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I CRM: A Working Definition

The infrastructure that enables the delineation of and
Increase in customer value, and the correct means by

which to motivate valuable customers to remain loyal,
Indeed, to buy again.

from The CRM Handbook
(Addison Wesley, Summer 2001)
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CRM Z=XHE 2S5 A| 2& 2=

e

Insurance Manufact Retail Telecom Other
uring

14% 8% 20%

14% 23% 60%

1% 69% 0%

cross functional 7/ 43% 62% 20%
MYZ= & OHHE Z2MA 6 29% 38% 6 60%
71% 15% 60%

14% 15% 20%

43% 31% 60%

Me=&oiAY Zut £H o[ & 43% 15% 20%

14% 23%

Source: META Group, CRM Study
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CRM Issues
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I CRM Issues
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CRM CSFs

Addison-Wesley Information Technology Serles

-ﬁ@* The CRM
. Handbook

A Business Guide to Customer
Relationship Management

e-Data

Turning Data into
Information with
Data Warehousing

Jill Dyché

Foreword by Martha Rogers, Ph.D,

Addison-Wesiey Information Technology Series

Impossible

By ol e 8 v kliad for Supreis’ o raol vy F.I p %atah

CRAM exacntive can use. Wheter you're just starting arenouse

vk o o fury .: wrnfit am - h.‘“ s . H
:'M:‘\:rlll:'.:;f.'::lllll'r\d kT .--|||l:.::‘q.': J"?I:"I:I\IT:II;U” F E ,’ Sltuatlons Jlll DyChe
solid reference guide” T Solutions from the Fxperts . .
O Fppen P gy d g ey ;A Partner, Baseline Consulting Group
|

Jill Dyché

i Sid Adelman & Author

Sean lvoghli - Chuck Kelley
Davied Marcer * Larissa Moss = Cliy Hehin

E——
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Sin #1: No Unified CRM Strategy

Management

Customer
Support

© 2003, Baseline Consulting Group
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Sin #1: A Real-Life Example:

= l
Customer
Customer Service Rep Customer
Siebel
E-mail
; Database Customer
promotion Satisfaction
Business Mailing
Objects Oracle
Application Call Center
Server Analyst

Marketing

© 2003, Baseline Consulting Group
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Sin #1: The Repercussions

There’s a skunkworks
CRM project going on
somewhere in your
company right now.

Duplicate efforts
Technology evaluation
Installation and integration
Database construction
Technical support
End-user training

Strategy changes (e.g., “We want to compare web purchases with b
mortar sales”) are more complex ‘

Customer activity reports can be inaccurate

© 2003, Baseline Consulting Group
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I Sin #2: Failing to Manage Staff Expectations

" Andltls Written:

Thou shalt use the new contact
management system starting
Sunday...er, Monday!

© 2003, Baseline Consulting Group
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Failing to Manage Staff Expectations

Involve business people as stakeholders at the beginning of a CRM
implementation:

During product selection (demos, trials, etc.)

During requirements gathering (for customization)

During prototyping and rollout
Develop and advertise a training program for all staff members
Offer incentives for tool usage (compensation)

Require usage of the tool part of new hires’ job descriptions and evaluation
CSFs.

© 2003, Baseline Consulting Group
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I Sin #3: Failure to Define Success

Customer
Lifetime Value

« Understand which of these is important to your business.
« If they are ALL important, define separate metrics for each one.
« Be willing to differentiate customers as a result of their loyalty/profitability/value bands.

© 2003, Baseline Consulting Group
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Sin #4: Outsourcing Hastily (or Not at All)

CRM represents 64% of all ASP revenues*®

Companies are seeing this trend toward ASPs and choosing to outsource
newer complex systems

Web delivery is making outsourcing more realistic for many companies.

Yes, but what about -
customization? And integration
with existing systems? And

ity?
security L

/The ability for all of our
users, regardless of
location, to access our
CRM system remotely
over the web via a VPN
is the main reason for

choosing the ASP

\ approach.

Good God. |
don’t know this
man!

* According to Forrester Research, 12/99 © 2003, Baseline Consulting Group
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Sin #5: Failure to Change Business Processes

Let’s see...where’s that
form letter from the
V.P. of Marketing?

What am | gonna
do? No one else
flies out of Osaka!

“My ticket hasn’t arrived!”

“I'm sorry. I’'ll log your complaint.”

Angry Customer Helpful CSR

© 2003, Baseline Consulting Group
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Sin #5: Not Changing Business Processes

Overbooked
Flight

$200 credit voucher for
future travel.

$300 credit on next ticket
purchased over the web.

Web-buyer

pass... Free upgrade on next
available flight... $400 credit

> Complimentary lounge

voucher.

N

Road Warrior © 2003, Baseline Consulting Group
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I Sin #6: Not Understanding Product Features
.
=)

“Analytics” / /s
“Operations”

8

A TN

[ |
/45 =

* Functionally-specific * Focused on a range of analysis
and functions

* Front-office oriented

* Enterprise-oriented
* Analysis is post-facto:

“What’s the most recent product + Analysis is predictive: “What will
this customer bought?” this customer be buying next?”

