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The European Observatory on Loyalty Cards with Oracle and Wincor-
Nixdorf, 2003



http://www.partnership4loyalty

Look opposite, have the same implications

Strategic marketing: expansion of competitive

C C y Jiu
diversification
-> wider picture -> need for data on unknown
market/customers/scenario -> make sense of new data/no

-> detall -> need for useful — not powerful — segmentations
->need to follow customer behaviour over time




Iversity of its customer

by targeting marketing activities to specific
customer segments for retention,
extention and acquisition
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® Payback (D)

Nectar (UK)

Karlstadt (D)

Carrefour (F)
M&S (UK)
oop Italia
H A. Heijn (NL)
“EICA(S)
asing
Conad (1)
Dethaize By — |
Esselunga (1)
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B Kesceo

“BGS()
® Migros (CH)

2 Superquinn (ED
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Fonte: Osservatorio Universita di Parma 2003




YOOl - futuro
Oggl M—Tuturo

macro marketing W micro marketing

Fonte: indagine Osservatorio Universita di Parma 2003
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Where European retailers put individual customer information

exploratory

Customer analysis
Segmentation based on basket analysis
Cross-channel customer profiling
Retention

Up selling
Encrease share of wallet
Acquisition/Reactivation
Local marketing
) : v ,
Campaign measurement
Assortment management
Fitting assortment range to local needs
I I ling decisi
Product performance evaluation
. lastici
Diversification
New diversification ideas
Cross-channel selling
Managementofioyalty scheme
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applied for much needed results

Promotions and Iintegrated communication ==

ion. =

Benchmarks for micromarketing







In the U S FMCG manutacturers invest 25% of their marketing budget (Raghubir,

sustain sales

B/dalaala --_ aidaYalla

loyalty/retention culture
promotions shift from mass to direct media, from one-size-fits-all to cluster marketing,
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10%

B switchers

Loyals to brand A

New customers

New customers B Light consumers j Loyalstobrand A g Loyalsto other brand g switchers




nanging |

10 - 27 millions
viewers/week

- 20 millions
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AmEX P&G McDonalds

1N 1N 1N

20 anni 5 anni* 10 anni

P& G spends 10% . of turnover for communication.

The old mix brought a 4% sales increase,

the new one 9%
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