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Online today




WIKIPEDIA

> 6,000,000

articles




13 hours of video
uploaded per minute



B 200.000.000
blogs



Marketingfac M! Marcom Top 100 M! Academy M! Magagzine ™! Jobs M! Freelance M! Reporter ™! Toolhox

Home Colofon  Bloggers  Miewws melden  Adverteren  Partners B RSS? Inloggen  Aanmelde

IKies een rubrisk ;I | | Zoek Uitgebreid
SlideshareReview (25): Nog meer leren van Obama Post HBO Leergang
Wichert van Engelen (Het Lampje Linksonder) donderdag 26 februari 2009, 14:00 quﬂale Market ing

Fubrigk: Marketing 2.0 | Merkonbwikkeling | Social networks | Yiral marketing | Bekeken: 238 keer (66 keer doorgekikt)
& sialMedia

CASE STUDY OF EFFECTIVENESS
THE BARACK OBAMA CAMPAIGN

Leer alle ins&outs
van digital marketing!
Vier maanden,

een avond in de week

Laatste reacties

» Enarm goede toal o het effect in kaart te brengen, ...
14:48, Paul Hottinga

» Leuke blogpost. &ls j& googled op Yodafone HDSPA'...
13:24, Frark

> @Rogier: goed dat jullie het 20 goed op pakken...

I'\ 12:44, Bas van de Haterd
» Ja, dat ben ik met je eens, De BBC denkk er trouwens...

of active online users have read a blog

Source; Universal McCann Comparative Study on Social Media Trends April 2008



have started their own blog




39%
\ subscribe to an RSS feed
‘ » \




D%
have uploaded photos

mzkagani = Snew) Help Sign Out

flickr

Home You Organize Contacts Groups Explore

Search

= « Your photostream

=== Collections $Sets Tags Archives Favorites Popular Profile

School pictures Martha's May 2008 KJ's April 2008 March 2008
2008 Vineyard, 22 photos | Edit Super-Wedding 58 photos | Edi 32 photos | Edit
5 photos | Edit Memorial Day 32 photos | Edit

Weekend...
63 photos | Edit



have watched video clips

Y @ mzkagan i(0) Accountw QuickList(0) Help SignOut Site: €
fcast . Home Videos Channels Community
[Videos  v| Search | advanced Upload
The Break Up
geertdesager
2 years ago
. ’ " Subscribe
4
May 16,2007 (More info)
The Break-Up' — soon available on www.bringthe...
Customize

[<cbject width="425" height="344"> <param name="movie" value="h

b More From: geertdesager
¥ Related Videos

The Break Up
04:26 From: iSAniston
Views: 58,114

gary
02:41 From: afgismo
Views: 24,788

The break up
02:28 From: Loladbunny
Views: 17,445

Il — o16/2:18 i =B

Rate: &k k¥ 1 Views: 151,388
JENNIFER ANISTON SAYS THE
BREAK-UP IS NO CHICK FLICK
01:34 From: ArtisanNewsService
Views: 220,467

Send Video 8 Myspace i Facebook E¥ieD Shive opsons ETTEE JENNIFER ANISTON SERIOUS ABOUT

<. Share ¥ Favorite °| Playlists Flag




> /7%

have joined

a social
network

facehuuk Home Friends Inbox 4

Charles Hageman

wall Info Photos Boxes =+

S update status  #] Post Link Add Photos '&® Addvideo [ ] write Note =

What are yvou doing right now?

Wies Photos of Me (57)
Wiew Videos of Me (2)
Edit My Profile

Puosts by Chades  Posts by Others 8 Settings

Tod e

LinkEdﬁ® People |~ Jobs |~ Answers! ~ Companies |~

Q Home

& Groups =

Customer
Hroweledge. ..

Edit My Profile § “iew My Profile

Avigtion Professionals q
6 Your settings have been changed.

