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Foreword
Marketing managers need information on markets, (potential) clients and customer behavior 

(customer insights). At the same time, academic researchers are producing research data on the very 

same customer related topics.

This is why we founded the Customer Insights Center of 

the University of Groningen (RUGCIC) to track the latest 

customer insights and to share these with businesses. 

Its purpose is to keep developing up-to-date and relevant 

customer insights and sharing these insights with 

corporations.

Getting to the essence of customer insights requires new 

scientific research on practical themes such as customer 

behavior, purchase motives, consumer psychology, multi- 

and omnichannel communication strategy, social media, 

big data, customer data, metrics, customer intelligence, 

customer value, accountability, churn, loyalty, success 

factors of implementations, etc. 

We develop fact-based academic knowledge that your 

company can use to really make a difference. 

The results of our empirical research are translated into 

reports and training programmes for the corporate members 

of our academic knowledge center.

We hope to inspire you with our customer insights!

Dr. Jelle T. Bouma

Director

Prof. dr. Jaap E. Wieringa

Research director

Prof. dr. Peter C. Verhoef

Founder
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Why a Customer Insights Center?
We translate customer 
data into insights
Knowledge about customers and their behavior (customer insights) is crucial for realizing a successful marketing strategy. 

In reality, however, markets and customers are changing all the time. Although customer data and information are collected 

often, in practice it turns out to be difficult to translate this kind of information into insights and decisions. 

Do you want your marketing decisions to be founded better?
• What are the trends and developments concerning customer behavior in the Netherlands? 

• Which proven success factors can I add to our marketing projects? 

• How can our colleagues remain up to date in terms of marketing knowledge?

That is why we offer fact based 
market and customer insights
1 One strong knowledge exchange network for professionals. 

2 Two seminars a year on new customer insights including implementation tips. 

3 Three research reports a year full of management insights. 

4 Excellent education programmes to improve your employees’ customer focus. 

5 Newsflashes containing customer insights based on new knowledge. 

6 The opportunity to meet top graduates (or soon-to-be graduates). 

7 Added value from scientific and practice related customer insights.

“RUGCIC maakt 
wetenschap 
toepasbaar”
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Jurgen Warnecke
Senior Market Analyst, Aegon

Added value 
for result driven marketing managers

Theory translated into practice
Very often, scientific publications about marketing, customers 

and customer behavior are not directly fit for being implemented 

in practice. This is why dozens of researchers at the Customer 

Insights Center translate the latest academic knowledge into 

practical insights. We provide applicable ideas, easily readable 

research reports, practice-orientated studies, workshops, 

seminars and much more.

Academic quality 
The Customer Insights Center (RUGCIC) employs dozens of 

researchers who publish both on a national as well as on an 

international level about customer insights. Our knowledge 

center is part of the faculty of Economics and Business of the 

University of Groningen, which has a rich tradition of innovative 

customer research. Academic quality is our top priority.

Distinctiveness 
The Customer Insights Center is not a commercial consultancy 

firm, but builds long-term relationships with our business 

members on a non-profit basis. 

J

Jaren geleden ben ik eens ingevallen voor een collega, als 

spreker op een seminar van het Customer Insights Center van de 

Rijksuniversiteit Groningen (

UGCIC). Dit bleek een verrassend interessant event te zijn. Van 

daaruit ben ik geïnteresseerd geraakt. In mijn vakgebied rondom 

marktanalyses is het van belang om op de hoogte te blijven van 

Innovative
“Years ago I replaced one of my colleagues as a speaker at a seminar organi-
zed by the Customer Insights Center of the University of Groningen (RUG-
CIC). This appeared to be surprisingly interesting! From that moment on 
they grasped my attention.

In my expertise area regarding market analysis we have to keep up-to-da-
te with innovative developments. But the difficult part is that science and 
market research usually aren’t happily married. I admire the fact that the 
Customer Insights Center is able to bridge this gap between both worlds, 
by presenting scientific insights in an understandable way to practice. For 
example: I remember a meeting about Pricing which revealed less rational 
choice behavior. From that session I have really learned something!

