Customer Intelligence...The journey
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Simplicity 1s Innovatie



Measuring marketing effectiveness |

Fostering the brand through innovation |
Managing and executing campaigns |

Improving the return on marketing technology |
Integrated customer decision support system |
Managing the company’s brand online ||
Enterprise customer information strategy |
Distributing marketing information/intranets |
Agency cost and complexity reduction |

Extranets for CRM |l
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% of marketing executives agreeing

IBM surveyed the CMO's of its top 150 EMEA North Region accounts to:
» Understand customer pain points
« |dentify marketing transformation challenges
Overwhelming majority of senior marketing executives are trying to:
« Transform their marketing
» |[mprove business performance

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

40% 50% 60%
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Source: |IBM CMO Survey \‘

* 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 Aqm
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Push > Pull

Limited > Continuous
Customer Knowledge Customer Learning
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In 6 stappen naar meer klant kennis

|dentificeren

Profileren

Kanalen toevoegen
Gedrag interpreteren
Experience management
Accountability
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Business units:
— Philips Healthcare

— Philips Lightning

— Philips Consumer Li
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Overall CRM objectives Philips 2008 - 2010

Traditi | Model ]

» Optimize consumer
experience

* Loyalty-driven

» Focus on Interactive

Drivers

* Optimize activities
» Cost-driven
*Focus on Product NP
 Transaction culture Strateg|c VISIOR = Dialogue

- Contact handling Operational capability /= NtApapTs

« Productivity Ol eLlEUEWELREIEYIY | « Consumer profiling

» Tactical marketing costs * Profitability

« Strategic marketing tool

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.
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Highscores

Vandaag Alle scores

# naam
Iennis Lunenborg ELEY433 Pennis Lunenborg ELEY433
Yunus Sultani BL5Y5Y 2« Yunus Sultani BL5Y57
Earl EL2731 3- Earl EL2731
=
Yunus Sultani BELLA9Y 4. Yunus Zultani 611994
Dagprijzen Hoofdprijzen

Elke dag kans op Yunus Xultani BLL55G 5« Yunus Sultani BLL55G Y P

een Philips F. de Vogel L1L0O7?y7? L. F. de Vogel L1LO7y47? reis naar
Ni f M Mamibi&s H ii
E;Zi;”up e Tennis Lunenborg LOLOEE T« Dennis Lunenborg LOLOLE u:m:n]’é.ar'ct?_'::]il
Yunus Sultani EOSL4L 8. Yunus Sultani BOSL4L
HD 04932 9. HI 04932

Yunus BO4ALE L0« Yunus BO4SLE n

Groep filter: |<groepsnaam>
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1: Improve quality consumer data

Results:

v' Name validation 75% =2 99%

v' Address Validation 65% =2 90%
v' Gender information 35% = 87%
v De-duplication 79% - 90%
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“Professionally | can say | could meet the targets | 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 registere or/a!ide, 50% more than when |

L}

Joined the global team 2 years ago.” "’ g il

Patrick Degenhardt,

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