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Dear Executive,

Ask yourself this question
“Which customers do you
want to be loyal?”

The answer isn’t “all customers,” it is “our most
valuable customers.” Trying to appeal to all
customers or to your average customers will do
just that ... generate average profits. To maximise
profits, you need to design your website for your
most valuable customers.

Do you believe that customers are not equal, and
shouldn't be rewarded equally? This belief is
critical to a MVC focused strategy. Designing
acquisition and retention strategies around MVCs
(most valuable customers) will ensure your high-
value customers remain loyal to you.

Do you truly know and understand who
your most valuable customers are, and
what they need?

Are you aware what problems your
customers are trying to solve and how you
can solve them most efficiently?

How sure are you that your marketing
efforts are targeted at your most profitable
user group?

Having all these questions and MORE answered
by joining Ellen Reid Smith, author of the book
e-Loyalty and founder of The e-Loyalty Resource
(e-loyalty.com) at this highly interactive and
practical seminar. You will take practical tools
and proven techniques on how to:

Identify your MVCs before and after they
transact with your company;

Determine your MVCs’ loyalty drivers;

Select and develop a customer loyalty
program to make MVCs loyal;

Build relationships with MVCs via
intelligent e-dialogues;

Reward MVCs’ loyalty

In addition, Ellen will present step-by-step process
for integrating online and offline marketing
strategies around your most valuable customers
to produce higher profits across your entire
customer base. Also included will be ROI models
for measuring the result of incremental marketing
programs that focus on high-value customers.

This seminar is about you can “Integrate Online
and Offline Strategies to Maximise Customer
Loyalty and Profitability” PRACTICALLY - not
theoretically. To ensure you understand and
apply what you learn at the seminar, you will get
the chance to complete an e-loyalty strategy
on-site!

We look forward to welcoming you at the seminar.

Ellen Reid Smith

visit
www.reidsmith.com
to find out more
about Ellen and what

she has to offer you!

Ellen Reid Smith is the author of the
internationally acclaimed book e-Loyalty:
How to Keep Customers Coming Back to
Your Website. The Industry Standard
magazine recommended her book as one of
the top 20 management books in 2000.

She is also the President of Reid Smith &
Associates, Inc. (ReidSmith.com), a
consulting firm that develops e-loyalty
strategies that attract and retain a company’s
most valuable customers. She and her
associates assist clients with customer
segmentations, e-loyalty research, customer
program designs, implementation plans,
RFP's, loyalty measurement systems and
ROI calculations. Her clients include several
dot com start-ups as well as Fortune 500
companies such as: Compag, Hasbro
Interactive, Hewlett-Packard, DaimlerChrysler,
Budget Rent a Care, Fisher-Price, IntelliQuest,
Quick & Reilly, Windamere Venture Partners
and others.

She is a frequent and highly sought-after
speaker at international conferences and
writes for a number of business magazines
and online webzines. In her previous position
as Vice President of Worldwide Marketing
for IBM Consumer Division, she designed
and implemented an e-loyalty program for
IBM's PC customers called IBM Owner
Privileges which was the first of its kind in
the industry and a model for personalised
e-loyalty programs. She has over 17 years
of experience in loyalty marketing, which
included developing loyalty strategy for
companies such as: American Airlines,
Neiman Marcus, UPS, JCPenney, Olive
Garden, Pacific Bell, AT&T, Pizza Hut, Sega,
Tupperware and the U.S. Army.

HEAR WHAT OTHERS HAVE TO SAY
ABOUT ELLEN’S E-LOYALTY SEMINARS

“Ellen’s seminar for building customer loyalty was so powerful, we hired her to speak
to four product divisions at Hewlett-Packard”

- Peter Sanders, Hewlett-Packard

"Great presentation, clearly explained ideas, lots of specific examples.”

- Marida Hines, Phillips Health Interactive

"Excellent and relevant workshop - systematic tried and tested CRM applied to the Web.
Great Stuff! Ellen was extremely knowledgeable, had a solid approach and delivered the

information well.”

- Michael Walsh, President & CEO, Prometheus

"Very informative and even more than | expected”

- Adelle Infante, Super Groups.com, Inc.

"Ellen is very knowledgeable - willing to share practical, anecdotal information that was

very helpful.”

- Marte Beam, Director Marketing, Humana, Inc.

“Ellen is very knowledgeable. Her workshop is very cohesive, coherent and logical.”
- Joy Remuzz, Manager, Public Web Sites, UUNET Technologies

“By illustrating the return on investment a CRM program can generate, our partners
clearly understood why CRM is so important to an online business.”

