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PHILIPS

sense and simplicity

The Social Media Experience: New
Barriers are Fading

Philips Consumer Lifestyle

@FlorisRegouin

Bratislava, April 2012
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PHILIPS

Statistics go through the roof!

« World population: £ 7 billion

* Online: £ 2.2 billion

« Facebook: £ 900 million

« Google+: £ 100 million

« @LadyGaga: > 23 million followers

« Justin Bieber on YouTube: > 730 million

views, owning 2 retweet records!

Top Tweet: 87,852 Retweets saizonn

é Justin Bieber & ¥ Follow
{@justinbieber

I'M SEXY ANDI ENOWIT
21 Nov 11 4~ Reply £F Retweet W Favorite
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PHILIPS

Consumers are moving outside the purchasing funnel -
changing the way they research and buy their products

The consumer decision journey

Research

U Information gathering, shopping

Dlscover <
Adding Forrester A
enriches the touch "

Initial

Moment of
points and R L ES— B
communication Trigger
vehicles revealing full
consumer experience

Decide

|
[ B Purchase
[ ] |

[ ] | .
Personalize
[ ] |

Ongomg exposure | b

B Web [ Company website [l Mobile l Branch/store M Call center M Social

Source: McKinsey, Forrester @florisregouin
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PHILIPS

Change in approach is a necessity!

From

On/off s3> | On-goINg
Interruption ﬁ Engagement
One-way push — | TWO-way dialogue

Product/category centric > | CONSUMET CENTTIC

Fragmentation e3> | FOCUS
Inconsistency > | Consistency

@florisregouin



“Orchestration of the digital initiatives is key to success”



PHILIPS

Here’s our journey.

Social network guides

X-Functional team

PHILPS

PHILIPS

The Social media cross functional team sense and simplicity

Twitter Guide ia

P i Pragan
A 3010

Stage gate system

PHILPS

The social media stage gate system

SM Brand guidelines

Philips brand in social media

1]23/4

5

6|7

PHILIPS

Brand principles Core platforms Socialcast
n;':u;urrenlmﬂlsel&iMraslructure, some examples E = — =
oxyme = = Z

‘l] A Tube]

W | st vt w1 .-j'”* trte

SM Guideline

Webcare toolkit

———y
e —
Social Media Webcare Training Booklet
Camurmer Care

Phiin Comner Liesepie
Jone 2001

PHILIPS

B2C Strategy toolkit

a

- i'l'ﬂﬂd-ll.l:

=HB--. H
’\'. B3 Eh
MR EN R ARTN ST

Buildin

S—— PHILIPS

2009

2010

@florisregouin
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PHILIPS

We’ve learned that markets & sectors
can be very different:

Emerging markets v social media

(93% of online users use social tools at least monthly)

« The West consumes rather than create

(70% of online adults in Western countries are spectators)

* No single picture of European social media user

(Huge variations from country to country)

« Japan follows different pattern than Asia

(Only 28% visit social networking sites)

By global guidance Philips enables and
empowers local markets & sectors to be able to
execute

Source: Forrester, Global Social Media Adoption In 2011, Jan 2012
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Capture insights on customer behavior and
experience & build a Consumer Experience Flow

||||||

Experience flows help to visualize insights about
how customers behave, think and how they try to
achieve their goals

@florisregouin 11



PHILIPS

Experience Flow | Kitchen Appliances Germany

Inform to educate

Experience Flow Trigger to connect
=

Claudia The customer journey:
™ king rc

i
The four of us st to-

whie cooking and
baking,

Claudia needs M I'm convinced. A

recipes and tips f food processor

on how to cook == A could r;aslfgrmy life
for/with her -

family

o<mEno

Insights into (unmet) needs:

Bargains
- oy i sntnd Kncon O covm

Moments of delightful engagement:

— B oy et
: I\
= E o m G= 5
o = i “,p o o ﬂ i

[ i -“0
2 & -
= “r

Opportunity | Opportunity 2 Opportunity 3
Getting in contact with consumers earlier in the journey ysumer

Key touch-point design direction setting:

