer to response

Vendor
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Delivery & Response Channel

Single Delivery Channel with Multiple Response Channel

Advantage

e Convenient for Customer
Press Ad
to response

Customer Disadvantage

 Low Reach
o @ « Possibility of having
different data store
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Delivery & Response Channel

Multiple Delivery Channel with Multiple Response Channel

Advantage
« High reach
@ @ e Convenient for Customer

to response

Customer

Disadvantage
— » Possibility of having
cepnone different data store

Intelligent Marketing, on Prints & beyond




Customer Interaction Cost

Large Small
Base

Potential je=pp> PrEZZSZtS/

Cost per account

Cost per interaction

Vi
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Marketing Collaterals Comparison

Type of Cost Amount Of Perceived | Details

Collateral Information | Reliability

Letters Low Medium to high High Formal approach.

Postcards Medium Low Medium Short and sweet. Induce to take next step.

Mailers Low Medium Medium Mass Distribution.

Catalogue Very High | Very High Medium For inducing direct order. Customers with high product category
knowledge or low complexity goods. Weak brand or wanting to
retain brand strength. Credence goods.

Cards - Greeting Medium Very Low Medium Higher rapport/goodwill

Brochure Medium High Medium High information need. High Involvement. Comparative
advantage. Higher expenditure.

Info kit Very High | Very High High High information need. High Involvement. Very High expenditure
goods. High Brand consideration

Newsletter Medium Very High High High information need. High Involvement. Low knowledge
buyers. Very High expenditure goods. High Brand consideration.
Big market share. Induce customer loyalty.

Bills & Statements Low High Very High Loyalty programs, Wide range of products.
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Customer Interaction Example

C .

[ifoCyde | Comtomer. || cusomer | Cudtormer Loyal

Marketing -

Collaterals || Postcards A5 || || Mailer || || Postcards A6 || || L etter || Statements
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Goal of Customer Interaction

C .

L #ggyg € P(Easstpc?%le\r/e Customer ngsojn?L:r Loyal

Marketing -

Collaterals || Postcards A5 | Mailer || || Postcards A6 || || L etter Statements ||

To convert New Prospects
with no awareness of Silk
Store and it’s products...

into Loyal Customersdoing
frequent repeat purchases

Employees at cash counter will ask customers to apply for membership.
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4 Name: ChrisBalqji hY e Name: JessicaLim A
Age: 40 Age: 28
Profile: Interest In Sports Profile: Interest In Fashion
Address: Blk 405 Bedok North Ave 3, Address 66 East Coast Road, #01-01
- #08-01Singapore 460405. - Singapore 428778.
\ Gender: Male / \ Gender: Female /
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Customer Life Cycle

C Prospective
L#gt%rygre ‘ Customer H Customer ngsojrﬁler Loyal
I(\:/lc(;jlul’ta(teetrlg.ls | Postcardsu || M ailer || || Postcards A6 || || L etter || Statements

Step 1: Send A5 postcards to mailing list

Added Space - A5 rather than A6 to provide more info.
Personalization - of Greeting, Name & Address.

Variable Offer & Background | mage - based on Gender and Interests.
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Personalized
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Per sonalized Name

Fashion/Sporting Goods/Elsctronics & Compu

Relevant department highlighted
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Per sonalized Name

Appliances /Fashion/Sporting Goods/Elsctronics & §

Relevant category highlighted
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" Name ChrisBagi ) Name Jessicalim
Age: 40 Age: 28
" Initial Purchaseusing| | A qgitional CCll€cted Free
APd dlft_llc_)na.l discount coupons at Profiling samples from
FOTING- children dept J- Cosmetic dept
\_ NS /
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Customer Life Cycle

Customer ustomer

| T
I(\:/lgﬂgteetrlg_?s || Postcards A5 || || Mailer || || Postcards A6 || || L etter || Statements

Customer ‘Prospective New Conial
Life Cycle Customer |—'| C L oyal

Step 2: Send A5 Mailer
Mini Catalog — Feature products from Customer’s Interest & Initial Purchase.

Sigrt1-uptform —for Silk Store Card Membership. SMSinfo & collect card at the
next visit.

