
PvKO Mastersessie 

 

Innovatie in Klantbeleving  

Stilstaan is geen optie 

15 oktober 2014 

DialoguesHouse Amsterdam 

#pvko 

@pvko 



Vereniging 

• Kennis delen 

• Netwerk verrijken 

• Inspiratie opdoen 

• Praktisch toepasbare tips krijgen voor 

eigen succes en dat van je organisatie 





Thema’s voor 2014 

• Customer Journey & Customer Experience 

 

• Klant 2024, trends, futurizing en businessmodellen 

 

• Big Data, privacy, cultuur, campagnemanagement, NPS 

 

• Social CRM: o.a. gedragsbeïnvloeding, contentmanagement, etc 

 

 

 



Thema’s voor 2015 

• Customer Journey & Customer Experience 

 

• Klant 2024, trends, futurizing, scenarioplanning, verdien- en 

businessmodellen 

 

• The Customer Metrix, NPS 3.0 en andere klantloyaliteitsmetingen 

(verdieping) 

 

• Change management & cultuur; oa integriteit, leiderschap etc 

 

• Technologie/ disruptie 



Kern community 
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Programma 2014/ 2015 
Datum/Wie Soort bijeenkomst en thema Locatie & tijd 

 

Donderdag 

6 nov 2014 

 

Dinsdag  

25 nov 2014 

 

Woensdag  

17 dec 2014 

 

 

 

 

Woensdag  

14 januari 

 

Donderdag 

12 februari 

 

Woensdag  

11 maart 

 

 

Van Bricks naar clicks en vice versa  

De uitdaging om de klant eenzelfde klantbeleving te geven.  

 

Kennissessie met en bij Philips Healthcare  

De toekomst van de gezondheidszorg: de digitale 

transformative waarbij de patient centraal staat.  

 

Bijzondere bijeenkomst met eindejaarsborrel 

 

 

 

 

Inspiration 

 

 

Kennissessie 

 

 

Inspiration  

 

 

Neem alvast de planning in uw agenda over 

 

Oracle, Utrecht 

17.30 – 21.00 uur 

 

Philips, Amsterdam  

17.30 – 21.00 uur 

 

N.t.b. 

17.30 – 21.00 uur 

 

 

 

 

 

 



Vanavond - Mededelingen 

• Evaluatie, presentaties, verslag, foto’s (oa Facebook) en PvKO TV 

• Contentpaper 

• Aankondiging nieuw initiatief 
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Facebook.nl/pvko 

#pvko 

@Pvko 



Tijd Agendapunt 

17.30 Ontvangst met broodjes 

18.30 Welkom Maricken Hengeveld 

18.40 Inleiding Lisa Kraft 

18.50 Presentatie Lisa Kraft 

19.15 Wat vind jij? 

19.30 Pauze 

20.00 Inleiding Adrian Hoffstaedter 

20.05 Presentatie Adrian Hoffstaedter 

20.35 Wat vind jij? 

21.00 Afronding en aanvang borrel 

22.00 Einde 



The subcionscous mind 



Framing is een overtuigingstechniek in 

communicatie. De techniek bestaat eruit 

woorden en beelden zo te kiezen, dat daarbij 

impliciet een aantal aspecten van het 

beschrevene wordt uitgelicht. Deze uitgelichte 

aspecten helpen om een bepaalde lezing van 

het beschrevene of een mening daarover te 

propageren. Zowel in de politiek als in de 

reclame wordt framing bewust (en onbewust) 

ingezet. 

http://nl.wikipedia.org/wiki/Communicatie


# Vraag Eens/ 

Oneens 

1 Studenten die een tekst hebben gelezen waarin veel beschaafde en vriendelijke 

woorden voorkomen, durven hun docent minder snel te storen dan lotgenoten die 

dat niet hebben gedaan 

  

2 Jonge moeders doen hun mond open zodat de baby dit ook doet en deze een 

hapje kan nemen 

  

3 Als je studenten voor het examen aan Einstein laat denken, dan scoren ze 

slechter 

  

4 Als je studenten voor het examen aan een voetballer laat denken, dan scoren ze 

beter 

  

5 Subliminale communicatie leidt tot verhoogde verkoop (bijvoorbeeld: heel kort in 

een bioscoopfilm voor de pauze een Coca Cola logo tonen, zonder dat je 

bewustzijn het beseft) 

  

6 De effecten van framing duren maar kort (zie bijvoorbeeld onder 1: de tekst met 

beschaafde en vriendelijke woorden)  

  



Lisa Krafft; Master student of Marketing and Finance at Maastricht 

University: Master in International Business.  

 

Zij is cum laude afgestudeerd met een thesis voor een grote (leven-

Pensioen) Verzekeraar:  

 

Gender Differences in Attitude towards Pension Communication for 

Generation X 
How Framing Influences Attitude towards Pension Communication 



MSc Marketing & Finance 

Gender Differences in Attitude towards 
Pension Communication 

Elisabeth Krafft 
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Do you visit "Mijn ABP" or "mijnpensioenoverzicht.nl“ ? 
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Why is this topic important? 
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The Marketing & CRM perspective 
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How to motivate customers to think and engage with a 

product that is very complex and requires high effort? 



