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“It took me four years fo paint like Raphael,

but a lifetime to paint like a child”
Picasso



Agenda for today ...

...a childish story about a lifetime in Customer Infelligence
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Corporate Objective 1 Objective and 100’s of

“Increase Value of Customer Base with

3 %II

\
Customer Value Objectives
= cquire etain row
Chantiers = Aed et ©
(Acquire, Retain, Grow) E
£
2
g Objective
o
S

Customer Initiatives
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Governance Projects

Analytics Projects Technical Projects



Product Sales
Objectives

CRM Objectives

Campaign
Portfolio

Analytical
Projects
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Company vs CRM obj

Sales objectives &
CRM Contribution objectives

Sales Objective
B CRM Contribution Objective

Products
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Technical
Projects




The main challenge : Meaningful objectives

-

Contribution

to Company Objectives
Ensure the boss understands
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Integrate all customer fac

Companies deploying and integrating
CRM across all 3 functions
simultaneously :

-Attained more objectives (66%)
S . -Attained all financial objectives (100%)

Bloom 2002
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Before Life

Early Life

In Life

End of Life

After Life

Portfolio of Operations across Life Cycle & Custom

Portfolio of Operations

Customer Journey

Acquisition

Word of
Mouth

Win Back
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Welcome l
Cross- &
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Loyalty ]
Service
Delivery ]
Renewal
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Case #3

100 families of operations

Case #4

200 families of operations

Cases

Main Challenges to establish the
portfolio

* Cross-company alignment
* Cross-departments
* Cross-channels

* Mapping the portfolio
* [dentifying what is being done
* Agreeing on what should be

done

* Adding new ops more difficult than
removing obsolete ones

Best Practice

* Involve the top of the company

* Relate Life Cycle and Customer Journeys
to company objectives
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A\ There is a love story between Anal

expectations
4

Speech-to-Speech Translation
Autonomous Vehicles Cryplocurrencies

SmaAsors Complex-EventProcessing
Data Sclence Big Data
Prescriptve Analytics In-Memory Database |

Content Analytics

Internet of Things
Natural-Language Question Answerng
Wearable Userinterfaces
Consumer 30 Printing

i comoe P
SmaiRobots Augmented Reality
30 Bioprinting Systems Machine-to-Machine
plric and Holographic Displays Communication 3D Scanners
Software-Defined Anything Senices
Quantum Computing Mobile Health
Pri
Human Augmentation Quantified Self Monitoring Enterprise 3D Printing
Brain-Computer interface Activity Streams

Marketing is biggest

. o ConnectedHome 1oud Compusin In-Memory Analytics
beneficiary from A T e eshreConl
analytics

Digital Security
Bloacoustic Sensing

RSR 2014 " lnnovation  Peakof Trough of

SpeechRecognition
Consumer Telematics

As of July 2014

time

Figure 7: A Potential Gam¥

Which 3 Internal Organizations Would Gain the
Most from Greater Use of Bl & Analytics?

Marketing —

Store Operations

R SR CRM and Marketing is
ks biggest demander of
data mining

Direct channel (eg: e-Commerce, mobile)..
Product Development
Sourcing/Procurement Rexer 2013

Finance
HR

Source: RSR Research, January 2014
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Predictive Analytics
is mainstream since

2013

(It even “fell off” the graph in
2014)

Gartner 2014

= ~
CRM/Marketing
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Financial

Retail

Telecommunications

Insurance

Technology

Medical

Intemet-based

Manufacturing

Government
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1. Companies do not sufficiently
request analytics

2. When companies request analytics,

they only request simple stuff

3. Analytics are not used or deployed

Rexer 2013

. .
Llnked e Account Type: Basic

Home Profile Contacts Groups Jobs Inbox [l Companies News More

Why don't companies use Analytics?

By Ajay Kelkar Entrepreneur in technology-Marketing space. COO of Hansa Cequity Go to my blog at http:#blog cequitysolutions
245 votes -+ 47 comments « Ended 03 Apr 2011

Do net have enough data?

Have not understood the benefits?

Do not have the expertise in house? m
42 (17%)

Don't believe it is actionable?

15

It’s a sad |

Never Rarely
1%
\ / Sometimes Usually Always
Use Analytics Is% 34% 43%
Very Low
3%\ Low Moderate High Very High
Sophistication I 14% 40% 24%

]5%

Frequency of Deployment

28%

50%

Companies don’t use analytics
because they don’t

understand

LinkedIn 2011




Top Challenge :

Explaining

Data Mining to others

Ensure the boss understands
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Customer
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Customer Base
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%L The crazy race of techn

Business says :

“IT can not follow” “Business can not follow”

“IT does not deliver what we need” “Business does not use what we deliver”




Advanced Analytics Platforms

Advanced Distribution Management Systems,
Application Delivery Controllers

Application Development Life Cycle Management
Application Performance Monitoring
Application Security Testing

Application Services Governa

Application Testing Service:

BPM Platform-Based Case

Business Analytics Services

Business Continuity Mana;

Client Management Tool
Cloud Infrastructure as g

ey,
Cloud Infrastructure as ff v & o oA

Cloud-Based IT Project
Cloud-Based Recove
Cloud-Enabled Mana;
Cloud-Enabled Mang
Cloud-Enabled Ma

Contact Center In

Corporate Telephony

CRM Customer Engagement Center

CRM Lead Management

CRM Services Worldwide

Customer Communications Management Software
Customer Management Contact Center BPO

Data Center Infrastructure Management Tools
Data Center Networking
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They're
Waiting is not

Enterprise Architecture Tools
Enterprise Backup Software and Integrated Appliances
Enterprise Content Management
Enterprise Desktops and Notebooks
Enterprise File Synchronization and Sharing
Enterprise Information Archi
Enterprise Integration Platform as a Service
Enterprise Mobility Management Sui
Enterprise Network Firewalls
Enterprise Search
Enterprise Video Content Manageme¢

ironmental Health and Safety Mai

ife Insurance Policy Admin

s Management as a Servi
ce and Administration

I anagement
IT Service Support Management Tools

Change — change — change

There are 149 Magic Quadrants udpated this year ...