© 2003, Baseline Consulting Group
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I A CRM Application At Work

Call Center System

/ Helpful CSR
Customer Service Rep

registers problem and
soothes Angry Customer.

Angry Customer CRM Call Center Application —__
logs call, tracks resolution,
assesses performance, and CRM Call Center

Angry Customer’s plane ticket provides reports... App

never showed up.
© 2003, Baseline Consulting Group
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Sin #6: Operational CRM Is In Favor...

It's often a “point solution” addressing a very specific business problem (for
example, contact management)

It's easier to understand

It's easier to cost justify

It is (often) easier to use

It is modular, offering a choice of functionality

It dictates the data requirements

Cost and infrastructure requirements aren’t as daunting
Consensus isn’t important

© 2003, Baseline Consulting Group
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I Sin #6: ...but Analytical CRM is Important!

More cross-functional

Addresses a variety of customer reporting needs

Easily extensible (supporting a variety of tools and vendors)

Offers a “single version of the [customer] truth”

Supports a range of analysis, often including data mining

More flexible as business requirements evolve and additional data is needed

© 2003, Baseline Consulting Group
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Analytical CRM Filling the Void:

Q:) Customer Service Rep calls
up customer’s profile and

—  sees that he is a Platinum-
T .
level frequent flier.

/ Helpful CSR \

Customer Service Rep i@
re-issues ticket with §
free upgrade.

Angry Customer

Angry Customer’s plane
ticket never showed up.

This passenger not only flew 50

segments, 60% were Y fare Data Warehouse
tickets... He is in the Top 3% of
our frequent fliers. © 2003, Baseline Consulting Group
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I Sin #7: Lack of Data Integration

Remember Sin #17? The customer was
the same person!

The company doesn’t recognize the customer as one person
The customer doesn’t see a unified version of the company
This can result in BOTH parties getting the wrong information
Perception can suffer:

+ Company: “This is a low-value customer.”

+ Customer: “This company doesn’t think I'm important”

© 2003, Baseline Consulting Group
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Sin #7 = No “Single Version of the Truth”

Customer

Let’s see...Did | call Mr.
Customer on this new
packaged service
offering? | don’t
remember... I'll just call
him again...

7

Eager
Telemarketer

Let’s see...Name
removal...Name

Direct-Marketing to
customers who are
requesting privacy???
How much can we fine
you this week?

Hello, phone
company? Could you
remove my name from
your marketing list? |
understand it’s the
law...

US FCC © 2003, Baseline Consulting Group

(RS IES)
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Sin #7: The Case for Integrated Data

“ A panoramic view Analysis dr_awn from “In order to compete in a truly
of the customer is gomprdehenswe (Ii.ata.can go customer-driven manner, the 1:1
onlv possible with eyond persona 'Zat'on’_ _ enterprise must integrate its entire

yP o cross-selling, or up-sellln,g--lt range of business functions around
an analytic view of can transform a company’s satisfying the individual needs of
the customer.” --  relationship W'Ithf its t each individual customer.” --

customers.” --Information Pe dR E .
: ppers and Rogers, Enterprise

META Group  week, April 10, 2000 One to One ’

“Information is power, and power creates value.” --
Watts Wacker, The Visionary’s Handbook

“Get it!” —
3 _ Seema
You need a single source of clean and Williams,
consolidated customer information to do Forrester
customer relationship management and e- Research

commerce well.” --Patricia Seybold Group

© 2003, Baseline Consulting Group
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I The Ten Mistakes to Avoid

Failure to Factor in Strategy

Letting Vendors, Not Requirements, Drive the Need

Bypassing Success Metrics

Underestimating Data Integration Issues

Underestimating System Integration Issues

Ignoring Business Processes

Underestimating—Or Overestimating—QOrganizational Change

Deferring Discussions of Privacy

Assuming All CRM Users Are LAN-Connected

Q& 0% O YIH G0 1Y

N )Y

Not Closing the Loop Back to Development © 2003, Baseline Consulting Group
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CRM Evolution

Learning

Practices
— . I Analysis
Analysis —

Analysis

Data
A 4

STAGE 1

Build an integrated
customer database

Drive a desktop data
strategy for business
decision making

Growing

Practices

Data

STAGE 2

Automate customer-facing
business actions

Push customer intelligence to
channels/touchpoints

28

Maturing

Practices

Data

STAGE 3

Provide consistent
messaging across channels
in real time

Enable predictive analysis
for improved
targeting/communications
within/across channels

© 2003, Baseline Consulting Group
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The Right CRM Infrastructure

Operational Data:
* ERP

+ SCM
 E-commerce

* Billing

* Product
Financial

perational CRI
Activity Management
Contact Customer

Management Support

. PR
Pricing and

Configuration SRM ™
Campaign
Management

© 2003, Baseline Consulting Group
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What’s Working? An Integrated Technology
Architecture

Operational ETL CRM Operational Apps Analysis
Systems : (transformation) (interaction) Environment

~- R - e - —

(analytic)

© 2003, Baseline Consulting Group
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