THE BRAND BUTTERFLY



© 2025, Bert Peleman and Pelckmans Uitgevers nv
pelckmans.be

Brasschaatsteenweg 308, 2920 Kalmthout, Belgium

All rights reserved. No part of this publication may be reproduced, stored in a com-
puterised database or published in any manner whatsoever without the express
prior written consent of the publisher, except in the case of statutory exception.
Information on copying rights and legislation governing reproduction can be found

at www.reprobel.be.

Cover design: Studio Vonk & De Boer

Interior design: Crius Group

D/2025/0055/131

ISBN 978 94 6383 868 9
NUR 780

THEME KJS, KCG

Also available as:
E-book: ISBN 978 94 6383 936 5

pelckmans.be

facebook.com/pelckmans.be

instagram.com/pelckmans.be
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you to run your own analyses, so you can test, measure, learn, and refine your mar-

keting strategy.
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“What's it gonna be, boy?
Will you love me forever?”

- Meat Loaf -
(Paradise by the Dashboard Light)






Proloque

When I worked for The Walt Disney Company, | had a senior marketing
colleague at the Disneyland park in Paris. At the end of each working
day, he would go into the park and look for a family on their way out.
He would walk out with them and listen as they talked about their day.
As it turned out, families leaving a Disney park tend to evaluate what
they loved, liked, and maybe liked a bit less about their visit.

Every day, he would learn something new about our customers.

By the end of each season, he had collected tons of high-touch in-
sights and quotes. Those helped us determine what to start, stop, con-
tinue, and change about what we were doing so we could better meet
our customers' needs.

Wish upon a star? You bet!

One family at a time, we learned that marketing magic happened
when we could infuse our consumer and transactional data with first-
hand insights and spontaneous feedback.

Later on, when | worked at Estée Lauder Companies, we also strongly
believed in the mix of “high-touch” — almost a brand mantra from
Mrs. Estée Lauder herself — and the new "high-tech”world of data.
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In “The Brand Butterfly’, using high-touch stories and high-tech in-
sights, | hope to guide you through the ultimate customer journey:
the journey of High-Value Customers.

The journey from a newly spun cocoon to a beautiful butterfly in your
database. A Brand Butterfly!
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