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Truvo is an international group, active in

4 13 October 2010
Confidential / for internal use only

Belgium / Ireland 100% owned by Truvo

Puerto Rico / South-Africa minority share

Portugal majority share

Some dimensions
300 Sales people out there every day in Belgium
Over 95.000 customers
> 3/4 Belgians use Truvo Media

8 out of 10 use Print
5 out of 10 are Online users

Goldenpages.be is ranked in the top 10 sites (CIM 
Metriweb)
One-stop shopping cross-media offer

Lifetime partner in advertising
Biggest cross media solution (print, online, mobile and gps) 
for advertisers in the Belgian Market 

> 20.000 template based sites in the market since last 
year
> 3.500 video’s live

Truvo



Truvo products have evolved from traditional directory media 
to multi-media solutions for local search

1999: 
goudengids.be

2001: 1207

2004: ID TV

2005: Mobilo

2006: wittegids.be

2007: MSN 
Chatbot

2008: SEO & SEA
1969: Gouden 
Gids boek 2000: 

WAP 2000

2006:  ZOOM

2008: Landing Pages
2008: Truvo Lounge

2009: Social Media
2008:  Mobile
m.goudengids.be 
m.wittegids.be

2009: Partnerships 

2009: MySite 2010:  iPhone 
app

2008: Tom-Tom

2011: Virtual Paper

Truvo

http://www.sayso.be/


Content

Chapter
Introduction to Truvo
Background & scope of the project
Project planning
Outcome
Conclusion

6 13 October 2010



Download of 
customer / 
prospect 

information from 
mainframe

Allocation per 
campaign/channel 

(segmentation 
rules)

Allocation onto 
representative  

level within each 
channel

Uploading end 
result onto 
mainframe

Allocation of our customers & prospects to Sales takes 
place in 2 steps

The starting point is the Truvo Sales Model
Each year, all customers (+-95 K) and a selection of prospects (+-170 K) are 
contacted to discuss insertions in our media

Matching of our customer / prospect  base to our 300 FTE Sales force 
takes place in 2 steps

Allocation per Sales channel
Based on the segmentation rules (business intelligence)
Key Accounts, Field, Tele, Direct Marketing

Allocation onto Representative level
Based on the following main parameters

Region Improving efficiency by limiting the geographical area
Continuity Support relationship building and hence quality
Customer value Must be aligned with the seniority / level of the representative to 

meet both customer expectations and assure that each 
representative can earn his/her target salary

7 13 October 2010 SAS Enterprise Guide SAS OR / MS Excel
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Allocation per sales channel is all about data filtering 
according to business rules …

8 13 October 2010

KAS FIELD

Define start base of campaign

Customers (PP) Prospects (OP/NP)

Junk (OOB, bankrupt, KKVV, PPA)Workload

Paid Unpaid

Leave out of allocation by rep

Assign  segmentation to each customers Assign segmentation and star rating to each prospectAllocate to unpaid channel/segment

Allocate own choices KAS, Field & Tele

Allocate Business Development prospects

Allocate Field Acquisition ( dedicated & integrated)

Apply Regional approach in 2 phases

Allocate Tele Integrated Acquisition (OP)

TELE PERPETUAL BILLING

Grip

Grow

Get

Tele Junior

Search for additional pieces (match Graydon – Clientis)

Get Segmentation rules
•Star rating 

•Extra criteria

Maximize rep continuity

SA

VIP

Allocate special segments 

Allocate KAS customers

Allocate  PB  customers

Allocate Field customers

Allocate Tele customers

Grip Grow

Allocate complaints/TRF/Own choice

Barter deals

Foreign sales

Business development potential

New business 
development 

Tele

Free Prof. 
(Get)

Grip/Grow Segmentation rules
•Risk Model per customer

•Price per visit model per customer

IntroductionScope



… at Truvo done in SAS Enterprise Guide via internal 
resources

9 13 October 2010
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Allocation onto representative level was still a manual 
process and hence time consuming; 
automation demanded a tailor-made solution

Allocation onto representative level is in fact a matter of optimization of 
resources depending on a number of constraints (region, continuity, 
customer value)

SAS OR module

However, an automated model must also meet following 3 requirements:

10 13 October 2010

Scenarios

• The module must allow to 
score the importance of 
each constraint differently 
depending on the 
channel / manager

Flexibility

• It must still be possible to 
make small modifications 
to the proposed solution 
while respecting the 
constraints

Communication

• The final outcome must 
be exportable to a 
separate Excel file

Project scope with 

IntroductionScope
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Project was executed in line with initial planning and budget

12 13 October 2010

Phase I

Phase II

Phase III

Resources

Analysis & definition of requirements
3 weeks

Development
6 weeks

Testing and refinement of development
4 weeks

Executed in 75 days by 4C consultant (as planned)
Internal resources: Planning Manager and Business Analyst (25%)

IntroductionPlanning
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Userfriendly interface in Excel, connected to OR module

Preparatory actions
Load your customer data
Load your representative 
data

Step 1 = portfolio check
Suggestion regarding €
brackets per rep 
level/category 

Step 2
Indicate constraints that need 
to be taken into account

Step 3
Select scenario (type of 
optimization)

Step 4
Run application

14 13 October 2010
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Alterations to proposed allocation possible

15 13 October 2010
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Output screen per representative, providing overview of 
workload (detail per customer / prospect + general 
characteristics)

16 13 October 2010
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Final result can be stored in separate Excel file (1 tab per 
representative), including geographical representation of 
workload

17 13 October 2010
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Conclusion & next steps

19 13 October 2010

Pros Opportunities

Speed (average simulation = 3 min)
Still allows for manual changes 
(necessary for adaptation process 
by Sales Management)
Flexible in the definition and use of 
criteria / scenarios
Ready to use output at all Sales 
levels
Small alternations to the model can 
be done internally

Quality of the map
Calculation of distance based on 
actual road network
Integration with prior step in the 
workload preparation chain 
(segmentation into channels, 
calculation of number of mandays / 
#, calculation of com% etc.)
Full integration of workload 
planning within SAS Campaign 
Manager (2010-2011)

Less technical, more 
business friendly user 
interface

IntroductionConclusion
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Special thanks to
Kathleen Martens
Leen De Backer

Q & A
Geert Peeraer

geert.peeraer@truvo.be
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