What I like most is that Jelle knows where to find an academic specialist for 
every marketing theme. Next to this person, he usually positions another ex-
perienced speaker from practice. Exactly that combination builds our broad 
vision. With that RUGCIC really adds value.

I can certainly recommend this membership to other companies, because 
the Customer Insights Center does not only deliver the newest academic 
insights, it also provides the possibility to exchange ideas with external 
professionals. Aegon is changing rapidly into a digital customer agency and 
that requires new knowledge. RUGCIC enables us to utilize these insights.´
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“RUGCIC voegt  
echt waarde toe.”

• Omnichannel

• Psychology of defaulters

• Unstructured data

• Mobile marketing

• Advertising

• Privacy

• Sports marketing

• Persuasion

• Metrics

• Price of the crisis 

• Tensions in digital marketing

• Corporate social responsibility

• Neuromarketing

• Social networks

• Churn

• Online branding

• Customer expansion

• Analytics

• Recession marketing

• Implementations success

• Forced channel migration

• Adoption of new services

• Loyalty programs

• And many others

“Actually I was just looking for an intern with a specific 

profile. I searched for someone who could find the most 

interesting customer needs from within a huge pile of 

data… and who could translate this to practice. 

Of course this wasn’t an easy 

profile. But I heard that the 

University of Groningen had 

organized a specific study track 

around this profile. In addition, 

Air France-KLM is a premium 

member of their Customer 

Insights Center (RUGCIC), which 

indicated that they could mediate 

in this process. Cooperating with 

the Customer Insights Center 

is nice. These people really 

try to help you find the right 

candidates! 

It is not only that: they actively 

contribute ideas to our business, 

organize meetings about relevant 

topics, etc. RUGCIC provides 

scientific research and reports 

that guide us in our daily work. 

All of that delivers extra customer 

insights, which we can really 

apply within Air France-KLM. 

Since our first search we have had 

multiple talented interns. One 

lady really stood out. She added 

so much to our department... We 

are still working based on her 

analyses.” Analyse

Myrna Veenstra
Head of Customer Marketing, KLM

“RUGCIC provides 
additional customer 
insights.”

Seminars and workshops 
Our most recent customer insights are regularly 

presented in seminars, workshops, training programmes 

and reports. Step-by-step we describe how customer 

insights can be put into practice and which pitfalls to 

avoid. This helps companies to anticipate changing 

market conditions.

Verschenen onderzoeksrapporten 



innovatieve ontwikmarktonderzoek vaak geen 

Alliances
and awards for our research
Customer insights alliances

The Customer Insights Center collaborates with other 

customer insights knowledge centers. This enables us to share 

our knowledge of customers and customer behaviour in the 

national and international arenas. Alliance members receive a 

discount on various RUGCIC activities.

• Center for Services Leadership, W. P. Carey School of 

Business, Arizona State University, Phoenix, USA .

• E-Finance Lab, Frankfurt University, Germany .

• EFMI, Academic Knowledge Institute for the Food Sector, 

Baarn.

• Marketing Associatie Rijksuniversiteit Groningen (MARUG).

• Marketing Science Institute, USA.

• TNS Infra Center for Customer Management, University of 

Münster, Germany.

Editorial Board Memberships
• Marketing Science

• Journal of Marketing

• Journal of Marketing Research

• Journal of Consumer Research

• International Journal of Research in Marketing

• International Journal of Electronic Commerce

• Journal of the Academy of Marketing Science

• Journal of Interactive Marketing

• Journal of Retailing

• Journal of Service Research

Top Journals Awards

• 2010: Harold M. Maynard Award (Journal of Marketing)

• 2011: Thomas P. Hustad Award

• 2013: AMA Davidson Award

• 2013: MOA wetenschapsprijs

• 2013: Sheth Award

• 2013: Veni

• 2013: Sheth Journal of Marketing Award

• 2014: Veni 

• 2015: Best paper award (European Journal of Marketing)

• 2016: Outstanding Reviewer Award (Journal of Marketing)

5

Theo van de Wouw
Business Unit Director,
Webhelp
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“Via my master education and my previous employer I came 

across Janny Hoekstra and Peter Verhoef of the Customer 

Insights Center of the University of Groningen (RUGCIC). 

