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Customer perception is heavily influenced by online opinions which has a

major impact on customer choices and buying behaviour

= High market transparency through social media
= 1,2 million posts are published every day [Technorati]
» 14 billion comments in total on MySpace [Forrester]

= Telecom Industry: 230.000 updated blog & forum pages in the last month (NL)

= Consumers value the opinion of other consumers

= 78% of consumers trust the recommendations from other consumers [Nielsen]

= Mass marketing is not working anymore. The consumer expects to be the central point. [Forrester, Godin]

» Retaining customers is all about Customer experience
= 68% of churn is due to the experience of poor customer experience [Forrester]
* In the Netherlands, 75% of churn is due to bad service and 30% is due to poor quality [FD Outlook, march 2009]
= Buyers are willing to pay 20% to 99% more for a product that is rated with 5 stars instead of 4. [comScore]

» One star rating means a reduction in sales of 31% [Jupiter research]

= The financial impact is high
* A 2% increase in customer retention has the same effect on profits as cutting costs by 10%.

* A 5% reduction in customer defection rate can increase profits by 25-125%. [Murphy and Murphy]



It is essential to know what is said online and covert this into customer

Insights for you to make better choices and faster than your competitor

Reputation / Brand
monitoring (PR)

What are Why is the sentiment
priority issues? getting more negative?

Online Customer / Market
Intelligence

(Analysis > Improvements)




Deloitte’s ‘Online Customer Intelligence’ offers actionable insights and bottleneck

analysis via a realtime dashboard (beyond ordinary reputation monitoring)
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You can use online customer insights to improve overall customer appreciation

by optimizing marketing, product management and customer service processes

Customer service Product innovation

® |dentify hot topics for call center agents and
webcare team

Feedback on new product introduction

Reinforce product positioning (USPSs)
m Opportunities for process enhancements

Evaluate current brand and service portfolio
® |dentification of service needs

Offer products according to customer demands

m Structural feedback on service and customer
satisfaction

Marketing effectiveness

= Perform a qualitative benchmark with competitors

Risk management

= ‘Early Warning System’. Possibility to interfere
during escalation

m Create insights for an effective marketing
campaign m Real-time insights in the online opinions of
consumers about your brand and products
® |dentify on which online platforms to act
m |dentification of risk areas inside your services

® Target specific groups using online platforms




Some examples of Online Customer Intelligence in the TMT and FSI industry

Benchmark on Customer service
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Service and Risk monitoring
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Example finding

Wrong invoices and unclear conditions regarding ‘unlimited
datatransfer’ of mobile internet may block full acceptance of
mobile internet.

Feedback on new product introduction

Example finding

Negative sentiment is caused by the

oot . mandatory mechanic for installation of the
tivat ter new Fiber product. This is not due to the

~1.1 price, but clients just want to install the

oot | product themselves.
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Insights from Online Customer Intelligence can bring benefits across marketing,

product management and customer service

Do you want to..

Identify the reasons that customers doubt your services?

Position products in a better way than your competitors?

Provide services that match your customer needs?

Benchmark with your competitors?

Use OCI with these benefits

*Greater overall customer appreciation

°Increase of customer retention

«Stronger positioning of products and services

Customer
strategy

*Cost savings in traditional market research

Revenue Customer « Higher efficiency in webcare

growth experience




