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CRM is a Scary Journey …

CostCost

ResourcesResources ChangeChange

ResultsResults



And Then There’s ….

**
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Key Learning from Global Best Practice #1 –
Align to Corporate Goals

Right Right 
StrategyStrategy

Builds 
profitable

relationships, 
not just 

automated ones

Right Right 
MetricsMetrics

Right Data
Customers 
Campaigns

Testing
ROI

Right Right 
TechnologyTechnology

Drives business 
growth and
streamlines 
operations 



CRM is NOT Just About Technology

CRM is business strategy whose outcomes optimizeCRM is business strategy whose outcomes optimize
customer revenue, profitability & satisfactioncustomer revenue, profitability & satisfaction……

Right Right customercustomer
Right Right productproduct
Right Right timetime
Right Right ‘price’‘price’
Right Right channelchannel
Right Right messagemessage
RightRight costcost



A Good Customer Database is the Foundation 
for All CRM Efforts
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Key Learning from Global Best Practice #2 –
Data is King
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Role of Technology in CRM
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Oracle’s CRM Footprint
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Effective Segmentation Comes from Powerful 
Differentiation 

AnalyticalAnalytical
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Often Customer Segments Are Based On:
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Key Learning from Global Best Practice #3 -
Segment Using Business Value
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Key Learning from Global Best Practice #3 -
Segment Using Business Value
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Not Every Industry Has an 80-20 Rule…

Within the Financial Within the Financial 
Services sector the top 20% Services sector the top 20% 

of customers generate of customers generate 
150% of its overall profit150% of its overall profit



Customer Business Value is Based on 
Customer Lifetime Value
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Which Allows Us to Create Customer Value 
Deciles

Profitable

Unprofitable



And Drive Customer Management Strategy 
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We Do That With the Concept of Customer 
Equity

Customer Equity

What the Customer What the Customer 
Means to UsMeans to Us

What We Mean to the What We Mean to the 
CustomerCustomer



Customer Equity =

The total lifetime value of the customer to your category

MULTIPLIED BYMULTIPLIED BY

the probability he/she will do business with you



Customer Equity Defines the Balance Between 
Rational & Emotional Factors
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A Bank in Singapore…



An Insurance Company in Hong Kong…



Key Learning from Global Best Practice #4 –
Close the Loop on Your Marketing Campaigns

Set your Set your 
customer customer 

management management 
goals & metricsgoals & metrics

Centralize & Centralize & 
organize your organize your 
customer datacustomer data

Calculate Calculate 
customer customer 

profitability profitability 
then segment then segment 

based on based on 
business valuebusiness value

Target each Target each 
segment segment 

appropriately: appropriately: 
monitor, leverage, monitor, leverage, 

appreciate, appreciate, 
romanceromance

Test & learn to Test & learn to 
build more build more 

actionable dataactionable data



In Summary, the 4 Commandments for CRM 
Success …

Customer Data: Customer Data: 
Central source that’s accurate, accessible & actionableCentral source that’s accurate, accessible & actionable

ClosedClosed--loop Campaign Reporting:loop Campaign Reporting:
Links back to strategies & objectivesLinks back to strategies & objectives

Marketing Campaign Tactics:Marketing Campaign Tactics:
Segments, Products, Offers, Channels Segments, Products, Offers, Channels 

BusinessBusiness--ValueValue--Based Customer Strategies: Based Customer Strategies: 
Growth, Acquisition, Retention, CostGrowth, Acquisition, Retention, Cost--Cutting Cutting 

Financial Business Objectives: Financial Business Objectives: 
Growth, Profitability, Market ShareGrowth, Profitability, Market Share

4. Close the loop 
on marketing 
campaigns

2. Get the data 
right!

3. Segment 
based on 

profitability

1. Align to 
corporate goals
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