Later I ran into Peter again in a Business News Radio (BNR) show on 

customer value. In his vision companies can go too far with their delivery 

of services to low value customers. Personally I don’t believe that. In my 

opinion one can never go too far with service to customers, as long as 

that brings some kind of value for both customers and the company. The 

difficult part in such discussion is that value is often described in monetary 

terms: value contains so much more...

The added value of the Customer Insights Center is especially embedded 

in the academic knowledge which is combined within our company with 

practical experience and vice versa. Next to customer insights exchange 

via meetings we recently hired an intern who was being supervised by Jelle 

Bouma. Jelle is good at scouting which people fit our culture and knows 

our wishes. Our cooperation is pleasant and accessible. The RUGCIC 

organization responds quickly and answers our questions from practice.

I can recommend the RUGCIC membership, if organizations can or want 

to implement new customer insights. Because every company tells us 

that they put the customer first, but not all act like that. All of the aspects 

regarding knowledge, goals, people and processes need to be aligned and 

implemented. This requires more than just an intention.”

“Our cooperation 
is pleasant and 
accessible.”

Education
and research for your organization
Special MultiCompany courses
In cooperation with the University of Groningen Business 

School UGBS and AOG School of Management we have 

developed several of training programmes for company 

employees to complement their academic or higher 

professional education. For example the Customer Strategist 

training programme is a cross-curricular interdisciplinary 

course that is not restricted to marketing experts. The 

Impactful Marketing Analyst programme is a part-time 

training programme for marketing/database analysts/

customer intelligence employees.

Tailor-made InCompany courses
We also offer tailor-made InCompany courses, in particular 

for teams or departments focused on marketing, customer 

intelligence, customer relationship management, services, 

sales, etc. An important benefit of working with teams of 

colleagues is that business-specific subjects can be shared 

in confidentiality. In addition, all our training costs are tax-

deductible for participants or employers.

Research focused on new customer 
insights
Corporate members can request academic research focused 

on their own clients, the industry sector, specific customer 

segments and/or other specific subject areas. Our researchers 

are particularly interested in state of the art topics, which can 

lead to your innovative advantage.
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“NS is striving to put the traveller in first, second and third place. Our 

goal is that 80% of our travellers rates us with 7 or higher on the scale 

of 10. Today we are at 75%, so we need substantial effort to reach this.

After the winter incidents a few years ago, we wanted to be able to steer more 

proactively towards our Customer Satisfaction Opinion (KTO). This is when we started 

intensifying our cooperation with the Customer Insights Center of the University of 

Groningen (RUGCIC) and Professor Peter Verhoef in particular. 

Because of their constructive and creative attitude, a robust methodology was created. 

On this basis, we now have objective insights in the impact of the drivers of customer 

satisfaction and which initiatives can improve that. Using this we can now monitor 

and steer upon customer satisfaction, which provides focus in our decision making 

process. 

The foregoing created a strong scientific fundament for our customer strategy, 

which also led us into the finals of the prestigious ISMS-MSI Global Practice Prize. I 

noticed that NS Dutch Railways and RUGCIC strengthen each other. We make science 

applicable!

I can recommend cooperation with the Customer Insights Center to all corporations 

focusing on customers. RUGCIC is a unique organization that delivers applicable 

inspiration and insights.” 

Hans Peters
Commercial Director,  
NS Dutch Railways

“RUGCIC 
makes 
science 
applicable”

Customer strategy



“Being responsible for the relationships with 

partners of the Air Miles program I noticed 

how straightforward the cooperation with the 

Customer Insights Center of the University of 

Groningen (RUGCIC) is. 

Next to being inspired via meetings organized by RUGCIC, 

we work together on publications and marketing knowledge 

within Air Miles. Regardless who works with us, like 

professors, the board, or even students: all of them are open, 

they think along with us.

Marketing and sales are both expertise areas where numbers 

and figures count in combination with ‘steering by feelings’. 

RUGCIC challenges us to think about the ‘why’ questions 

and then to provide a thorough business fundament 

underneath the answers. That strengthens our business.

I can recommend the RUGCIC membership because this is 

good for both people development and the organization.”