) courses For their
Budo Business

PR — ;, ibis nice tosee a
See all »
.& Profile +
- Charles Hageman et
Contacts +
Research Analyst at KLM [ Edit ]
=1 Inbox (1) = Armsterdam Area, Metherlands [Edit]  Market
Compose Message Research [ Edit]
heszages (1)
Iribdil
Introductions .
o What are yvou working on?
Irevitations:
Profiles
B Current « Research Analyst at Air France KLM
Jobs [ Edit ]
Recommendstions =# Add Current Position
Group Messages Past s Consultant at [THAKA research

Group Invitations s Clients Suppart and Consult at PAlex,

@ Applications + Randstad Contracting Services

s Researcher at Millward Brown



The conversations are powered by...

Blogs
Micro Blogs
* Online Chat
RSS
* Widgets
Social Networks
Social Boolemarls
Message Boards
Podcasts
Video Sharing Sites
Photo Sharing Sites
Virtual Worlds
Wikis

(...Just to name a few)



Online developments related to the
airline industry




4

.
e From passive = active flyertalk

e From unaware = informed

DelaycaStBEta EEE YO tripadvisor “

e From isolated = connected (Web2.0)

esee Club ecee Club

KLm AfricallkLm China
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Developments lead to new relationship
with customer, based on 3 C’s

e Cooperation
e Conversation
e Community

Companies moving from:
e Closed to open innovation

e 1-way communication to 3-way dialogue/
conversation with customers
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So what’s going on?

e People talk about you

e People are willing to express themselves on the
Internet

e Web2.0 technologies facilitate continuous online
dialogue

So get your customers together and
facilitate the dialogue

I n to U C h /\ continuous customer dialoque




Need for continuous customer
dialogue

“Co-creation begins by recognizing that the
role of the consumer has changed from isolated
to connected, from unaware to informed, from

passive to active” —
CK Prahalad: The Future of Competition
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Communities allow & need interactions
Multiple interactions together lead to Engagement

KLM

N

identmig g You can scowsy
you unsollclied Private mennbeny 247
b Online
Community

> ><<

MEMBERS Mernbars tak MEMBERS

with each other




Pre-requisites in connecting with customers:
Be Open and Transparent

KLM establishes a basis for more personal contact
with and between its customers, so that they feel
acknowledged.

This feeling will be reinforced if customers:

- can offer ongoing feedback on existing products
and services

- are involved in developing new products and
services at an early stage

- and can enter into dialogue with KLM in an open
and transparent manner.
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Engagement (=2 Insight) - Business

growth
The insight we get from our community...

1.Feedback (evaluative: customers react to research
questions)

2.Discovery (unmet needs: members surface new
areas for innovation)

Aligns with the two ways a business can grow
organically...

1.0ptimise what you currently do
2_C|"eate Something new Business Impact

KLM Action

Community Insight Feedback Discovery
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What is the KLM In touch Community




What is KLM InTouch?

private, exclusive online community
launched on 30 January 2008
hosted by Communispace.

Members:

edoe
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400 Flying Blue Elite members

from The Netherlands, UK, Germany,
Sweden and Norway

frequent flyers with at least 7 KLM
boardings

have flown at least one competitive airline
within the past 12 months.



KLM In touch is an explorative tool

e Directional and exploratory in nature

e Indication of target audiences attitudes

e Non-statistical sample (not representative for
general population)

e Not a replacement for broad-based quantitative
research

e As sound board / experts who think along

KLM %)



Objective KLM In touch

To understand the customers values, aspirations, dreams
and challenges and co-create relevant, differentiated
offerings

e Identifies top priorities (signalling function)

e Gives feedback on current product / service offers

e Surface unmet needs

e Customer insight (uncover attitudes and behaviours)
e Co-creation (customer led innovation)

e Information on competitors

e Spot trends

e Get ambassadors for your organisation

e Competitive advantage

edoe
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What does KLM In touch look like?




