
T H E  P R O B L E M

A reliable database with in-depth customer profiles is essential for loyalty 

marketing initiatives. However, the online database POST had of its 

members was different from its actual users. This prevented POST from 

knowing its customers better, and reaching out to them with different 

promotions and offers.

POST is one of the leading brands of Kraft Foods, a company with 

presence in over 150 countries. POST offers a variety of cereals targeted 

at parents as well as children.

Client: POST 

Solution: Customer Relationship Program
T H E  S O L U T I O N

SurfGold embarked on a three-stage 

process that involved:

a. Preparing a strategic plan to capture 

customer profiles and ensuring its 

authenticity. 

b. Devising a segmentation plan to 

identify the most loyal customers. 

c. Developing and implementing 

loyalty programs for customers to 

increase the value of their purchases.
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T H E  B U S I N E S S  C H A L L E N G E

Given SurfGold’s understanding of the loyalty market, its technology 

competence and access to a wide range of customer databases, POST 

engaged SurfGold to achieve the following business objectives:

+ Capturing customer profiles and preparing a valid and consolidated 

database of actual customers of POST.

+ Making customers loyal to POST and thereby increasing the value of their 

purchases.



S O L U T I O N  I M P L E M E N T A T I O N

SurfGold devised a program with the following features: 

a. Customers were provided premiums when they registered using a unique 

identifier present on each fresh tape in the cereal box. 

b. This process allowed SurfGold to gain more information about the customer. 

c. The various premium opportunities itself led to repurchase and increase in 

customer sales for POST.

The premium program was implemented in the following manner:

Communicating details of the premium program

The program details were communicated using different media: 

i. Online advertisements, promotional events and television advertisements.

ii. The back of the product page was used to inform customers about the 

program.

iii. Posters and advertisements strategically placed at distribution outlets such 

as discount markets and small-to-medium-size supermarkets also served to 

disseminate the program details.  

Registering unique identifiers

i. Each fresh tape in the serial box produced by POST had a unique digit.

ii. This unique digit could be registered on a specially-created Website.

iii. When customers logged on the website with their unique digits, their 

purchase was authenticated.

iv. Customers who registered their unique digits on the website had to provide 

some additional personal information.

v. After registering, customers received a coin for a Premium Application. 

T H E  R E S U L T S

Through the premium program, POST 

was able to get an accurate database of 

its actual customers. Further analysis of 

the database allowed POST to develop 

specific marketing and loyalty strategies 

for different segments. 

SurfGold is Asia’s premier Relationship Management consultancy. 

We develop, market and implement incentive-based strategies and 

technologies to build loyalty and reward long-term relationships.
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