Auke Sijsma
Commercial director, 
Loyalty Management 
Netherlands (Air Miles)

Development

78

“RUGCIC 
helps 
developing our 
organization.”



Many benefits
of a corporate membership 
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Basic membership benefits  
(7500 euros a year excluding VAT) 

 Access to academic publications from the Department of Marketing at the University of Groningen. 

 Free attendance at two seminars a year for your employees. 

 Three free research reports a year on customer insights findings. 

 Newsletters for your marketing, sales and customer-service employees. 

 Discounts on various activities and conferences

 Discounts of up to ten percent on employee costs of academic research or tailor-made knowledge training programmes.   

 Your corporate name and logo appear on RUGCIC website and in reports.

Large-scale project membership 
(larger annual investment)

In special cases we offer large-scale collaboration projects, such as:

 Sponsorship of a PhD. to conduct four years of research for the benefit of your organization. 

 Sponsorship of a postdoc (Dr.) for two years of research for the benefit of your organization.

 Sponsorship of a professor by special appointment at the University of Groningen.

Premium membership benefits   
(15000 euros a year excluding VAT)

In addition to the above-mentioned services, premium members are entitled to the following additional services:

 Annual workshop to be held at the member’s office on a topic in the field of customer insights.

 Introduction, upon request, to recent top graduates (or soon-to-be graduates). 

 Seat on the Advisory Board, which provides input on potential research themes and programmes. 

 Access to executive meetings exclusively for premium members. 

 Discounts of up to 50 percent on the employee costs of academic research or tailor-made knowledge training programmes . 

 NEW: The right to decide whether to accept competitors as premium members.
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Dozens 
of companies are already a member

 

 

 1 / 2 

Ahold Delhaize successfully completes merger, forming 
one of the world’s largest food retail groups 
 

 New company is a leader in supermarkets and e-commerce – 22 market-leading local brands 

with 6,500 stores in 11 countries  

 Begins new chapter with significant integration momentum 

 Starts trading today on Euronext Amsterdam and Brussels under ticker symbol AD 

 On August 25, company to publish Second Quarter and First Half 2016 results for Ahold and 

Delhaize on a standalone basis 

 Unveils new logo and visual identity; see company video on www.aholddelhaize.com  

 
Zaandam, the Netherlands, July 25, 2016 - Ahold Delhaize today will officially start trading on 
Euronext Amsterdam and Euronext Brussels following the successful completion of its merger on 
July 23. Ahold Delhaize moves forward as one of the world’s largest food retail groups, a leader 
in supermarkets and e-commerce, and a company at the forefront of sustainable retailing.  
 
Ahold Delhaize CEO Dick Boer said: “Today is the start of an important new chapter and a 
unique opportunity to deliver even more for customers and communities, associates and 
shareholders. Building on common values, complementary operations and proud legacies of 
success, we move forward with leading positions particularly on the United States East Coast and 
in Europe. Our strong e-commerce businesses and 22 great, local brands each share a passion 
for delivering great food, value, and innovation for customers, and for making a difference in their 
local communities. 
 
"I want to thank associates for their dedication and focus and for the great work that has 
positioned Ahold Delhaize to move ahead with significant momentum." 
 
Ahold Delhaize was created from the merger of Ahold and Delhaize Group, which was 
announced on June 24, 2015, and became effective on July 24, 2016. The combined company 
traces its roots back nearly 150 years. Ahold Delhaize’s 22 local brands serve more than 50 
million customers each week in 11 countries and have a combined workforce of more than 
375,000 associates. 
 
Listing information 
At 9:00 am CET today, Ahold Delhaize CEO Dick Boer will be joined by associates from some of 
Ahold Delhaize’s local brands to sound the gong to open trading at Euronext Amsterdam. This 
will also mark the start of public trading for shares of Ahold Delhaize on Euronext Amsterdam 
and Euronext Brussels under the ticker symbol AD.  
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ALGEMENE VOORWAARDEN (Ingangsdatum: 1 februari 2015) 
 
A. Algemeen 
 
1. Algemeen; oplossingen voor datakwaliteit, klantinzicht 

en doelgroepbereik 
1.1 EDM B.V. (“EDM”) biedt diensten op het gebied van 

datakwaliteit, klantinzicht en doelgroepbereik. EDM 
helpt organisaties om het rendement uit hun data te 
maximaliseren door deze data te ontsluiten, te 
analyseren en de daarmee verkregen kennis en data 
te gebruiken. 