MSc Marketing & Finance 

www.marketingsite.nl 

Agenda 

 

1. Gender differences in pension decisions 

2. The power of framings 

3. Research process 

4. Insights 

5. Implications for Marketing & CRM 

18 
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Gender differences in pension decisions 
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The power of framings 
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Hershfield, H., Goldstein, D., Sharpe, W., Fox, J., Yeykelis, L., Carstensen, L., & 
Bailenson, J. (2011). Increasing Saving Behavior Through Age-Progressed 
Renderings of the Future Self. Journal Of Marketing Research (JMR), 48, 23-37. 
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The power of framings 
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We wish you a happy 40th Birthday! 40 is 
a wonderful age. As people say “Life starts 
at 40”. By and by, it is time to think about 
your retirement. Invest in your future 
living standard and you will profit from an 
advantageous rate of interest and share of 
profit. We offer an attractive option with 
positive capital development and an 
attractive return. Feel free to contact us! 

Investment 

We wish you a happy 40th Birthday! 40 
is a wonderful age. As people say “Life 
starts at 40”. By and by, it is time to 
think about your retirement. Ensure 
your future living standard with a 
lifelong, stable and guaranteed 
pension payout. We guarantee you a 
safe fund with a solid rate of interest. 
Feel free to contact us! 

Insurance 
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1. Interviews 

Research process 
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2. Online questionnaire 
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Insights 
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Women 

choosing 

insurance  

Women 

choosing 

investment 

Men choosing 

insurance 

Men choosing 

investment 

3 1 2 4 

“Solid is down-to-earth. This word in mind, I think about a house.” (female respondent, 

commenting on Insurance framing) 

 

“At least it gives you the feeling that you take the reins (…). I decide what happens.” 

(male respondent, commenting on Investment framing) 
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1. Insight: Men form more positive attitudes about pension communication. 
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*This pension advertisement is credible. 
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2. Insight: Men form more positive attitudes with the investment framing. 
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3. Insight: Within gender groups attitude is polarized more than expected. 
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*This pension advertisement is believable. 
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MSc Strategic Marketing 
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Implications for Marketing & CRM 
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Low-cost Marketing strategy 

Generation X 

Heterogeneous customer base 

Importance of gender differences 
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Discussion 

1. Is a positive attitude towards pension information strong enough 

to imply an impulse for pension investment? 

2. Will one message be enough to motivate people to invest in 

pension provision? 

3. What problems might arise if customers are sorted into 

stereotyped groups? 

 

 

 

http://www.youtube.com/watch?v=zbEa1P4sqd8


Hoffstaedter, Adrian 

 

Master student of Strategic Marketing at Maastricht University Adrian 

Hoffstaedter: University of Maastricht, Masters in International Business.  

 

Hij is cum laude afgestudeerd met een thesis voor een grote Duitse 

Telecom Aanbieder:  

 

Thank You, You Have a Nice Day, Exploring Uncivil Consumer Behavior 

Online, Effects on Third Parties and Company Reactions. 
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MSc Strategic Marketing 



Thank You, You Have a Nice Day 
Exploring Uncivil Consumer Behavior Online, Effects on 
Third Parties and Company Reactions 

 

Adrian Hoffstaedter 
MSc Strategic Marketing 
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Exposure is everywhere 

 

33 

MSc Strategic Marketing 

96% 99% 

Source: Cortina et al. 2001 
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Facebook Posts Analysis 
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Rude 
33% 

Extremely 
Rude 
8% 

Civil 
59% 

Source: Facebook Service Page of major German 
Telecommunication Company 
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Focus Question 
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How can a company best react to online 

 rude consumer behavior?  
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Rude Behavior Defined 
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Insensitive, disrespectful behavior,  

directed at another person, 

that violates generally accepted norms. 
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Agenda 
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1. Consequences  

 

2. Model & Method 

 

3. Results 

 

4. Implications 

 

5. Discussion 



MSc Marketing & Finance 

www.marketingsite.nl 

Indirect Consequences of Rude Behavior 
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Anger 

Service 
Experience 

Word of Mouth 

Generalizations 

Emotional 
Contagion 

Profits  &  

Company Success 
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Method 
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Facebook Company Page 
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70% 88% 

Source: Alexander and Gentry 2014 

95% 
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Ignore Reaction Polite Reaction Reprimanding Reaction 
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Model 
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Civil vs. Uncivil 

Consumer Post 

Like Behavior on 

Post 

Response Behavior 
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Witnesses Liking Behavior on Consumer Posts 
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Model 
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Civil vs. Uncivil 

Consumer Post 

Attitude towards 

Company 

Purchase Intention 

Support Direction 

Like Behavior on 

Post 

Response Behavior 

Ignore Reaction 

Polite Reaction 

Reprimand Reaction 
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Purchase Intention Measurement 
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Attitude towards the Company 
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Purchase Intentions 
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Support Direction 
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Implications for Marketing & CRM 
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PROACTIVE REACTION 

 

AWARENESS 

 

 

 

 

TRAINING & DATA BASE 

COMPANY PERFORMANCE 
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THANK YOU, 

 

  YOU HAVE A NICE DAY 



Discussion 

1. “Don’t ever reprimand!” Do you agree?  

2. Are the findings applicable for CRM in general or only for 

telecommunication companies?  

3. Are the findings applicable to other channels as well?  

 

 

http://www.youtube.com/watch?v=zbEa1P4sqd8


Place-holder 

Wrap-up 