- Jessica Hewitt, MyFamily.com

WHO YOU WILL MEET

This seminar is targeted at professionals

from all industries who are responsible for
building and improving customer relationship
management and internet marketing strategies.
Packed with practical examples, this high-value
comprehensive seminar is especially tailored
for MDs, CEOs, VPs, Directors, Heads,
Managers, Executives and Consultants of:

« Marketing / Internet Marketing = Web-site
Marketing = Relationship Marketing & Sales

» Relationship Management « CRM e Interactive
Marketing « Channel Marketing « Product / Brand
« Customer Service / Support / Satisfaction /
Care = Corporate Communications = Media
Communications = Retail Banking « New Delivery
Channels = Strategic & Corporate Planning = Market
Research < IT « Online Customer Support « Web
Design / Implementation < Interactive Commerce
* E-Commerce «

Supported by:

Direct Marketing of Asia Limited is one of

Asia’s earliest practitioners of ‘Target/
One-to-One Marketing’. Direct Marketing

of Asia Limited. has a royal client-base including
many blue-chip and international corporations, for
whom we provide all means in reaching one’s target
market. Services included telemarketing, target list
rental, letter preparation, database management,
mailbox delivery, street delivery and email marketing-
virtually the outsourcing partner for all things related
to 1:1 effective marketing.

Phone: (852) 2880 5918 Fax: (852) 2597 4325
Web: Email: dma@dm-asia.com
China Hong Kong

ePost121- An Award Winning Email Marketing
Service of Direct Marketing of Asia Ltd. (DMA). It
equips clients with well-classified information, state-
of-art technology and insider’s know-how in the
spectrum of email marketing.

epost121 services include email campaign strategy
development, database management support,
message content design, campaign analysis, real-
time web-based reporting of visitor behavior and
other value-added modules, e.g. IndivMERGE,
PowerAttach, LeadsReach and ReactForm.

ePost121 is a CRM / Email Marketing
MUST for every MARKETER.

Please call (852) 2880 5918 or
email dm@dm-asia,com to for further details.
SEMINAR SCHEDULE:

08:15 — 09:00 hours
09:00 — 17:00 hours

Registration
Seminar

Buffet lunch, morning and afternoon tea-breaks
will be provided for during the seminar.

E-Loyalty:

Integrating Online and
Offline Strategies to
Maximise Customer Loyalty
and Profitability

25 — 26 April 2002
Swissotel The Stamford, Singapore

Seminar Outline

Identifying Your Most Value Customers (MVCs)

< How high-value customers are different from average customers
 Methods for segmenting your customers by value

< Why you might want to “red line” low-value customers

+ Methods for identifying high value customers

Understanding what makes MVC’s loyal
* Understanding how loyalty drivers work online and offline
e The research process for identifying your customers’ loyalty drivers

Seven Steps to Designing your Customer Loyalty Strategy

e Turn business goals and objectives into loyalty objectives

< Identify the customers you want to be loyal

« Develop an intelligent dialogue

< Design for your most valuable customer, not your average customer
e Formalise an customer loyalty program

e Persuade customers to want a relationship

e Improve by listening and measuring

Testing your Proposed Loyalty Strategy
e Learn the critical test every program idea should pass
« Test the competitive holding power of your program

Developing an Implementation Plan for your Customer Loyalty

Program

« Develop and test loyalty concepts to finalise your customer loyalty
strategy

« Develop an initial business case to test the details of your program
concept

e Create a customer contact plan

< Develop a partnering strategy

- Determine resources required, best sources and associated costs

« Finalise the program forecasts and budget

+ Adopt an extended ROI to justify and defend your budget

« Develop a plan for measuring success

e Develop a viable timeline with implementation leaders

The Biggest Challenges in Implementing Customer Loyalty Programs

e Challenge #1: Integrating customer loyalty and adopting it as a
business goal

e Challenge #2: Gaining consensus, and garnering support

e Challenge #3: Maintaining a customer lifetime value focus

e Challenge #4: Appropriating the funding and resources required

Critical Success Factors and Some Great Case Studies
e Learn the eight most important e-loyalty concepts to master
 See examples for each of these concepts

Determining the Return on Investment of a Customer Loyalty Strategy
< First define customer loyalty in terms of incremental revenue
* Learn how to build an extended ROI for a customer loyalty program



