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Sharing iIs twice the fun

Collaboration between Support and Marketing
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Feedback on the blog questions

ADo you work for support / tech doc /marketing or other?

AHow much new content do you publish / year?
AHow often does your content change after publication?

AWho (re)uses your content?
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1.What could you possibly share with marketing?
(or what could you possibly share with support)

2.What is the bottleneck for sharing?
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Philips, the case
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Objectives of Consumer Care
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p Brand & Value driver
— 3 / - CRM integrated approach
S \ I N / - Consumer insight platform
= - Fully embedded loyalty approach
L \ Paradigm shift / - On-line support / diagnostics

Competitive advantage in
the front-end \
- Competency upgrade & organization
_ _ \ - Touch point mgt & NPS improvement I

Operational excellence in - Channel strategy incl. trade relation

service delivery \ ’Start marketing & loyalty programs /

- CoNQ accountability allocation & mgt /\ P

- Cost per incident mgt ~ >

- Harmonization rules -_—ey = ™

- iigration with Qualitx [,6.Sigma

2005 2006 2008 2010
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il

Search a Model Philips arcitec Electric shaver

MA169S whh Plgx & Pt Contact Philips
S ~ Action
RQ1095/22

+ Product support

» LUser r;,ar._:'f-

Contact & Support

for this product: S
Frequently asked gearch all documents 5l :,;‘nz- ;j":'&}'f
questions Type in 8 keyveord

Tine & rcks
P Tpswl

- tion
» F—'TI'I":‘J:-*' o maus

y asked questions

frequent! ity

showbr: € Topc 7




Objectives Online Marketing

Increased sales

Create competitive advantage P Higher Net Promoter Score ‘
II!= ?
>

L]
" Requiring us toé

IIIIllllllIIIIIIllllllIIIIIIllllllIlll.lllllllIlllllllllllIlllllllllllllllll.
L ]

Web objective B
Simplify the experience of

Create brand preference
buying the product

Made possible by Made possible by

Action 1 Action 2 Action 3

Increase Increase Increase Enable Enable Increase
in-direct direct sensoral

product brand sensoral

information awareness experience sales sales experience
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