... about 17 MQ’s are relevant for Customer Engagement

Network Performance Monitoring and Diagnos!
Network Services Global

On-Premises Apalisition Integration Suites
Operati

indirect Procurement

ance Claims Management Modules
ance Claims Management Modules

“gonare®
F

est Automation
olid-State Arrays
Strategic Sourcing Application Suites
Structured Data Archiving and Application Retirement
Supply Chain Planning System of Record
Talent Management Suites
Third-Party Logistics Europe

... but it can take up to 5 a 10 years for a technology to reach maturity (hype cycle)

Energy and Utilities Enterprise Asset Management Software

Enterprise Application Platform as a Service Worldwide
Enterprise Application Services China

Mobile Data Protection Solutions
Modular Servers

Multichannel Campaign Management
Network Access Control

Web Content Management
Wired and Wireless LAN Access Infrastructure
x86 Server Virtualization Infrastructure




Joint roadmap governance

* Business and IT on the same throne
* Aligned with objectives
* Involving the main decision makers

/’

Case #7 : Joint roadmap
* Marketing Department
* Finance Department
* Business Intelligence Department
* Program Management Office

|
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‘Sakes B marketing Initit

Case #7
Sharing the throne
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The main challenge 20 years ago

“Closing the CRM Loop” for every
channel

D)

| Campaigns




The main challenge 10 years ago

Consistent Customer Experience
in multiple channels

)
Campaigns
o \‘\
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Channels and Customer Data evolved
The more we expect from the interaction channels,
the higher the expectations from the Customer Data

(Warehouse)
Big Data

Observational

Web
Behavioral

Multi

FIE{T"

AN
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CRM

Interactional

ERP

Transactional

Omni

Case #8

Managed as a single project
* Campaign Mgt System

*eMail Channel
* Customer DWH




Business Objective

Analytical Roadmap

1

“Value management

* Dashboard
1. Optimize customer value -> for Directors
within ethical boundaries *Reports

-> for Middle Management
*Individual Customer Value
-> to feed decision systems in the channels

(Marketing)

2. Manage costs of interaction
channels (Finance)

Churn Rate (Monthly, Percentage)
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* Call Center

CRM

Interactional

Monthly Value

ERP

Transactional




B B

Prevention Objectives

*Organisational *Business Objectives
*Technical P y | °Data Qality Objectives

—

Monitoring - Cleaning

*Reactive *One Shots Cleaning
eProactive eRecurrent Cleanings

Starting Point

Lessons Learned
« Start with Business Objectives Business Objectives Data Quality Objectives
* Cross-Departmental Data
Quality Board
Phone Quality

: Ded.|cated rESOUrces 70% phone conversations * Available
* Business budgets * Correct

eMail Quality

30% of emails read « Available
e Correct

Address Quality

97% mailings delivered * Available :99.9%
e Correct : 98 %
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%} Assemble the balanced tea
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Typical pitfall for C.I. Managers :
avoid expecting people to go for the
“Grand Ecart”

DOLOBEITROTTER®

e

:

Sophisticated business understanding
Detailed technical skills

Advanced knowledge of statistics
Ability to communicate with all
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Company
level

Region /
countries

Directors

Experts

Project
Managers

Company
Objectives

Campaign Policy
Board

Regional Campaign
Board

Business Managers
(Initiatives, budgets)

Teams
(Web, Comm, IT, Bl, CallC,
Targeting, Print, ...)

Campaign Project
Managers

Inter-Team
The Typical Ca

Reporting




Cases #11 a
Campaign Policy Boarc

Lessons Learned from Campaign Policy Boards

Owner of cross-departmental Customer Engagement Objectives
Assessing Campaign Portfolio Impact

* Before : anecdotical success stories about single campaigns

* After : structural decision making about entire campaign portfolio
Defining Portfolio of Operations

 Life Cycle

« Journeys Cost & Value of each
Owner of Customer Contact Policies single campaign

* Spam

* Coverage

* Data Privacy
Customer Engagement Architecture and Channels
Customer Engagement Organisation

Campaign Value

Campaign Cost




10 ingredients ...




Golden A

*Grow step by step
*Grow iteratively
*Continuous improvement




Consumer Intelligence
Roadmap

’ g  * Short Term Quick Wins

* Medium Term roadmap
overnance Zicticabe Improvement

C u Sto m e r I nte I I ige n ce Customer Intelligence Assessment

Objectives

M at u rity % M A Inter Team Field Ops

\"\ ", ,=—‘y""! : Intra Team Analytics
*Cl Maturity Assessment . oata quaiy ‘ Op'al CRM systems

*Cl Maturity Objectives

Data Warehouse An'al Systems
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Customer Value Objectives

Acquire Retain

Customer Value

yawe*
ome"
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Sales objectives &
CRM Contribution objectives
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