1.2 Op al deze diensten uitgevoerd door EDM gelden deze 
algemene voorwaarden en deze zijn van toepassing 
op alle rechtsbetrekkingen tussen EDM en 
Opdrachtgever ter zake van aanbiedingen, 
opdrachten, overeenkomsten, levering van diensten en 
eventueel bijbehorende zaken. 

1.3 De toepasselijkheid van algemene voorwaarden van 
Opdrachtgever wordt door EDM uitdrukkelijk van de 
hand gewezen. 
 

2. Aanbiedingen en acceptatie 
2.1 Alle door EDM gedane aanbiedingen en offertes zijn 

vrijblijvend. Een aanbod of offerte is één maand geldig, 
tenzij in de betreffende aanbieding of offerte een 
andere aanvaardingstermijn is opgenomen. 

2.2 Overeenkomsten komen pas tot stand na schriftelijke 
opdrachtbevestiging door EDM dan wel – bij gebreke 
van een dergelijke opdrachtbevestiging – op het tijdstip 
dat EDM tot uitvoering van enige opdracht is 
overgegaan, zulks ter beoordeling van EDM. 

2.3 Opdrachtgever is verplicht de opdrachtbevestiging van 
EDM c.q. aangeboden overeenkomst op juistheid en 
volledigheid te controleren. Indien het vermelde in de 
opdrachtbevestiging c.q. aangeboden overeenkomst 
naar het oordeel van Opdrachtgever afwijkt van de 
tussen partijen gemaakte afspraken, dient 
Opdrachtgever bij schriftelijke opdrachtverlening 
daarop expliciet te reageren binnen vijf (5) dagen na 
ontvangst van de opdrachtbevestiging c.q. 
aangeboden overeenkomst, bij gebreke waarvan de 
opdracht c.q. overeenkomst als juist en bindend wordt 
beschouwd. 

2.4 Telefonische opdrachten of wijziging van een opdracht 
of overeenkomst door Opdrachtgever, gelden alleen 
als overeengekomen indien EDM deze uitdrukkelijk 
schriftelijk heeft bevestigd aan Opdrachtgever. EDM 
kan voor wijzigingen in een bestaande opdracht of 
overeenkomst de prijzen en voorwaarden aanpassen. 
 

3. Uitvoering diensten 
3.1 EDM spant zich in de diensten naar beste inzicht en 

vermogen overeenkomstig de gemaakte afspraken en 
de eisen van de gebruikelijke professionaliteit en 
expertise binnen haar branche uit te voeren. 
Opdrachtgever is zelf verantwoordelijk – in het kader 
van zijn eigen exploitatie – voor de wijze waarop hij 
gebruikmaakt van de door EDM verstrekte diensten en 
adviezen. 

3.2 Opdrachtgever zal volledige medewerking verlenen 
aan de uitvoering van de opdrachten en 
werkzaamheden en desgewenst aan EDM ter 
beschikking stellen wat benodigd is. 

3.3 Indien Opdrachtgever wenst dat de uitvoering van de 
opdracht sneller wordt uitgevoerd, kan EDM 
aanvullende voorwaarden stellen zoals met betrekking 
tot de overeengekomen prijzen. 

3.4 Eventueel opgegeven levertijden gelden als indicatie 
en niet als fatale termijn. 

3.5 Opdrachtgever dient EDM uiterlijk binnen acht dagen 
na aflevering c.q. uitvoering c.q. afronding van de 
opdracht door EDM, schriftelijk en gemotiveerd in 
kennis te stellen ten aanzien van eventuele gebreken 
c.q. klachten, bij gebreke waarvan Opdrachtgever zijn 
aanspraak op gestelde gebreken verliest en EDM 
geacht wordt geleverd te hebben c.q. uitgevoerd te 
hebben op basis van goedkeuring van Opdrachtgever.  

