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Are You Ready to Enhance Your CRM?

Customer Relationship Management has been around for
decades, making a big impact on countless organizations’ bottom
lines. How? In short, CRM uses a database to manage customer
profiles, interactions, and purchases, and thereby delivers ever-
more personalized engagement to its most valuable customers.

In its earliest form, this marketing practice consisted of
personalized letters, phone calls, and emails. Now, thanks to
massive amounts of data and the advancement of marketing
technology, a CRM platform enables marketers to understand
numerous details about customers and their buying behaviors.
This then allows the brand to deliver hyper-personalized
customer experiences wherever the customer interacts with the
brand, including in store, websites, apps, live chats, social media,
email, direct mail and digital media.

A brand that successfully leverages CRM:

. Increases customer retention

. Improves customer satisfaction

. Strengthens customer relationships
. Enjoys greater profitability

So, it’'s no surprise then that interest in expanding CRM
capabilities is flourishing. Today’s CMOs are expected to drive
measurable growth while delivering seamless customer
experiences, so they understand the critical importance of CRM.
A 2020 study by Grand View Research estimates that the CRM
market will reach $114.4 billion in value by 2027 for a compound
annual growth rate of 14.2% over the forecast period.



Launching CRM programs can be challenging

When it comes to introducing a new or enhanced CRM program
— that’s easier said than done, especially in large companies. In
2019, CIO magazine reported that around one-third of all CRIM
projects fail. Other studies have cited failure rates as high as 70%.
Why? There are myriad reasons, but most can be boiled down to
three challenges: resources, data readiness, and processes.

e Resource challenges include ensuring the right internal and
external stakeholders and delivery teams are involved;
identifying adequate funding sources; and understanding
technology, data, and timing needs.

e Datareadiness challenges include curating the dataso it’s
organized and actionable — e.g., understanding who your
customers are (Customer Identification), what they are
interested in (Customer Preference), what they are doing
and what they are likely to do (Behavioral Signals), and what
their value is to your strategic growth (Strategic Segment).

e Company process challenges include the need to change
processes, because success requires cross-functional
collaboration. This means breaking down traditional
delivery-area-focused key performance indicators, plus
creating shared CRM objectives and outcomes.



Providing clarity for launching programs

helps marketing leaders assess their

current state of resources, data, and processes to help identify
needs for a successful launch.

It analyzes five foundational CRM areas, each consisting of
multiple questions ranked on a Likert scale, which is commonly
used for research. While the index is completed through a
collaborative client/agency process, the output uses data
visualization to easily identify the five categories:

- Extent to which the CRM program
vision and customer value proposition are defined

- Ability to deploy and measure lifecycle
marketing or one-to-one communications utilizing automated
marketing technology

- Collecting, managing and activating data
and customer insights across channels to improve customer
experience and program performance

- Extent to which CRM program
and customer success metrics, reporting and optimization plans
are established

- Roles, responsibilities, processes, and
deliverables are defined for CRM planning, execution, and
optimization



Focusing launch plans

Once your organization has completed the CRM Readiness audit, your
teams can establish project work streams, resource accountability,
timelines, and budgets that are focused on filling the identified gaps. This
tool also can be used to optimize existing programs, regardless of size or
industry. The process takes about four weeks, and is best completed in
conjunction with stakeholder interviews and available documentation on
processes and technology.

Launching a CRM program is a significant undertaking. But, if done well
and with the right alignment from the outset, CRM can pay huge dividends

for both your organization and your brand.

A Trio of CRM Success Stories:

Apple delivers personalized recommendations

Apple leverages CRM to synchronize customer experiences and messaging across
devices, and uses customers’ product and service selections to provide personalized
recommendations. In short, its CRM platform offers customers convenience and
relevance while providing continual insights about buyers to inform Apple’s targeted
marketing. Unsurprisingly, the company ranks fourth on the Fortune 500.

Adidas: an ecommerce powerhouse

As Adidas customers began to shift from brick-and-mortar shopping to online
purchasing, the popular sportswear manufacturer adjusted its sales strategy. This
meant using customer data to deliver personalized digital experiences across all
channels, including customer support. Eventually, Adidas’ CRM platform helped make
the company website its dominant sales channel.

Sephora offers seamless customer experiences

Sephora’s CRM strategy focuses on capturing information about individual customers
and then providing precise product recommendations and offers, both online and in-
store. Online, a customer simply logs in to their account; in-store, their loyalty card is
scanned to access personalized product recommendations. No wonder Sephora’s
loyalty program boasts more than 25 million members.

This paper has been produced by Dan Jurek, Senior Director, Strategic Services at The
Lacek Group, a specialist brand company of the Ogilvy Group.



At we create human-
centered, data powered, brand
Inspired experiences that intelligently
engage customers across the
purchase journey to grow value at
every point of connection.

CRM & Loyalty Strategy - Program Design & Implementation

Customer Data Analysis & Segmentation - Database Systems

Design & Development - Campaigns’ Design & Optimization
Customer Experience Flow



CASE STUDY:
Nestlé’s Multiband Loyalty Program

Along with Nestlé team, we created a loyalty program that
provides members with benefits and incentives for a better life
based on good nutrition. A point based loyalty scheme with cash
back benefits, recipes & articles around nutrition and a balanced
life.
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The scope of work includes:

e Design & development of the Nestlé Noiazomai
online platform

e Integration with Pockee

e Salesforce Marketing Cloud, campaigns’ design, set up,
send, automations, optimizations

e Segmented communications, contests, promotions



CASE STUDY:
COSMOYTE Insurance

COSMOTE Insurance has entered a very competitive market.
The challenge has been to exploit communication to its database
in order to: Increase sales, acquire new leads, increase customers’

engagement.
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The scope of work includes:

e Design & development of Email Marketing strategy focusing
on personalized content

e Analysis of data & segments creation

e Newsletter templates creation

e Design of automated flows for a better UX journey

e Content Strategy



CASE STUDY:

The telecom prepaid market is quite competitive and challenging.
So, 10 years ago we for What’s Up users
aiming to enhance their loyalty and retention.

An omnichannel experience via the website, mobile site and
mobile app. Once users they receive a unique code via
SMS which they can enter at the Reload it platform and instantly
win prizes. Depending on the top up value, users may win prizes
igelny) distinctive categories (silver, gold, platinum).

Since its launch, the program has hundreds of millions of reloads
and has proved to be a very successful loyalty tool for What’s Up.
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