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Tried and tested customer insight methods are all well and good, but rapid changes in modern consumerism mean data
consultancies must constantly review their processes to keep track of what people want, and when
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We'd already refined our philosophy arcund the concept of Mutual Marketing, a vituous circle where.insight leads to better
relationships and greater customer loyalty, boosting product sales and allowing the brand to deepen their knowledge of the
individual.

We've now extended the concept heyond product marketing to betier consider consumer motivation and improve the
product. Building and marketing a better experience is mare likely to result not just in greater individual consumer lovalty,
but also recommendation to their peers.

We've identified five attributes needed to achieve this. The firstis personalisation. Use what you already know about the
customer to allow them to adapt the content of a campaign, thus increasing interaction with the product: for example,
personalising widgets.

Relevance comes next providing the most appropriate message atthe right moment and through the right channel To
achieve relevance, you must trigger motivations and behaviour, to ultimately provide people with personalised
recommendations in real-time.

Third comes understanding the customer's relaticnship not only with the brand but with other people. Show the individual
you care —through timely, personalised messages — and thev're mare likely to recommend you to others, therehy
becoming an influencer and advocate,

The fourth principle is croas-channel management. This differs from multi-channel, in that the requirement is delivering
consistent experiences through all relevant media in real-time, rather than just offering products through all channels. In
other words, tailorthe message specifically to each channel heing used by fracking
consumer hehaviour.

And finally, we need to guarantee openness This is the corollary of the above four
principles, encouraging custormers to engage with and make decisions about a
hrand. Effectively, cpenness is all about providing people with information and tools
that allow them to understand and control their relationship with a brand; think
sharing information via podcasts, social networks and iPhone apps.

W Consumerisim is moving on. The data industry must adaptwith itto ensure our
# insight capahilities are not made obsolete.

The Heal's Building | 22 Torrington Place | London | WC1E 7H)J
0207 927 9999 | info@eulogy.co.uk



