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Understanding
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The internet Is a digital ecosystem. Organizations or artists and fans
are all digitally connected and influence each other continuously.

All stakeholders are interconnected
via internal and external networks and systems.

By creating awareness within the organization and understanding
the context of Information in networks and systems an optimum
relationship with fans can be realized.
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Mission

Reach digital maturity status by organizing all fan
Information, make it accessible and useful. Learn the
organization how to achieve their business goals and

accelerate their objectives.
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* Business
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Ad Hoc

4
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No Management
No Budget

No Structure

No Resources
Experiments

Engaged

4
4
4
4

Executive Awareness

Some Management Engagement
Pilots

Part Time Resources

Structured

» Dedicated Budget

» Roadmap

» Management Responsibility
» Formal Projects

» High Level Formal Roles
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Managed

» Active Execution

14
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14
14
14

Daily Management
Program

Professional Staff

Roles & Responsibilities
Requirements Driven

Optimized

14
14
14
14
14
14

Strategic Focus
Significant Budget
Multichannel Initiatives
Business Unit

Center of Excellence
Business Intelligence
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Belleve

Artists build better and stronger fan relations
and offer real value to fans by creating awareness within the
organization and making better use of the context of data.
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Reports

Dashboards Analysis

Data Mining

Data Warehouse

Data Integration/Connection

Process
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Process
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Virtual Framework

Contextual
Data

Reports
Analyses
Dashboards
Processes

Marketing Database

Consumer Base Admin

Service
Data

Marketing
Data

Customer
Data

Customer service
incidents

Mailinglist

Customer
base

Sales
transactions

(example FB Apps)

Subscribers

Website registrations

Sociale Networks

Activation &
Acceleration

h

Vision &
Strategy

h

Data &

Intelligence

Consumer Database

Matching, Validation and Enriching Offline - attributes

Name, Address, City - Socio-demographical attributes
Telephone - Lifestyle, behavior, interests
Age +  Credit information

Gender - Family situation

Moved / Diseased

@® Customer base

@ Validated / Enriched

‘All’ Data

Partner environment

Segmentation

Virtual Warehouse

Centralization, Enrichment, Profiling and Segmentation

3

Profile enrichment
Profile dneration

1

Enrich with third party data

Warehousing
Data Mining
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What you do

Providing the right information for
communication, marketing and sales departments
with a framework so they achieve their goals and objectives.

Generating meaningful contextual insights for the organization
so it can be more successful in it’'s communication, marketing and sales processes.

Teaching the organization how they can validate, enrich and

use the right contextual information to put into successful action for
communication, marketing and sales to accelerate objectives and revenue streams.
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Framework * Context



mailto:denis.doeland@ddmca.com
mailto:denis.doeland@ddmca.com

Effort Result

Tolg

{

Brand Equity

Brand Reputation Performance
Marketing Efficiency

Business Acceleration
Business Activation

lIMiZa

o
-
D
-
)
)
D
)
)

<

Opt

Strategic & Business
Acceleration Development

Start Time
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Roadmap
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Qa-2016 | oi-zov ] o220
RELEASES, STORY TELLING AND CAMPAIGNS
STRATEGY _

NETWORKS, FUNCTIONALITY

FUSINESS & VALLE MODELS B R R A i i O B O O O O O

POLICY: ORGANIZATION & ICT CHEC CEREE%SCF)X;E gTRATEGY o 9 2-WEEK SESSIONS & MONTHLY SESSIONS
BUDGET

ONLINE

REPORTS & OPR: PERFORMANCE o BRP: RreputaTiON X

REPORT PERFORMANCE

CENTRALISATION ONLINE MARKETING

OSR: SALEs MEP: EFFICIENCY EXTENDING AND REFINING
CONFIGURATION REPORTS o PERFORMANCE e STEERING COMMITTEE

DATA-CONNECTION, ACQUISITION & STORAGE BRAND ©

_ : EQUITY
REPORTS: INSIGHTS & STEERING BEP : E e @

OPTIMALISATIE
\ DATA CLEANSING
~ ASSESSMENT DATA MAPPING & MIGRATION
ICEESPIASCEE%E é( TA'IA(‘;F‘F:ITI\IIOENRS O] © ecraTON, SITES, SHOP & CMS/DAM/CRM
EXTENDING & DATA-ACQUISITION SSO & MIGRATION + REALIZATION NEW INTERFACES + NEW ITERATIONS
ORGANISATION & EXECUTION

Structured Fase Managed Fase

Optimized Fase
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Framework
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Acquisition

Activation

Retention

Revenue

Referral
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Business Acceleration Framework

Main KPI - primarily Measured
Purpose Sub KPI's - supporting Measured by

0)Y%

#Profiles / connections

Fan profiles + Term of completeness
Chart potential Business Value of Fan

B ran d Eq u |ty Business Value - allocated 1b #Characteristics
Base
Business Value - non-allocated 1c #Customer Income options
Reach (wideness and depth) 2a Reach - acquisition

2b Reach - activation

2c Reach - retention
Connect with and reach to (target)

Brand Reputation 2d  Reach - revenue

audience
2e Reach - referral

Quality of Reach 2f Engagement (IPM)
Benchmarking 29 Ranking / Benchmarking
) o Return On (Marketing) Investment /
Marketi ng Efficien cy Cost of Sales and ROl on AARRR 3a #A, A R, R, R/ Cost
Engagement
Total Revenue (per revenue stream) 4a ARPU
Increase revenue from exisiting ARPU (Average Revenue Per User) 4b  #Customers
Business Accelaration
business models 4c  #Retention

4d Customer Lifetime Value

Total Revenue (per revenue stream) 5a ARPU
Increase revenue from additional ARPU (Average Revenue Per User) 5b #Customers
Business Activation
business models 5¢c #Retention

5d Customer Lifetime Value
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Next Steps

Chat bots

The idea: to encourage two-way fan
interaction with fans. Hardwell's bot supplies users with information on the DJ’s gigs,
releases and merchandise; but fans can also record audio messages to be used on
Hardwell’'s On Air show, vote for their favorite tracks and even submit fan art.

Blockchain

Contact with fans is paramount. The digital world makes sure that artists have direct
contact with fans and keep it. Blockchain is a beautiful way
to intensify contact with the fans over time.
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Company Value

» Efficiency
« Galned control

* New reality

and more ...
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e Context
No ICT
* Mindset
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The music Industry
IS atech business
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without
proper intelligence

organizations will
die
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