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Upcom i ng CRM W ork shop - Af t ernoon Tea Ser i es 

Wednesday, 19th May 2004 

Sessi on 2  : From Drawi ng Board t o Choppi ng Board 
5 Key Questions :

r  Why do most CRM projects fall short of expectation ?

r  How shall I measure the return on the CRM investment ?

r  What are the early watch signals and control mechanisms
    that help make CRM stay on course?

r  How do I mobilize my organization to make a cultural
    transition ready to reap the benefits of CRM ?

r  Would technology really help ?
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Upcoming CRM Workshop - Afternoon Tea Series 

Wednesday, 23th June 2004 

Session 3 : Loyalty vs.. Profitability  
5 Key Questions :

ρ  How do I further my business growth
    - to acquire new customers or to develop existing customers ?

ρ  Does an eternal customer relationship make sense in the reality
    of the business world ? Would loyalty bring profitability ?

ρ  Does a loyalty card program really work ?

ρ  What are the main attributes that would contribute to changes
    in customer behavior ?

ρ Would technology help ?
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Apa lah itu CRM ?
• A marketing buzz word
• A corporate philosophy
• A  way to improve customer satisfaction
• Sales force automation application
• A  way to increase revenue
• Software to track marketing sales and services
• Siebel
• All of the above
• None of the above
• More of the above……..

 Let be VERY VERY serious…..
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1. Customers always think they are different . Therefore demanding
different service level towards your products and services

2. Customers will not be satisfied forever. They always want More.
Better. Different.. Therefore creating constant opportunities to
your competitors.

3. Customers will attempt to influence and control such that they are
receive the experience they want. When failing to do so, will stop
the experience altogether and even your r elationship with
them.

4. Customers have the freedom of choice. So even the most loyal
customers will defect if there is no compell ing reason to stay

Win – Lose ?

 Un i versal Bel i ef about Cust om ers

• Hence, their behavior and need may change over time though they
might use the same products. Who goes to the pubs in 5 star hotel ?
Why do people go to pubs to hang out? Why do they give free
entrance to ladies ?

2. Hence, create opportunities for the entrance of competitors who could
provide for their needs. Besides there is always finite amount of
manpower, financial resources and time that have in hand. As we all
know quality and personalized services come with cost. Generic
purpose and volume lowers cost – so what is your strategy – market
share ? Loyalty ?

3. Hence, when failing to do so, will eventually be drawn to suppliers who
are able to best fit their requirements.

4. Hence, even the most loyal customers defect over time when he is not
satisfied
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             Relationship, Quan Xi  
is the result of a continuous

series of interactions and experience, such that both parties
establish trust and reliance on each other

Managment 
 strategy that set goals, make choices, to

monitor and to influence the quality and frequency of every
customer experience

CRM

Why do we need CRM ?

 Def i ne
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1. Customers always think they are different. And they are right. GE
recognize that difference and manage the information fiercely
as strategic assets

2. Customers will not be satisfied forever. They always want More.
Better. Different.. Grosch Beer realizes that t hey will never be
able to satisfy all. They just focus on the strategic segments.

3. Customers will attempt to influence and control such that they are
receive the experience they want. Maxis emphasizes on
customers feedbacks and monitor and integrate them into
their operational strategy.

4. Customers have the freedom of choice. 3M chooses to foll ow the
changes in their customers, and not change their customers.

 From Win-Lose t o Win-Win

• Hence, their behavior and need may change over time though they
might use the same products. Who goes to the pubs in 5 star hotel ?
Why do people go to pubs to hang out? Why do they give free
entrance to ladies ?

2. Hence, create opportunities for the entrance of competitors who could
provide for their needs. Besides there is always finite amount of
manpower, financial resources and time that have in hand. As we all
know quality and personalized services come with cost. Generic
purpose and volume lowers cost – so what is your strategy – market
share ? Loyalty ?

3. Hence, when failing to do so, will eventually be drawn to suppliers who
are able to best fit their requirements.

4. Hence, even the most loyal customers defect over time when he is not
satisfied. 3M dictates that 30% of revenues come from new products
every year, British Airways refreshes its service classes every five year,
and Star Bucks opens 300 outlets per year
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θ   To be the communications company every customer prefers above all
others
θ   To be the organization every employee aspires to work for, where they
can maximize their full potential
θ   To be the corporation every shareholder seeks to invest in
θ   To be the partner every company wants to do business with
θ   To be recognized domestically and internationally by everyone, within
and across all industries
θ   To be the success story every Malaysian can be proud of

 Maxis Corporate Vision
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1. Leverage marketing strategy on customer-centric capabilities

2. Manage customer information as strategic asset

3. Identify customer expectations

4. Measure customer on-going value

5. Integrate across business units or brands

4. Managing the customer experience
Source : The CRM Maturity Profile Model. Gartner. 27 July  2000

Gartner’s 6 Practices Areas
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Source : Developing a CRM Strategy. Gartner. 13 Dec 2001

8 Building Blocks of CR M
C R  M VISION 

C R  M STRATEGY

Valued Customer 
Experience

C R  M   PROCESS

C R  M   INFORMATION

C R  M   TECHNOLOGY

C R  M   METRICS

Organizational 
Collaboration 
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Flip Chart – IntroducingFlip Chart – IntroducingFlip Chart – Introducing

Name Designation My business is…. My objective of today is….
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Flip Chart – ObjectivesFlip Chart – ObjectivesFlip Chart – Objectives

Name My company’s vision is¼ .
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Flip Chart – What CRM is and is NOT?Flip Chart – What CRM is and is NOT?Flip Chart – What CRM is and is NOT?

What is CRM ? What CRM is not ?
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Flip chart 2Flip chart 2Flip chart 2

Our common vision with our customers is to be…… ..
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Flip chart  - 8 Building BlocksFlip chart  - 8 Building BlocksFlip chart  - 8 Building Blocks