3.6 Indien een klacht gegrond is, zal EDM de diensten 
alsnog verrichten en/of de data alsnog leveren, zoals 
overeengekomen tenzij dit inmiddels voor 
Opdrachtgever aantoonbaar zinloos is geworden. Dit 
laatste dient door Opdrachtgever schriftelijk kenbaar te 
worden gemaakt. 
 

4. Prijzen 
4.1 Tenzij uitdrukkelijk schriftelijk anders is vermeld, zijn 

de overeengekomen prijzen c.q. tarieven exclusief 
BTW, belastingen, heffingen, verzekeringen, kosten 
van rapportering en kosten voor bijkomende diensten, 
voor zover niet expliciet als prestatie omschreven.  

4.2 EDM is gerechtigd, indien toeleveranciers na de datum 
van de totstandkoming van de overeenkomst  hun 
prijzen aanzienlijk verhogen dan wel bepaalde 
databronnen vervangen dienen te worden door 
aantoonbaar beduidend duurdere bronnen, de 
overeengekomen prijzen in de overeenkomst aan te 
passen, indien en voor zover er ten minste drie 
maanden na de totstandkoming van de overeenkomst 
verstreken zijn.  

4.3 EDM is te allen tijde gerechtigd - in geval van 
overeengekomen diensten voor een bepaalde looptijd 
- de overeengekomen vergoedingen c.q. prijzen met 
ingang van 1 januari van een volgend jaar aan te 
passen op basis van de Consumentenprijs-index 
(CPI), zoals vastgesteld door het CBS, tenzij partijen 
schriftelijk andersluidende afspraken zijn 
overeengekomen. 
 

5. Facturen en betaling 
5.1 EDM is gerechtigd onmiddellijk na de totstandkoming 

van de overeenkomst geheel of gedeeltelijk te 
factureren, tenzij uitdrukkelijk anders schriftelijk 
overeengekomen. Tenzij op enige factuur een andere 
termijn is aangegeven dienen facturen van EDM 
binnen 14 dagen na factuurdatum te worden voldaan 
op de door EDM aan te geven wijze. Wanneer 
Opdrachtgever niet uiterlijk acht (8) dagen na datum 
dagtekening van de factuur schriftelijk heeft 
gereageerd op de door EDM berekende prijs, wordt 
Opdrachtgever geacht deze prijs te hebben 
geaccepteerd en goedgekeurd. 

5.2 Indien een factuur niet binnen de desbetreffende 
termijn is voldaan wordt de vordering van EDM direct 
opeisbaar en heeft EDM recht op vergoeding van alle 
redelijke gerechtelijke en buitengerechtelijke kosten 
die EDM in dat verband maakt.  

5.3 Naast het recht als bedoeld in het voorgaande artikel, 
heeft EDM recht op vergoeding van de wettelijke 
handelsrente over het door Opdrachtgever 
verschuldigde bedrag vanaf de eerste dag dat de 
betalingstermijn is verstreken. EDM heeft alsdan ook 

Corporate membership

Companies that serve large numbers of clients and want to support our scientific research, can become a member of the 

Customer Insights Center of the University of Groningen (RUGCIC). Many of those have preceded your company and are 

listed below. 

Dozens of members have rated our activities over the last eight years with a score of 8.8. During the last year we even 

received an average score of 9.0.



“RUGCIC delivers 
inspiring insights in our 
practice.”

Down to earth 

Ronnie van Nieuwenhoven
Manager Marketing Intelligence, 
Centraal Beheer Retail, Achmea

“Years ago I got to know the Customer Insights Center of the University of Groningen (RUGCIC) as an 

attendant of their very first course for experienced marketing analysts. 

Looking back, I think that it has been this course that brought 

my career to the current level. Because there I learned to 

understand who I am and what my dreams and ambitions are. 

Since then everything accelerated. Currently I am manager 

of our department, which is responsible for campaigns and 

omnichannel insights, attribution models, market and 

customer research, etc.

We are still working together intensively with the Customer 

Insights Center in different ways. RUGCIC delivers trainings 

and guides us. Not only to follow trendy new developments, 

but also to understand the true value of those. Their modest 

and down to earth approach certainly helps.

