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“It took me four years to paint like Raphael,  

but a lifetime to paint like a child” 

Picasso 
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Agenda for today … 

 

…a childish story about a lifetime in Customer Intelligence 
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The 10 ingredients of 
Customer Intelligence 
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The first ingredient 
 

Objectives 

Objectives 
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Customer Service 

Self-Service 

Channel Interactions 

Organisational Change 

First things first … 
 

Set the right objectives 



Case #1 
1 Objective and 100’s of projects 

3 
Chantiers 

(Acquire, Retain, Grow) 

100  
Customer Initiatives 

30  
Analytics Projects 

6 
Technical Projects 

2 
Governance Projects 

1 
Corporate Objective 

“Increase Value of Customer Base with 
3 %” 



Case #2 
Company vs CRM objectives 
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Product Sales 
Objectives 

Campaign 
Portfolio 

Analytical 
Projects 

CRM Objectives 

Technical 
Projects 

Fictive numbers 



The main challenge : Meaningful objectives 
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Clicks rates 

Ensure the boss understands 

Conversion rates 

ROI 

Contribution  
to Company Objectives 
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The second ingredient 
 

Field Operations 

Objectives 



Integrate all customer facing operations 
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SALES MARKETING 

SERVICE 

Companies  deploying and integrating 
CRM across all 3 functions 

simultaneously : 
 

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

Bloom 2002 



Cases #3 & #4 
Portfolio of Operations across Life Cycle & Customer Journey 
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Portfolio of Operations 

Before Life 

In Life 

Early Life 

End of Life 

Acquisition 

Win Back 

Cross- & 
Up-sell 

Loyalty 

Renewal 

Get Grow Keep 

After Life 

Service 
Delivery 

Welcome 

Serve 

Word of 
Mouth 

Case #3 
 

100 families of operations 

Case #4 
 

200 families of operations 

Main Challenges to establish the 
portfolio 

 
• Cross-company alignment 

• Cross-departments 
• Cross-channels 

 
•Mapping the portfolio 

• Identifying 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 

Customer Journey 

Life C
ycle
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The third ingredient 
 

Analytics 

Objectives 



There is a love story between Analytics & Marketing 
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Predictive Analytics 
is mainstream since 
2013 
(It even “fell off” the graph in 
2014) 

 
Gartner 2014 

Marketing is biggest 
beneficiary from 
analytics 

RSR 2014 

CRM and Marketing is 
biggest demander of 
data mining 

Rexer 2013 



It’s a sad love story 
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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 

Companies don’t use analytics 
because they don’t 

understand 
LinkedIn 2011 



Ensure the boss understands 

The Top Challenge for Analysts 
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Top Challenge : 

Explaining  
Data Mining to others 



Customer Objectives 

Campaign Portfolio 

Customer  
Analytics 

Case #6 

Lesson Learned : Manage analytics Top Down 

17 

Customer Base 

V
al

u
e

 

Action 
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The  two 
“technology” 
ingredients 



The crazy race of technology 
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Business says : 
 

“IT can not follow” 
 

“IT does not deliver what we need” 

IT says : 
 

“Business can not follow” 
 

“Business does not use what we deliver” 



Advanced Analytics Platforms  Enterprise Architecture Tools  Network Performance Monitoring and Diagnostics 

Advanced Distribution Management Systems  Enterprise Backup Software and Integrated Appliances  Network Services Global 

Application Delivery Controllers  Enterprise Content Management  On-Premises Application Integration Suites 

Application Development Life Cycle Management  Enterprise Desktops and Notebooks  Operational Database Management Systems 

Application Performance Monitoring  Enterprise File Synchronization and Sharing  Operational Risk Management 

Application Security Testing  Enterprise Information Archiving  Operations Support Systems 

Application Services Governance  Enterprise Integration Platform as a Service Worldwide  Oracle Application Management Services Worldwide 

Application Testing Services Worldwide  Enterprise Mobility Management Suites  Payroll BPO Services Worldwide 

BPM Platform-Based Case Management Frameworks  Enterprise Network Firewalls  Procure-to-Pay Suites for Indirect Procurement 

Business Analytics Services Worldwide  Enterprise Search  Property and Casualty Insurance Claims Management Modules 

Business Continuity Management Planning Software  Enterprise Video Content Management  Property and Casualty Insurance Claims Management Modules 

Business Intelligence and Analytics Platforms  Environmental Health and Safety Management Systems  Public Cloud Storage Services Worldwide 

