Customer Relationship Management

Cusgtomer Relationship Management (CRM) is the implementation of 1:1 marketing. One
to one marketing is the theory and CRM s the software, training and systems to support
it. And it is powerful:

LexuslsaI&e are two per cent of Toyota' s sales but 33 per cent of the company’s
profit;

In the UK, six per cent of the cola drinkers drink 60 per cent of al colg?

It costs five times more to attract a new customer than to retain an existing one®

Don Peppers”® uses a great example. Imagine acar rental company hosts a customer
apprecidion event a a40,000-seat bassbd| sadium. Every customer comesfilling the
sadium. The company’ s best customers — those who rented 25 per cent of al vehicle
rentals —would represent 0.02 per cent of attendees — just 80 people! In other words, the
80 best customers do 1/3 of the business of the remaining 39,920 added together.

Most companies can't even names ther cusomers, let done identify their most
important ones, S0 to communicate with customers they would advertise on the sadium
szed monitor and make public announcements over the PA — amass marketing approach.
A competitor that focused on CRM would send 80 sdles reps into the stadium, would St
beside these frequent renters, buy them abeer and ahat dog and find out during the game
what it would take to win their business. They could walk out with 25 per cent of the
business by the end of the game.

Not dl cusomersare equa. And if you treet dl customers the same you treat yaur
best cusomers like your worst and your wordt like your best. CRM helps organizations
differentiate their customer base and treet customers different.

superstore. | had prepared mysdf for afight asit was after the “30 day” period. |
arived a the store, looked at the 18-year-old derk and stated my position. She
asked for my phone number and sad, “1’ d be hgppy to give you arefund.”
| was actudly disgppointed Where was the fight? Y ou see, after she keyed my phone
number, the system pulled up my customer history. She could see my purchases to date
and knew that | had bought $7,000 of goods from the store in the past year. She decided
to give me afull refund on the spot: the $50 profit from the printer wasn't worth losing a
$7,000-a-year customer.

Thi rty-five days after | bought it, | returned a $300 inkjet printer to an dectronics

Today mogt organizations keep information in many different slos, different
departments have separate databases: accounting, call center, sales department,
marketing, store locations, and the web.

Customer Rdaionship Management is a philosophy, software and processes that
integrate dl customer information and make it available to any employee deding with
customers. From a customer’ s perspective it resultsin “no wrong door” in that any
employee, from any department, can help them.
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