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CRM Innovation Event 2008
Innovativiteit in CRM & klantgericht ondernemen

Customer Intelligence…The journey
Onderweg met Philips 



Further April’08 research of the CMO council shows that:

• Only 6% excellent knowledge of customer when it comes to demographics, behavioral, psychographic and transactional data

• Only 15% a good or effective job of integrating disparate customer data sources and repositories

• Only 50% report having a strategy for further penetrating or monetizing key account relationships
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Knowledge Is Not the Only Problem
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Klantherkenning

Eenduidig klantbeeld

Analyse

Concept Ontwikkeling

Interactie & Experience

Business Decisions

ROI



In 6 stappen naar meer klant kennis

1. Identificeren

2. Profileren

3. Kanalen toevoegen

4. Gedrag interpreteren

5. Experience management

6. Accountability



• 128.000 employees worldwide

• Present in 60 countries, HQ based in Amsterdam (NL)

• Annual revenue EUR 27 billion

• Business units:

– Philips Healthcare

– Philips Lightning

– Philips Consumer Lifestyle



Overall CRM objectives Philips 2008 - 2010

Traditional Model Leading Edge Model

•Optimize activities
•Cost-driven
•Focus on Product
•Transaction culture
•Contact handling
•Productivity
•Tactical marketing costs

• Optimize consumer 
experience

• Loyalty-driven
• Focus on Interactive 

Dialogue
• Relation culture
• Consumer profiling
• Profitability
• Strategic marketing tool

• Strategic vision

• Operational capability

• Operational leadership

Drivers

To make the shift from product to consumer centricity, Philips Consumer Lifestyle developed 

in 2007 a new model which is focused on delivering compelling Consumer Experiences.







1: improve quality consumer data 

Results:

� Name validation 75% � 99%

� Address Validation 65% � 90%

� Gender information 35% � 87% 

� De-duplication 79% � 90%



“Professionally I can say I could meet the targets I wanted to achieve with the 

team: rebuild the global CRM area of Philips, create processes, design 

guidelines, implement best-in-class mechanisms for better campaigns. Philips 

has today a well established campaign management process, that delivers 9 

times more campaigns in a fraction of the turn-around time. Campaign results 

are booming with the active participation of countries around the world, and 

Philips now has 32 million people registered worldwide, 50% more than when I 

joined the global team 2 years ago.”

Patrick Degenhardt,

Global CRM Manager
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Sorry de rest van de Philips case 
wordt niet vrijgegeven voor verdere distributie




