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Introduction

About TOTE-M

AAn independent management consulting firm in
Customer Management founded in 1994
A40 consultants, offices in the Netherlands and Belgium
APartners: G-CEM, Smith+co, MarketResponse
A50% owner of ?Next! Coaches

AThe number one partner for designing and implementing
personal, memorable and enduring customer
interactions

AOur clients recommend us because our consultants are
competent, independent and involved: NPS +31%

Awell known for our results, publications, research,
masterclasses, DOC and jury member of CRM Awards,
PON/OM Outsource Awards, Global CEM Awards
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Our mission and vision

AOur mission is to create, facilitate and secure valuable
encounters. Success of our clients is central in reaching
this goal
AQur vision:
AThe future belongs to organizations that are able to create
valuable and authentic encounters
AThey have impassioned customers, employees and
shareholders
AValuable encounters are personal, memorable and
enduringg The secret is the 6click

AConnecting the customer and the organization is
fundamental for each valuable encounter
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Copyright © 1994-2009 TOTE-M

Our brand values

APersonal
AFrom contact to relationship (CRM)
AKnow your most important
customers
AMemorable
AFrom need to experience (CEM)
AcCaptivate your most important -
customers Horrible
AEnduring
AFrom moment to lifecycle (CLM) New needs Purchase
ABind your most important customers

Problems
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About the research

AThis survey was conducted by MarketResponse among a Dutch
nationwide weighted sample (n=1.523). The minimum age of the
respondents was 16.

AThe survey was conducted in accordance with the European research
guidelines (Esomar), which state that anonymity must be guaranteed
and that personal information may not be passed on to third parties.

AThe survey was weighted by:

A Sex

AAge
AHousehold size
A Education
Alnternet usage

The research focuses on three branches:

AFinancial Services: retail banking sector

AConsumer Electronics: multimedia product vendors

ATelecom Operators: (mobile) telecom, cable and internet service
providers
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Terminology

AChurn:
the number of individuals or items moving out of a
business over a specific period of time

Al oyalty:
the number of individuals staying at a business over a
specific period of time

ATestimonial:
a written or spoken statement about the virtue of some
product, service or brand

AFirst time right:
measure for the due date flawless delivery of a product
or service in that specific branche
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Net Promoter Score (NPS)

AThe NPS (Reichheld, 2003) is frequently used to gain insight
, into customer loyalty
AThe NPS method measures customer loyalty by:

AAsking 6Would you recommend company X to
relatives?o6
A Scoring the answers on a 11-point scale (0 = absolutely not; 10 = yes,

, absolutely)
A Calculating the net score by subtracting the number of 0 to 6 scores (the
detractors) from the number of 9 and 10 scores (the promoters)

Detractors Passives Promoters

ARecommending seems to be obligation-free, but in fact, it is
not. Recommenders put their reputations at stake.
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Customer life cycle

This report is based on the TOTE-M customer life cycle model. This
model sequentially describes each step from the start to the
extension of the customer relationship and/or churn. This research
focuses on loyalty, (potential) churn and the use of testimonials
during orientation and (re)purchasing covering all phases.

Orientation

sz ) Purchase

Problems
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The use of testimonials

Only a fraction of testimonial users actually write a
testimonial

Testimonial usage 20%  40%  60%  80%

NoR=users Users
Reads testimonials

Gives ratings

Writes testimonials

Testimonials
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