Furthermore, other corporate members share customer related 

knowledge and challenges. I appreciate most visiting each 

other’s organizations. This leads to inspiring insights for all of 

us, which I often apply to my own tasks the next day. 

I can recommend the RUGCIC membership. Especially when 

you are looking for the newest developments in the field of 

analytics, or the latest customer insights, or more clever usage 

of customer data: this is what they deliver.”
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Rixt Altenburg
Manager Customer Insights, Nuon

“RUGCIC applies personal and 
practical approaches”
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Knowledge transfer

“For many years Nuon is a member of the 
Customer Insights Center of the University 
of Groningen. I was first introduced to this 
membership during a corporate RUGCIC 
training.

Our department often runs into complicated 
customer related questions which urge us to 
stay up-to-date regarding new trends, deve-
lopments and methods. With RUGCIC we can 
always start constructive discussions on how 
to approach and address these.

Furthermore, RUGCIC just delivered an inter-
nal training program consisting of fourteen 
tailor-made modules based on what Nuon 
needed. 

This course generated lots of new ideas 
and energy in my team, because RUG-
CIC people know how to structure every 
topic clearly and translate it into directly 
applicable solutions. Knowledge transfer 
takes place in a friendly, personal and 
practical manner.

I can recommend this membership, be-
cause RUGCIC helps us to apply science 
to our practical questions. This works 
well, we get great discussions and trai-
nings.”
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“Via other companies in my network I had already 

heard a lot of positive stories about the Customer 

Insights Center of the University of Groningen 

(RUGCIC). So when Jelle Bouma actively 

approached us for an introduction, 

I was open to it. 

Since then our cooperation is very pragmatic and really fits 

EDM. After a membership of only one month we already started 

organizing a knowledge session in our office about privacy from 

the perspective of the consumer. EDM took care of the room, the 

facilities and a lecturer with a practical marketing background, 

while RUGCIC made sure there was a scientific lecturer and 

participating organizations of the member network. 

By surprise, every participant received a personal USB-stick 

with all of the information that RUGCIC had found about each 

participant. After checking three times, it turned out nothing was 

on it. Since then we understand even more that privacy is not 

just about the data that is revealed, but it’s merely about how the 

customer feels about it! 

We are a knowledge organization and have to stay up-to-date in 

the latest developments in our field. While doing so, we also want 

to stay connected to the research and educational world. We 

noticed that RUGCIC people have the knowledge and experience 

to bring a theoretical model into practice. The Customer Insights 

Center is our source for both knowledge and talent.” 

Frank de Beun
General director EDM

Pragmatic

“RUGCIC vormt onze 
bron voor nieuwe 
kennis en talenten.”



www.rug.nl/cic

University of 
Groningen
 

Faculty of Economics and Business Economics

The Faculty of Economics and Business (FEB) offers an inspiring international academic community for 

students, staff, alumni and external organizations. We are renowned for our quality, our ambition and our 

identity. We challenge all staff, students and alumni to Flourish in Adding Personal Value. 

FEB belongs to the 1% of business schools worldwide with both EQUIS and AACSB accreditations 

Collaboration with our centers of expertise

Developing knowledge and applying it can only be done 

together. This is why FEB wants to work together with other 

organizations. This makes partners profit of our academical 

knowledge and we profit of their practical knowledge. 

Furthermore, this collaboration offers, with for example her 

Customer Insights Center access to education, meetings and 

recent academic publications. 

Interested?

Are you interested in the academical research or a 

collaboration with the Customer Insights Center? Contact our 

director, Jelle Bouma.

Appointments

Telephone: +31(0) 50 - 363 3686

Questions

Email: cic@rug.nl 
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Customer 
Insights 
Center
Added value for result driven 
marketing managers

www.rug.nl/cic

More information?

Phone: +31 (050) 363 3686

E-mail: cic@rug.nl

Postal adress Postbus 800

 9700 AV  Groningen 

 The Netherlands

Visiting adress Zernike campus (park at P2, or bus 11/15)

 Nettelbosje 2 (Duisenberg, largest grey building)

 Office 309 (3rd floor)

rugcic rugcic/groups/1056817/profile