=N ; &.-
¢4
— =
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PHILIPS

We defined clear roles and a simple framework to
reinforce the brand with every consumer interaction

Stimulating on-goin . .
[ g. .g & ] [ Managing the conversation ]
communication

Making the promise
Keeping the promise

¥

- ]
) z 2
Ejl 2 CONTENT MODERATION || RESPONDING (HISTORY) 2
= =3 creation || PUBLISHING | LISTENING (PRE/POST) rertvicommen) || TRACKING || MONITORING ||| = O
You|| © s
ou

Community Manager

\ J

—~—

[ Monitoring the results of the J

conversation
Source: Forrester
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Finding the right KPIs to measure business &
social objectives and define success

DSl SUBSCRIBERS
AVERAGK ORDER VALVE _ REACH
AKITIONS URETATE VALK OF CORTOMERS « OGS RESOLVED

FORUWARDS TO FRIEND
(ONTRIBUTORS nPSUHIGUE VISITORS
TRANSACTION VALUE PER CUSTOMER SUPERPROMOTERS

RATINGS AND REVIEUS S(n"m(nl' SCOR OUTBOUND SOUAL TRAFFIC
(05T OF NON-QUALITY

INBOUND SO(Iﬂl TRQFFI(

R(ﬁ!ﬂ%}&%&%}g&{(&sonune SQKS nwenm
Tt 51" O (ORLETOn

Use relevant secondary metrics to understand
how the needles are moving

@florisregouin 14
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Then It starts with the real deal:
Doing it, and doing it well!

Pl‘of
((\e . sy,
© (e e o)
® ,&\&‘X‘Ca a/tbce /79/
o 4
yealthcarg

Sunysy
IEuogssa;o-\d

nealthy life &
‘,ersonal Care

Some success stories in the different sectors

@florisregouin




PHILIPS

ompany page on Linkedin

Linked[fe ccountnype susness pus

Home Profie

~ Civefiosch  Add Connections

Contacts Groups Jobs labox ]l Companies News More

Companies > Philips

Oweniew  Careers  Products & Services  Analytics

e Hans Notenboom FeTevoT

Philips Products and Services Philips has 116,963 folowers

At Philips, we try to simplify healthcare through combining our unigue Cinical
experise with human insights 1o develop inovations that ultimately help to
improve the quality of peopie’s fves

PHILIPS

 Following ~ | | Snare

13 Products & Services
Philips Product and Service Spotiight .« »
121 Recommendations

Get the latest developments on health Linked[[e accou Tyse susness rus

~ CiveRoacn  Add Connections

and well-being all in one place.

Home Profie Contacts Groups Jobs Inbox [} Companies News More Groups * S
e PHILIPS & Mnovatons inLight
GetI l]sideHealth jons  Members Promotions  Jobs Search  Manage More.

Your exchisive guice to heakh ard well being

[0 Groups in the Linkedin app for iPhone and Android

Start a discussion o omething with the

Jmmendations

4

Achieva 3.0T TX MRI with MultiTransmit 12 rec
Make a leap forward in 3.0T MRI performance The Achieva 3.0T

TX with Mult:Transmit parallel RF transmission technology is

designed to overcome fundamental challenges of high-feld

imaging, such as the dielectric eflect. Unique to the Achieva

3.07 TX. MuliTransmit reduces dielectric shading to

Maximum length s 200 characters.

# Arach a link
Vour Activly

Whats Happening ~  EED Show all RSS discussions *
Request Recommendatons - Share
ing Light & Down Light & Buib & Our professional products: LED Ce
D ... oo Gomechp Lighin,goodselr ot L
Gomechip Lighting Technology Co. Ltd
il D Like 2 Comment % Flag + More ~ 3
Most Popular Discussions
Active cooling for LED Lamps and Fixtures_.. What's your experience
Ll Within a few weeks, we will be posting tear-downs of at least 4 active-cooled LED lamps. Some
mainstream, several not. Anybody have
Owa Robert Dick +Mau - | agree with your general comment, but | disagree with your
ool 54 Higher efficacy will result in more. >

Share group + Group ules

PHILIPS piscover more Linkedin Groups
© Innovations in Heath

© Creating Healthy, Livable Cities

UV technology

How likely are you to recommend this
group?
0123 4567 83 10

extremely
likely

extremely
unlikely S
[Csubmie_» ]

Manager's Choice

Latest Updates

LED questions? Get advice from the
oxparts!