Client Management Tools  European Life Insurance Policy Administration Systems  Risk Management Consulting Services Worldwide 

Cloud Infrastructure as a Service Japan  Field Service Management  S&OP System of Differentiation 

Cloud Infrastructure as a Service Worldwide  Finance and Accounting BPO  Sales Force Automation 

Cloud-Based IT Project and Portfolio Management Services Worldwide  General-Purpose Disk Arrays  Sales Performance Management 

Cloud-Based Recovery Services  General-Purpose Disk Arrays Japan  SAP Application Management Services Worldwide 

Cloud-Enabled Managed Hosting Asia/Pacific  Global Enterprise EHR Systems  SAP Implementation Services Worldwide 

Cloud-Enabled Managed Hosting Europe  Horizontal Portals  Secondary Site of Disaster Recovery Japan 

Cloud-Enabled Managed Hosting North America  Identity and Access Management as a Service Worldwide  Secure Email Gateways 

Communications Outsourcing and Professional Services Global  Identity Governance and Administration  Secure Web Gateways 

Contact Center Infrastructure Worldwide  Integrated IT Portfolio Analysis Applications  Security Awareness Computer-Based Training 

Contact Center Workforce Optimization  Integrated Marketing Management  Security Information and Event Management 

Corporate Performance Management Suites  Integrated Revenue and Customer Management for CSPs  Small Cell Equipment 

Corporate Telephony  Integrated Systems  Social Software in the Workplace 

CRM Customer Engagement Center  Integrated Workplace Management Systems  Software Test Automation 

CRM Lead Management  Intelligent Business Process Management Suites  Solid-State Arrays 

CRM Services Worldwide  International Retail Core Banking  Strategic Sourcing Application Suites 

Customer Communications Management Software  Intrusion Prevention Systems  Structured Data Archiving and Application Retirement 

Customer Management Contact Center BPO  IT Asset Disposition  Supply Chain Planning System of Record 

Data Center Infrastructure Management Tools  IT Risk Management  Talent Management Suites 

Data Center Networking  IT Service Support Management Tools  Third-Party Logistics Europe 

Data Center Outsourcing and Infrastructure Utility Services Asia/Pacific  IT Services for Communications Service Providers Worldwide  Third-Party Logistics North America 

Data Center Outsourcing and Infrastructure Utility Services Europe  Life Insurance Policy Administration Systems North America  Third-Party Logistics Worldwide 

Data Center Outsourcing and Infrastructure Utility Services North America  LTE Network Infrastructure  Trading Platforms 

Data Integration Tools  Managed Machine-to-Machine Services Global  Transportation Management Systems 

Data Masking Technology  Managed Mobility Services Global  Unified Communications 

Data Warehouse Database Management Systems  Managed Print and Content Services Worldwide  Unified Communications as a Service North America 

Deduplication Backup Target Appliances  Managed Security Services Worldwide  Unified Communications for Midsize Enterprises North America 

Digital Commerce  Marketing Resource Management  Unified Threat Management 

Digital Commerce  Master Data Management of Customer Data Solutions  Utilities Customer Information Systems 

Digital Marketing Agencies Worldwide  Master Data Management of Product Data Solutions  Utilities Geographic Information Systems 

Digital Marketing Hubs  Merchandise Assortment Management Applications  WAN Optimization 

E-Discovery Software  Meter Data Management Products  Warehouse Management Systems 

End-User Outsourcing Services Europe  Mission-Critical Servers Japan  Web Application Firewalls 

End-User Outsourcing Services North America  Mobile Application Development Platforms  Web Conferencing 

Endpoint Protection Platforms  Mobile Data Protection Solutions  Web Content Management 

Energy and Utilities Enterprise Asset Management Software  Modular Servers  Wired and Wireless LAN Access Infrastructure 

Enterprise Application Platform as a Service Worldwide  Multichannel Campaign Management  x86 Server Virtualization Infrastructure 

Enterprise Application Services China  Network Access Control 

They’re both right :  
Waiting is not an option 
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Change – change – change … 
 
There are 149 Magic Quadrants udpated this year … 

… about 17 MQ’s are relevant for Customer Engagement 
… but it can take up to 5 à 10 years for a technology to reach maturity (hype cycle) 



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

Case #7 
Sharing the throne 
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Joint roadmap governance 
 

• Business and IT on the same throne 
• Aligned with objectives 
• Involving the main decision makers 
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The three 
“data” 

ingradients 



Mono Channel 
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Web Phone Field Campaigns Shop 

