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Introduction
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https://www.linkedin.com/in/robinhogenkamp/
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▪ Why is loyalty so important for B2B?

▪ Market change

▪ SOHO example

▪ The changing role of customer service

▪ How do we look at CX success

▪ Customer Engagement

There are 3 things I would like to share…

July 6, 2024
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Why is loyalty so important for Business to Business?

(And especially for VodafoneZiggo)
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Example SOHO 
Business Market
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KNOW YOUR CUSTOMER!
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1.Insert Confidentiality Level in slide footer 

108 July 2024
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Importance of a 
state of the art 
Customer Service 
B2B



Klant Contact Center by Vodafone Business

Fantastic customer contact is a condition for success
The importance of Customer Contact

Customer loyalty and retention
Higher customer satisfaction Competitive advantage

Positive brand image Valuable insights and feedback
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B2B trends demand meaningful dialogues
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It’s all about the customer. The customer wants a seamless & 

relevant customer journey. That’s why we need automation and 

central orchestration. Our strategy is here to enable one 

consistent voice to the customer about the most relevant 

message at that time - driven by AI and adaptive learning -

whether it’s sales, engagement or service and to make sure a 

customer has a consistent journey across all channels

Our vision

July 7, 2024
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How does it work ?
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How does it work ?

Brand, CSR & 
Loyalty

• Brand 
Consideration

• NPS

Marketing
• Acquisition
• ARPA 

(X/up/deepsell) 
• Churn
• Permissions

Service
• NPS
• Costs
• Churn Reduction

Treatment Catalogue

Become Ziggo customer

Giganet – de kracht van V&Z

Proactive wifi reset

Day pass F1 on Ziggo Sport for €

3G Sunset

New Iphone pre-launch

Online TV with Ziggo Go

Divergent bill

Usage data permission 

V x P x C x L

Value
Propensity
Context
Lever

Christmas show
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The end state : omni channel offering

IVR

Email

SMS

Customer 
Care

Direct Mail

Telesales

Retail

App

Social

Search

Push

Display

Website

My 
Vodafone/
Mijn Ziggo

Inbound

Outbound



Channel overview | Describe it from the customer's point of view and collect all contact moments

Digital  

Web

Digital  

App

Contact  

Center

Retail

Engineers

Indirects

From customer point of view Touch-points that are part of this channel

Vodafone.nl and Ziggo.nl websites, including

online shop, My/Mijn section, Chatbot, Search, FAQs, Community, integration live chat

Live chat

Apps (My Vodafone, Mijn Ziggo, Ziggo Go, Wi-Fi Assistant, SmartWifi)

Messaging Email
Socials  

(public/private)
Call

Community  

Moderation

I browse the site of Vodafone or Ziggo,  

on my mobile, tablet, laptop or desktop

I use one of the apps of Vodafone or  

Ziggo, on my mobile or tablet

I contact (or I am contact by)

a Vodafone or Ziggo sales/service agent,  

through web/app, (mobile-)phone or email

I visit a VodafoneZiggo store, and talk to a  

staff member and/or check-out the various  

demonstration displays in the store

A Ziggo engineer  

visits my home or office

I browse the site of third party, contact  

them (or am contact by them),

and/or visit their store

Engineers (for installation andrepair)

VodafoneZiggo stores

“assisted”

IVR

“digital”

Third party sites and shops

(Mediamarkt Shop in Shop, Telecombinatie, Belsimpel, Outdoor Experience (D2D),etc)

B2B organizations want to get rid of separate applications and are looking for a single ecosystem in which all 
information is available. 
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How do we look at success



As part of  our B2B Strategy, we are exploring new business solutions and 

business models, moving beyond connectivity and core telco products alone. 

To help our customers thrive in the digital world, we need to transform 

ourselves from a telecom provider and supplier into a ‘Partner for Progress’

1
2 3

Customer Engagement is the cornerstone of our 
B2B Strategy

Engage with customers 

on a personal and 

continuous basis 

throughout the customer 

lifecycle

Inspire customers about 

new technologies and 

new ways of working that 

benefits their business Provide advice to 

continuously improve 

the business results of 

the customer

‘’A strong Customer 

Engagement Strategy is 

foundational to a successful 

transformation into 

becoming a ‘Partner for 

Progress’.’’





Why is an engagement program valuable? 

•

•

•

•
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Goal | How to measure?

Regular Engagement:

• Advocates are likely to engage with your business regularly. This includes participation in events, webinars, and discussions related to your 

industry.

Positive Feedback:

• Look for customers who consistently provide positive feedback on your products or services. This can be in the form of testimonials, reviews, or 

direct communication. 

Referrals & Case Studies and Success Stories:

• Advocates are more likely to refer new business to you. If a customer is actively bringing in new clients or recommending your 

products/services, they may be a strong advocate.

• Customers who are willing to be featured in case studies or success stories are often advocates. They are proud of the positive outcomes they've 

experienced with your solutions.

Participation in Customer Advocacy Programs:

• If you have a customer advocacy program, advocates will likely participate in it willingly. This could include activities such as providing 

testimonials, participating in beta testing, or attending special events.

High Net Promoter Score (NPS):

• A high NPS indicates that customers are likely to recommend your business to others. Monitor NPS scores and identify customers who 

consistently rate you highly.

Proactive Communication:

• Advocates may proactively reach out to your team to share positive experiences, provide suggestions for improvement, or express their 

satisfaction.

Participation in User Groups or Forums:

• If your company has user groups or online forums, advocates may actively participate, share insights, and help other users.

Customer Interviews:

• Conducting interviews with your customers can provide valuable insights. Ask about their overall satisfaction, reasons for choosing your 

products/services, and whether they would recommend your company.



25C3 VodafoneZiggo Confidential

There are 3 things to remember about b2b loyalty



THANK YOU!

‘’By combining these approaches, 
you can gain a great understanding   
of which customers are likely to be 
advocates for your business in a B2B 
setting

Remember that building and 
maintaining strong relationships is 
key to turning satisfied customers 
into vocal advocates & loyal 
customers!’’
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