Mie Smpson Seents

Philips has about 120,000 followers of the company
page on LinkedIn with careers section, product &
services tab for recommendations.

Innovations in Health & Light programs delivered NPS
and purchase consideration (MetrixLab, sep 2011)

@florisregouin




PHILIPS

Using Social Media channels to engage
with consumers in conversations

A Home (o) Connect Discover

>

Philips_Nederland

@PhlhpsNL FOLLOWS
van Philips Nederland

Hme lam: http:/iwww.philips.nl/inieuwscentrum

£ Home (@ Connect F+ Discover

PhilipsCare NL » Follow | | 2+

Tweets ' : @PhlhpsCare NL 332

142+

Following i PHILIPS  ricus over Phiips? Volg dan @PhipshL. B

WEBCARE ds /www.philips.nl/support

Followers

. lg N t “ﬁ pHiups B ’ Tweet to PhilipsCare NL Tweets

Linde L8, PhilipsCare NL @FhilipsCare Jan
S @JoSchrijft Zou ik uw contactinfo per DM mogen ontvangen aub?
Favorites Tweets "2  Dan kan er contact met u opgenomen worden nav uw tweet. Mvg *LB
4 In reply to Jolanda Timmermans
. Following
Lists Y PhilipsCare NL sCare Jan
PHILIPS Followers @gvhees Ik heb uw tweet ge}ezenl Zou ik via een DM uw conlactgeg

) WEBCARE "% mogen ontvangen? Dan neem ik contact met u op. Mvg *LB
Recent images S ] e « Inreplylo Gervan Hees

if:;«ﬂ:::;\:;r Favorites PhilipsCare NL sCare

wwew.philips.nlisupport @TodoTipo Dit zou zonder problemen moeten passen. Helaas is de
- Lists "t betreffende filter niet meer via ons leverbaar. Mvg LB

PhilipsCare NL E

@nhbeukers Uw klacm is doorgzet naar de collega's van de
Onlineshop. Is er tot op heden nog geen contact met u opgenomen?
Mvg LB

4+ In reply to Henk Beukers

PhilipsCare NL

@jendrikvdijk Ik z0u graag met u in contact willen komen nav uw
tweet. Zou ik via een DM uw contactgeg mogen ontvangen aub? Mvg
LB
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#Sonicare — The Case

1.511 websites / domains

Take action.

o
BN \We are a marketing company. We turn
nline chatter into actionable insights

5.718 call logs/NPS free texts

@florisregouin
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Turning insights into results: turning negative sentiment
to positive and reducing call center costs by 33%

Right product? |

Gived COSTS

Battery

 product work?

B \eelgestelde vragen

= Hoe lang (hoeveel uur) gaat het Uv-lampje mee?
Is het lampje vervangbaar of moet ik een nieuwe

reiniger kopen als
B eelgestelde vragen
= Als ik het FlexCare

Uv-reiniger gebruil = Mijn Sonicare-tandenborstel trilt niet zoveel of is

nog steeds om de | niet zo krachtig.

U-reiniger verwijc - Wat is de garantie van mijn Sonicare-
- Wat maakt de Phili tandenborstel?
tandenborstel bete - De accu's van mijn Sonicare-tandenborstel
. Het handvat werkt werken niet meer. Wat moet ik doen?
doen? = Mijn Sonicare-tandenborstel maakt een hard

- Is de ProResults-of geluid wanneer ik deze inschakel. Wat moet ik

verkrijgbaar? doen?
* Hoe voorkom ik dat de tandpasta gast spatten

+ Meer veelgestelde - R i

als ik mijn Sonicare-tandenborstel gebruik?

