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Lead Generation and Customer Loyalty Strategies
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Royal Customers to be Lead Generators!
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Royal Customer = Influencer
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CRM solution that promotes lead generation from potential and current customers
through Social media
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 Monitoring the customer engagement (Actions)
« ldentifying royal customers with influencer potential
« Realizing information exchange within the company
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Monitoring the
activities
within
campaign sites
and
communities

170V
-l T
SEDHLLER
BEORE

Identifying
customers
fit to
become
influencers

ad‘tech tokyo

TULR—KYZ 3Ea 2T £

HILEHQEA | BRERTAFT

Skt 882 At 2

1
RN
LRI ]

it 4,28 TN 2
s O0Z00:AT T 4h BGiEA

BEOAR | £E%0ERH

[RIP]

@ HITHOETAME - THNET MY .‘.Ezfzm‘.(-j'h'i: ERRIL T
ABLALONOUNEC FAR T BELBILSEELE T,
60 (NGCH M U2 o TLAE & . NGCee™

Obweet 0 JH FES ;11 Ma.de‘b.y' nvanZ at 2010/6/15

HTTHNEEME-THUITH T [ZOEA ?Chatter?’fﬂ. kﬁﬁg%

M) ZUus- niUaREES

1EOEL ATz - -
B0 Ty THEpETas T s oAl cchatr 3]
G TEMSLALAT T T UL E-528 MY I TR EA TS
L5 a7me el v onGcHB A0z 71 A- BENE T,
- BTRGARKBELET UL - TT. 28 U AT TEL AL
120 @
Loo*" Obweet 2 20k BIE#r : 21 Made by ShigeSefo at 2010/6/17

[CDER TChatter T3]

@ FUA- ML REIES T HELRTULA- DI RIEES
TTh T AHERETEHE TUL. ERPETRATY

5o B
1twest 5 J2H FEES : 376 Made by Salesforcedapan at
20107617

TULR DA TUA R ANITERE
] oL B A IUNARALICRE |- pm v 1
rERs] SR OB Tehatter § 3
g FUE- O PR A ER DL O TLASINGCH O F
L) WASE@-TLATH, (LONLEWYE T, LB AR
g EETealid BESEIRERLORUAGE LR
Bie-e

O bweet 0 10 HIE# @ 491 Made by nyan2 at 2010/6/10

] <=3t 11| b M| &

5t | -5ERT

SyEuy -
Susv | EEwE
EEER ™

EAZIE(E 332 point

: SoFLY 140
Pro

BE L0 %ER
(3] Bt Pur L (-
] 27

Twitters  hiroyama3

EG4Q " vemas@onsisom Sup
F T
KeepTS Promote: 50 Plan 69
Chatter T2 Support | 5% Purchase £
Ex —
Delete

K F H— &K F BFO7 T .

N\
Comment

-

Tuwitker FAF1F Q&

EEOEEB(RIEIT. REERTER ST [COFAFATT

FmiB TRo T ichatterd &
e EFEETHIELIT. Do0ESNSINTT. R 0ERR CRER)
[l T #eTEsRUR T.NGCF IR TRY. BERARAUIVE

. - FULR-TEEOEIZZULETORL. SHEOLFEAITEES5 L

60 BaTnid.-e-

Otweet 5 1500k BIEES: : 115 Mads by 8 120) ot 2010-06-

18T13:08:00,0002

FUL AWM F O FF AL EEA TH [COFAFITT
LLy ichatterd %

[ vt gL h i o2 F AR IIN 2T B O TE 5
- L WMTBHREICR L ER ARLET
120

Obweet 12 322+ &S : 210 Made by &120) at 2010-05-
21T12:10:00.0002

FHP 1-3ERT

TR RN

HAERE

5 ¢

Chattar
what's happening ?

| Attach Link
| crear || submi

1] 2010/06/24

& Rl COROARER CEYET.
I THOTERE S TBYETM?

2010006/24 at 1337 Commert  Delete

Y

BELEBRED/—v AT 17 L THOEEBRIEE OS2 = -3

Visualizing social media activities and communications of the

identified customer
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Calculating the
customer value
based on his/her
activities and
promoting power
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Information
exchange with
company staff:
providing insight
to departments
such as product
marketers and
advertising
department
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Scenario of CRM solution implementation to produce lead generators
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|ldentify a customer who participates often in campaigns

Twitter DETRETZIFEL. F+N—2ATOITEIZDBICEIRT S
=0 VAT 1T ETHDL7 VI Y—E8FTET D

Identify the customer through their Twitter ID and store the activity info
within the campaign
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Scenario of CRM solution implementation to produce lead generators
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Display an invitation link on the campaign site
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After getting permission from the target customer, lead them to the registration page
for preferred customers

If there is a customer DB, identify the ID of the customer.



G cdztech tokyo

)=k 12— LTOCRMIL ) —IViER S TF)A

Scenario of CRM solution implementation to produce lead generators
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Promote the influencer’ s activities in the campaign

SEOFrINR—VTOBFHEEEDITHHITZI U T17 2R IHMTS
(KL heH TR, 21VEREHETHITS)

TEHOERIREL TS, BROSMER, O3IEY. KAZBELERERE

Provide an incentive to preferred customers for causing action in the future campaign

As guidelines for actions, track the following: participation counts, buzzes, friend invites,
etc.



