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Typical communication tools (media)

One-way communication ymmunication
Advertising Public relations Sales promotio Personal selling
o Newspapers e Annual reports e Rebates and e Sales presentatio
price discout
o Magazines e Corporate image e Catalogues and ® i e Salesforce
brochures (WWV management
s Journals e House magazines e Samples, e Telemarketing e Trade fairs and
coupons and exhibitions
gifts
o Directones e Press relations e Competitions e Mobile marketing
» Radio e Public relations e SMS
e Television e Events e Viral marketing
s Cinema e |obbying e Social media (Facebook,
Twitter, Linkedin, etc.)
e Outdoor s Sponsorship
e Celebrity endorsement
o Product placement
o Ambush Marketing
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* Focus on customer relationships again

* Rapid digitalisation

« Consumption changes

- Customer loyalty ever more difficult to achieve

—> = customer centric direction — should go towards
Interactive modes

- How Is the value created for a company through online
customer relationships and how could the value be
measured and managed?
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« Aims
— To maximise the value a company’s customer base by
analysing individual level data on customers
— To fully exploite the value of current and future customers
— To build long-term vision rather than short-run profits
— To include monetary and behavioural data
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Customer engagement

« = Strategic way of
— Valuing each customer relationship
— Acknowledging the various aspects of value created

— Enduring over time for the company

e Customers as
— Buyers
— Co-creators

— Actors
— Part of a network
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« Comprehensive strategy and process of
— Acquiring
— Retaining
— Partnering with customers

* To create superior value for the company and the
customer

« Customer lifetime value, customer equity, referral value,
Influencer value, customter knowledge value
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* Monetary value « Social value

— Customer purchase — Customer referral
value value

— Customer lifetime — Customer knowledge
value value

— Registration of an — Customer influencer
online customer Is the value
beginning of a — Co-creation

customer relationship
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otal Customer Value in online
relationships

* Visitor value
— Page impressions
— Frequency of use
— Recency of use

— Volume of use
e Session duration
« Page views per session
* Visits per visitor
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* Online subscription 10€/month
« 5000 impressions in one month — price per 1000/20€
* Through links 100 persons in a month 100/1000 x 20€

* Monetary value 10€
* Visitor value 20€
e Social value 2€
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