+ Meer veelgestelde vragen (42)

T——

@florisregouin 19
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Random act of Kindness: #Valentijn #koffievoor2

ﬂ' Philips_Nederland  FhilipshL 1
Hi @WendyBisschops we hebben je valentijnstweet gespot. Lekkerl

PHILIPS Verzurg jij dan de =koffievoor2? Dm je adres.dan sturen wij kado
#7omaar

Wendy Bisschops  \WendyBisschops
DPhilipshL wow wat gaaf. Tuurlijk dne ik dat. Dm komt eraan
Thanw }

*+ Hide -:-m;-;rsaticn

4 Mathijs van der Hurk . 1athijsvdHL 14 Feh
Onderweg naar Nijmegen heerluk koken voor mn meisje en dan
samen lekker eten -). Romantisch he -). #Valentijn

ﬂ Philips_Nederland = FhilipshiL 14 Feb
Hi @MathijsvdHurk we hebben je valentijnstweet gespot. Dat diner
PHILIPS afsluiten met #koffievoor2? Dm je adres,dan sturen wij kado #zomaar

* | reply to Mathijs van der Hurk

Ralf Silvius . RalfSilvius 14 Feb
Wees vandaag in |eder geval je eigen Valentijn, geef jezelf blijk van
liefde en straal het uit naar een ieder die jij het gunt.

ﬂ' Philips_Nederland  FhilipshiL

Hi @RalfSilvius we hebben je valentijnstweet gespot. Dm je adres.dan

PHILIPS sturen wij kado voor koffievoor2. #zomaar omdat we het je gunnen!
1"‘:'-'-::'7.1. Falf S S

* Hide conversation

@florisregouin

Johan Hovinga « 9 %
wat aanwijzingen voor de postbode iets met #Valentijn
pic_twitter.com/PxZM4g6k

Hide photo

me
~ Om uhet wat
‘makkelijker te
maken hoeft u niet

ieder kaartje een
yoor een door de
brievenbus te
doen.
De postzak met

kaartjes mag ook

aan de achterzijde
van de woning

geplaatst worden.

Voor de dames!

Flessen wijn aan

achterzijde, voor
een date, stuur een

dm op twitter,
00k bereikbaar via
facebook.

20



PHILIPS

A very low investment with engaged responses
and great impact

ntiinsactie

o - JAreach ofﬂTﬁ@re”&Wﬁﬁ"\@@‘fG@O

Leauy hebben je valegtijnstweet

leuk, Séeco koffieglazenset gehad van @PhilipshL:} fo I I Owers* VI @Etﬁ&-‘&l&t&dﬂl E]!FI]’EIFE CI rC I eS

@PhilipsNL Tx! pic.twitter.com/aA5HdOPY mch_ #otflavoos] Bm JE
ad ran wij kado
@PhilipsNL wow wat gaaf. e J
t Tuurlijk doe ik dat. Dm komit
eraan. Thankx ;)
. Roeland Topée L~
ZINplicity

Wow wat een leuke verassing van @PhilipsNL Heel
erg bedankt! #valentijn #koffievoor2

@ServiceisSales :) pic.twitter. com/UO\AaF308 & N \
LTy ] _ // 20'Fimes \
: jactiy #Koffnevorz \‘|

:

" By dex het cadenu.

§ voor Valentn . k\d\\\

* Heel veel plerier er ma!

¥ Vriendelghe goeken, '5“3*\‘9\
(@ PhilipsNL

f, A

@PhilipsML ben zo wi
door heel erg leuk ]

* A sum of all followers tweeting about #koffievoor2

@florisregouin 21



PHILIPS
Learn from failures & build on & leverage best
practices 4 4

e

Continuous learning,
sharing across
Markets, Sectors &
Functions and
closing the loop

@florisregouin 22
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10 Key lessons learned

‘ \ lh'.mﬁil' [ b

Listen Analyze & Continuous Start & do it Not just
Understand Learning a KPI
Share & No resources, Speak the Testing

Evangelize Mindset No execution Language Testing




And then keep on playing to build
your social media experience until
your brand sounds nice!
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