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Project: The Carphone Warehouse Uses Personalized Welcome Packages
to Cross-Sell
Vertical Market: Telecommunications

Business Application:  Collateral Management & Fulfillment/Personalized Kits

The Carphone Warehouse uses personalized welcome packs to give every
new cell phone customer a customized welcome. The packages are also used
to cross sell options, accessories, and related products.

Program Objectives
1 Give customers personalized information packages
{1 Cross-sell options, accessories, and related products

{ Build customer loyalty

Significant Results Reported by User
{1 Each customer is recognized as unique and individual

1 More than 1.2 million Welcome Packs have been sent since May 2005
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Description

In an increasingly competitive market,
the Carphone Warehouse, the leading
mobile telecommunications retailer in
the U.K. and Europe, wanted to do more
than maintain its market share. It wanted
to increase it. To do so, it wanted to make
sure that every patron was recognized as
a valued customer.

The company recognized that it could
increase its revenue by selling existing
cellular phone service customers
complementary products and services.
This increased revenue could come from
a new contract or phone upgrades, as
well as the purchase of other products
and services such as insurance and
phone accessories.

To these ends, the company gathers a lot
of information from customers when
they sign up for a phone. This point of
purchase information gives the retailer
an excellent opportunity to cross-sell
accessories such as hands-free kits,
Bluetooth connections, insurance,
service contracts, or upgraded
connection plans. Sales consultants are
also encouraged to sell Talk Talk, the
Carphone Warehouse’s landline
telephone and broadband service.

Since the company offers more than 230
different handset models, seven different
mobile networks, each with five different
tariffs (aka rate plans), and numerous
accessories and options, the customers’
options are enormous. The challenge for
the after-sales marketer is deciding how
to appeal to each client efficiently.
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The Carphone Warehouse’s direct marketing agency, WDMP, and Inc. Direct
worked together to develop a solution. They were able to deliver fully-
personalized welcome packs with more than 80 variable fields for each

customer.
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Inc. Direct was already working with the Carphone Warehouse to provide
the company with printed materials. Since Carphone Warehouse liked the
proposal from Inc. Direct and WDMP, it accepted it without looking for
other providers or going out to bid.

A booklet contains 16 pages, printed on

silk stock with a self cover and contains
Making the most of your Samsung D500 information about how to operate the
P phone the customer purchased and
more. “Each booklet was customized to
the individual’s particular phone,
network service provider, tariff, and
mobile phone number,” said Noel
Warner, Inc. Direct’s Managing
Director. “Depending on their purchase,
the booklet also cross-sells products and
services not purchased as well as
offering a trade-in incentive to use when
their mobile phone contract comes up
for renewal in 12 months.”

Research revealed that the customers
felt this to be a very useful reference
guide. They are also happy that the
Carphone Warehouse has
communicated on a one-to-one level
with products and services applicable to
them.
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The Carphone Warehouse was “head
over heels” with the Welcome Pack
project from the start and is happy with
the results. Inc. Direct is now producing
about 4,000 welcome packs each day.