Data Data Data Data Data 

Logic Logic Logic Logic Logic 

The main challenge 20 years ago 
 

“Closing the CRM Loop” for every 
channel 



Multi-Channel 
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Data 

Web Phone Field Campaigns Shop 

Logic Logic Logic Logic Logic 

The main challenge 10 years ago 
 

Consistent Customer Experience 
in multiple channels 



Cross-Channel (OmniChannel) 
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Data 

Web Phone Field Campaigns Shop 

Logic 

The current 
challenge 

 
Consider all 
channels as 

identical 



Channels and Customer Data evolved hand-in-hand 
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Big Data 
Observational 

Web 
Behavioral 

CRM 
Interactional 

ERP 
Transactional 

M
o
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The more we expect from the interaction channels,  
the higher the expectations from the Customer Data 
(Warehouse) 

Case #8 
Managed as a single project :  

•Campaign Mgt System 
•eMail Channel 
•Customer DWH 



Customer Data Warehouse 
 

Analytical Roadmap 
 
•Dashboard 

-> for Directors 
•Reports  

-> for  Middle Management 
• Individual Customer Value 

-> to feed decision systems in the channels 
 

Case #9 

Value management 
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Business Objective 

 
“Value management” 

 
1. Optimize customer value 

within ethical  boundaries 
(Marketing) 
 

2. Manage costs of interaction 
channels (Finance) 

Roadmap for 
Multi-Channel 

 
• POS 
• Web 
• Campaign 
• Call Center 

Web 
Behavioral 

CRM 
Interactional 

ERP 
Transactional 



Objectives 
 
•Business Objectives 
•Data Qality Objectives 

Cleaning 
 
•One Shots Cleaning 
•Recurrent Cleanings 

Monitoring 
 
•Reactive 
•Proactive 

Prevention 
 
•Organisational 
•Technical 

Starting Point 

Business Objectives Data Quality Objectives 

70% phone conversations 
Phone Quality 
• Available  : 95 % 
• Correct  : 92 % 

30% of emails read 
eMail Quality 
• Available  : 40 % 
• Correct  : 80 % 

97% mailings delivered 
Address Quality 
• Available  : 99.9 % 
• Correct  : 98 %  

Case #10 
Data Quality 

Lessons Learned 
 

• Start with Business Objectives 
•Cross-Departmental Data 

Quality Board 
•Dedicated resources 
•Business budgets 
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The two 
“organizational” 

ingredients 



Assemble the balanced teams 
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Typical pitfall for C.I. Managers :  
avoid expecting people to go for the 

“Grand Ecart” 
 

• Sophisticated business understanding 
• Detailed technical skills 
• Advanced knowledge of statistics 
• Ability to communicate with all 



Inter-Team Alignment 
The Typical Campaign Process 
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Campaign Policy 
Board 

Business Managers 
(Initiatives, budgets) 

Campaign Project 
Managers 

Company 
level 

Company 
Objectives 

Directors 

Regional Campaign 
Board 

Region / 
countries 

Project 
Managers 

Idea Prioritiz’n Execution Reporting 

Teams 
(Web, Comm, IT, BI, CallC, 

Targeting, Print, …) 

Experts 



Cases #11 and #12 
Campaign Policy Boards 
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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 

• Owner of Customer Contact Policies 
• Spam 
• Coverage 
• Data Privacy 

• Customer Engagement Architecture and Channels 
• Customer Engagement Organisation 

C
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Campaign Cost 

Cost & Value of each 
single campaign 



33 

10 ingredients … 
 

So what? 



Golden Arrow 
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•Grow step by step 
•Grow iteratively 
•Continuous improvement 



Case #13 
Full Roadmap 
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Analytical Ops 

Field Ops 

Enablers 

Data Ware House 

Analytics Pilots 

100 Sales & marketing Initiatives 

Pilot #1 

22 Industrialized Data Mining Models & Reports 

Project #2 

Project #1 

Project #6 

Data 

Governance 
Process 

Improvement 

Project #3 Project #4 

Project #5 

Pilot #2 

Pilot #3 

1-2-1 Objectives 

Customer Intelligence  
Maturity  
 
•CI Maturity Assessment 
•CI Maturity Objectives 

Consumer Intelligence 
Roadmap 

 
• Short Term Quick Wins 
• Medium Term roadmap 
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Recap 
It’s a simple story … 

Start-to-Act Keep on growing 

Take the 10 ingredients of CI … 

Set objectives … 