Voucher —to encourage more purchases, thus customers are more inclined to not
miss out on maximizing benefits by gaining membership points.
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Customer Life Cycle Programs

4 Tier of programs
Loyalty

ST Each targeting at different stage
of customers’ life cycle

[ Learn from programs in different
Programs tiers to develop and fine tune
programs in other tiers

Segment Based Supplement with Customer
e Surveys and Focus Group

Broad Base
Programs




Broad Base Programs

Loyalty
Programs

Behaviour Driven
Programs

Segment Based °
Programs

Product/Solution Based
Programs

— Build a base of customers and
Product/Solution Based channels

— Customer & Channel Profiling
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Loyalty
Programs

Behaviour Driven
Programs

Profession Channel
Driven

B
Industry S Interest
Based Group

Product/Solution Based

Intelligent Marketing, on Prints & beyond

Industry Based Program

— Use profiling to select target
industries

— Industry Focused Seminars
Profession Based Program

— Use profiling to select target
professionals

— Professional Seminars
Interest Group Program

— Use profiling to select target
interest group

— Promotions and Workshops
Channel Program
— Recommend channel




Behaviour Driven Programs

Loyalty
Programs

Upgrade Cross
Program Selling

Profession Channel

Based Driven
Industry Interest

Based Group

Product/Solution Based

Use data collected in earlier
campaigns

Recommend Target Industry,
profession, interest group and
channel

Upgrade Programs

— Recommend Replacement
Product

— Recommend Volume or Long
Term Purchase Commitments

Cross-Marketing Promotions

— Recommend Complementary
Products




Loyalty Based Programs

Busines
Group
Members
REWEIS

Upgrade Cross
Program Selling

Profession Channel

Based Driven
Industry Interest
Based Group

Product/Solution Based

Intelligent Marketing, on Prints & beyond ‘£ %

Recommend Product Mix
Business Group Program

— Recommend Business Groups
— Recommend Seminar Type
Membership Rewards Program
— Recommend Target Members
— Recommend Channel Mix
Customer Referrals
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4 Name: ChrisBalqji

Age: 40

Additional Bought golf club
Profiling: In sports dept

o

~

)
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" Name Jessicalim )
Age: 28
Additional Bought dinner dress
Profiling: Inladies dept
-




Customer Life Cycle

Customer ‘ Prospective H Casual

Life Cycle Customer Customer Cltomer L oyal

Marketin

T
Collateralgs || Postcards A5 || || Mailer || |PostcardsA6 n || L etter || Statements

Step 3: Reminder Postcard to apply for membership

| ncentive to apply — Feature an exclusive members only discount on products
based on customer’ s Interest & Recent purchases.
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4 Name: ChrisBalqi

Age: 40

Additional Celebrates birthday
Profiling: InMarch

o

~

4 Name: JessicaLim

)
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o

~

Age: 28

Additional Celebrates birthday
Profiling: InJduly




Customer Life Cycle

Customer Prospective New Casual Loyal
Life Cycle Customer Customer Customer
Marketing

Collaterals || Postcards A5 || || Mailer || || Postcards A6 || uatﬂ Statements

Step 4: Send welcome letter to increase customer satisfaction

nghllght Benefits
Welcome customer to the loyalty program

o  Offer timelimited discounts based on Interest & personal datato get
customers to start using their card.

Upcoming eventsrelevant to Interest.
o List of membership privileges.
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Loyal Customers

C .

CHERGe | Flogecive L o New o [ coaal, [+ Loya
Marketing :

Collaterals || Postcards A5 || || Mailer || || Postcards A6 || || L etter || Statements

Step 5: Continue to track customer purchase behaviour

And offer relevant and timely info to customersin their statements.
« Cross Sl

«  Promotions

 Gift Rewards

e  Customer Referral Incentives
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Loyalty Statement
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'I\/Iarketing Program Objectives

EifiectiveVarketing Programs

Increase Sales

For existing | | | For existing
users users
Increase Usage Increase Sell Forward
Market Share * to increase quantity per order
58&%%%%“” Chstomers ‘ e to reserve future orders
| |
Brand Increase
Conversion Distribution

* by increasing shelf space

* by increasing geographical coverage

* by increasing channel match
* by developing EFFECTIVE channels
* by identifying FINAL tier resellers
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CUSTOMER
FOR LIFE
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Customer Propensity To Act

Value of
loyalty _
program High | Low |
propensity propensity
to act to act
Fixed Admin Cost
Low No
propensity propensity
to act to act
> Customers’
admin Cost

Fixed Value of
Cash Incentive
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Value Cost Equation

plus p\uS
Values of Admin. Cost for
other benefits other benefits

3igger & Stronger Same Cost for
Values more usage
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