Tools we are using

Surveys

Photo Galleries

Video Message

Discussions

Brainstorms

Chatting




Facts and figures: input

e Very active members:
— Average unique logins per week: 153
— Average unique logins per month: 303
— Average contributions per week: 320

e The first year KLM InTouch facilitated:

KLM generated: member generated:

Discussions: 373
Brainstorms: 42
Surveys: 7
Chats: 5
Photo Galleries: 21




Future innovative uses

Day in the life diaries

White boarding and
image annotation

Live member events

Member-generated
marketing materials

Photo / Video
Ethnography
and Digital
Scrapbooks

Data mining




Output from the community

[
Communi
The voice of the customer.

Within KLM:

- wee kly sn apS h ot Community Snapshot

Mew FB communications easy to read and modern
. - - Members were given the opportunity to ask questions and
I kl pravide suggestions to a KLW manager who is working an
- e al e OpIC repo r I_Wee y Flying Blue communications. They said the new
cammunications are “well dispiayed”, rofessionzl”, and

“trendgcontarmporans” While they mast value information about
Award Miles, they also appreciate in

- executive management summary pisisseess

they will enjoy once there. Memhbers

- personalisation of communications
(b I _Wee kly) offers fram ather vendars (such as t

This week inthe

Elite members seek help securing Visas and Members want to use miles for family
navigating arrival in certain travel destinations. members or in exchange for merchandise.

- ad hoc: copies of full activities to E@
project managers MR

Community members want to be able to book
additional services for their leisure trips via

- video shots supporting reports a;en;;;;@m@

traveling companions.
mesrers bool oy
V Satn s woikd
Foreign currency, Local infoemmate i

Members want to use miles without restrictions.

Key Inskghts: Statinisr

ey Insights: KilMaTouch I papoct aveebert uenicr
imermbern would appreciate th el e oiftens dapporitod wher

i & o0 all Hhry don't recmtve sgpecial
Jur a0l treatment by KLM s
o N

Wiy e 8 0 cise
i

sl part of their Flying B
Findings from an celie community shaukd be considersd diectional and explorstory in nature.

Flatinum members insist upon special
treatment.

Communitpace



Members’ Feelings towards KLM In touch

83% are somewhat or very satisfied with their experience so far
78% expect changes to result from this community
62% believe that KLM values the opinions of its customers

55% feel more positively about KLM after being in this community

| like the fact that KLM cares for the customer opinion to such a high degree. For me
KLM has become more "personal.”

| have a feeling of being listened to. After being a frequent flyer for nearly 40 years
this is the first time that | have been regularly asked for opinions (the on board
guestionnaires do not count in this respect). It also makes me more critical of other
airlines' levels of service

| have felt more a part of the elite membership.

edoe
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Key Benefits and Success Stories




Key benefits of KLMinTouch

e Speed
Projects can be done within a few days

e Cost efficient

High set up costs but relatively
Inexpensive weekly costs

odes
KLM %)



sSuccess stories
e CEO Request, CO2 Emissions

e Co-Creation: New Cabin design
e Ad testing: Whiteboarding

e Quotes and video shots supporting
guantitative reports

KLM %)



sources

e WHAT THE F**C IS SOCIAL MEDIA
http://www.slideshare.net/mzkagan/what-the-fk-social-media

e Marta Z. Kagan:
http://bonafidemarketinggenius.com/
http://martazkagan.com/

e The Consumer Context, Myra Stark (Saatchi & Saatchi)
www.saatchikevin.com/download/pdf/myra stark consumer context 2005.pdf

More background info:

e Conversation: The Cluetrain Manifesto
http://en.wikipedia.org/wiki/Cluetrain Manifesto

e Community: “Communities dominate brands” (Ahonen)
www.tomiahonen.com/dominate.html

e Cooperation: “The Future of Competition” (Prahalad)
www.businessweek.com/managing/content/apr2008/ca20080417 055512.htm




Charles Hageman

e Research Analyst at KLM Royal Dutch Airlines

e E-mail: Charles.Hageman@klm.com

e LinkedIn:
http://www.linkedin.com/pub/dir/?last=hagemané&first
=charles
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