N

N

)-CRM: Supercharging Yo
Business CRM Strategy




ging The Customer Relatio

nly Valuable and Sustainable Asset

€ To make

custome

o Effici
with

customers by increasing trial, intensific
selling to maximize LCV

e Focused - By identifying strategies to maximize
each individual customer’s relationship with the bra
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D

r(e)-CRM,,?

& Leverage
elaborate
operatio

e Ensuri
and prc

recom
knowledge of customers before the firs

endation engine with persa

© 2001 ConvergZ LLC - All rights reserved.




4 Have yo
are won
adding t
your Cus

e Aseto
Use Intensity each with a
per-customer cost, revenue, and profit.
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ging The Customer Relatio

a rich and rewarding journey with your cust

€ Integrate
sales an

* More profit with less risk

A few loyal and intense customers yield most of the p
 LCV = Expected value of brand equity and use inten
« Maximizing LCV is the objective function driving CRM
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Fusion is the Heart of Pr(e)

| of the Available Data and Powerful Analytic

 IT provides an integrated Customer Info
the granular transaction file

» Transaction file must be very detailed in produc
also must retain granularity in the time series

* Only in this manner will the fusion with the U&A be buil
and replicable bridge variables
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Ize Cross-Selling Strategy

€ Use kno

and just “Who s(he 1S?”,
what sho
on the jo \

€ Improve {
opportun

» One to one marketing - Offering only the right products, se
each customer means a much higher retention rate as well a
selling

= Virtuous circle - Improving the odds increases customer satisfaction'e
enthusiasm which further improves the odds

= Most importantly - reduce price sensitivity and get better margins
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t Potential Drives Relatl

High4
High Potential Val
Non-customers

High Potential Val
L ow Shareof Cust

Potential

L ow Potential Value/
L ow Shareof Customer LCV

Low Share of Customer LCV
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L ow Potential Valu
High Share of Customer




t Potential Drives Relatic

Quadrant
High Potential Value/

Maintain & Enhance
High Share of Customer L
High Potential Value/ }
Non-customers Acquire & Convert \

High Potential Value/
L ow Share of Customer LC

Intensify & Cross-sell

Low Potential Value/ Sustain Lacks potential,

High Share of Customer LCV but no great loss !!

tow gc:tmti?lc\:/alue’ Loy Prunc Poor potential, poor custo
ow Share of Customer encourage attrition, prune !!
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e
ce Strategy with Insight

& Past pur
predictiv
to your ¢
their beh

= Demogr
predicti
vastly different experiences

= Attitudes and preferences will manifest the
different contexts

» Proprietary market research provides insight to dri
relationship building
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Attitudes
&
Preferences

Stable, Change very slowly

eFormed early

«Only changed by major life events
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ce Strategy with Insight

Attitudes
&
Preferences

ergZ LLC - All rights reserved.

prefe

e and the
values




A

Front End e-CRM
Relationship
Management System

Customer Data

Back Office Transaction Warehouse

Systems

Pr(e)CRM provides the customer intelligence that glues your
business intelligence systems to your tactical operational CRM s
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e in Study

| CRM for a multi-brand multi-channel retail

& Channel

 Most customers are multi-channel

 Most customers are identified and tied to the
sale

& Near ideal situation for analytical CRM
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e in Study

| CRM for a multi-brand multi-channel retail

€ Sample

custome
» Survey uses telephone/mail and telephone
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e in Study

| CRM for a multi-brand multi-channel retail

« Brand equity indices derive from corr
» Use and purchase behaviour — category an
» Evaluates all use and purchase context and

« Use intensity indices derive from analysis of bran
competitive and category use
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e in Study

| CRM for a multi-brand multi-channel retail

Variables can be complex because they wi
offline and only the indices need be attached t

* The migration paths from prospect to one of the gro
yield customers are the most powerful variables

© 2001 ConvergZ LLC - All rights reserved.




e in Study

| CRM for a multi-brand multi-channel retail

» Massive amounts of missing data, th
file for the prospects and competitive bu

 Powerful econometrical model estimates the
and the LCV
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e in Study

| CRM for a multi-brand multi-channel retail

¥ Executin

e |mmedi
based

« Customers with no survey, have only tr

« Decision tree type (CHAID) model classi
no survey, first with only variables from the tr

e Second we increase accuracy(80-90%) with a fe
extra questions
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e in Study

| CRM for a multi-brand multi-channel retaile

®Every cu
strategy

&€ The best
them tot
relations

€ Loyalty is based on added value
€ New brand opportunities identified

& |solated action against competitors, hit t
where the need to be hit, don’t discount the




 Identify your best prospects for:
- Share stealing investment activity
- New trial attracted into the category
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Brand loyalty
- Use consistency
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« Build a model linking these factors explicitly t
implicitly to bottom line performance

* In order derive from a profit maximizing objective fun
drive all customer and prospect interaction in the long te
Interest of brand and customer
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quity i1s Based on LCV

& Your bra

e bottom i

- such
average sale per customer, average sale pe

» perceptual or more emotional measures

- such as the service, quality, trust, status, self-identifi
other image dimensions relevant to that segment of that
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Xpected Value of Use Inten
quity Indices

& The focu
compani
value of

& The hear
function
LCV at e
brand and customer

€ \\e use a composite scale to create L
order to get a more accurate measure of t
potential, rather than the realized, value




o N o
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Implemented a Customer Data Warehouse
Successfully developed an integrated Customer Informatio
Routinely deploys segmented marketing campaigns across mu
Successfully differentiated your products or services
Organized your company around customer centric measures

High level executive sponsorship of relationship marketing, customer-centri
and marketing, 1 to 1 marketing, automated marketing systems, CRM, mass
customization, etc.




€ Converg

compani
« By comb
analytica

- supe

- provi
relati

— makes reliable estimates of the future eco
your customers and prospects

- maximizes the intensity and value of your custo
relationships and

— drives your brand equity to new levels
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D

.s and Answers

€ Questio




Are - Biographies

Michael MacK

Michael MacKe
Opinion Resear
their constituen
experimental h
gualitative meth
to bring as muc
attitudes, perceptions, and behaviors.

 Founder and Chief Research Officer and Chairman of Co

» Former Chief Research Officer of a large international marketi
opinion research company.




Michael MacK

Michael’s rese

Are - Biographies

Founded f
Developed

Developed
techniques

Product/ s
Mentored the other 100 researchers on design and an

Developed unique proprietary Global Market Potential Mo
managing brand equity across cultures

Interactive geographic customer information files for managing cu
relationships and exploiting cross-selling possibilities

Invited speaker at several international conferences




Are - Biographies

Michael Douce

Michael’s passi
answer comple
a consultant an
intelligence and
that information
business needs
business vision enabled by technology and pruden
management are the recipe for a project’s success.

 Founder and President of ConvergZ LLC

« Former consultant and systems engineer with large international
business intelligence and data warehousing software vendor




Michael Douce

Michael’s busin

Are - Biographies

Developed
software ¢

Helped cre

Worked wit
intelligence
architectures and designing and data modeling dime

Specialist in developing Information systems for solving c
decision support, statistical, data mining, forecasting and eco

Over 10 years of market research experience
Multivariate statistical and data analysis specialist

Assisted in developing methodology for hybrid technology and labor mar
forecasting approach




