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QCi

Leaders in Practical Customer Management

customer management

- Assesses CM capability and sets strategy (CMAT)

- Supports CM improvement and implementation (Consultancy)
- Fuels awareness and understanding (Publications & Training)
- Facilitates continuous learning (Customer Futures)

-Part of Ogilvy and the WPP network of companies
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customer management

MAT"

An ongoing global study of how companies
manage their customers

How companies are creating and destroying economic
value through Customer Management...

...and why shareholders, CEOs and finance directors
should ask some tough questions about CRM

Largest evidenced based study Into
how well organisations
are really managing customers
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Objectives of the report

To stimulate debate on the subject of Customer
Management

To provide practical guidance about how
companies can create more value from
Customer Management

Examine trends and developments in Customer
Management apparent since the publication of
State of the Nation | in October 2000

Particular focus on the issue of return on
iInvestment from Customer Management

Sponsored by OgilvyOne, Royal Mail & Acxiom
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Competitors

CMAT Model
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CMAT™ - a valid qualifier

Business Performance Vs. Customer Management
Performance
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CMAT score has a 0.8 correlation with Business Performance
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Organisations don’t perform very well

At the top level

Overall average score 1998 — 1999 is 34%
Overall average score 2000 — 2001 is 33%

W 98-99 @ 00-01

Analysis &  Proposition ~ People& Information&  Process CM Activity Measuring the Customer
Planning Organisation Technology Management effect Experience
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Some sectors are out-performing others
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There are marked differences across
geographies

% difference from European average

Sm a” |S Beautlful’) Retail Banking example
Attitude to Investment?
Market Conditions?
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How do you compare?

‘ B Intention B Reality @ Total
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Customer Experience
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CRM and ROI or lack of It.
What can | expect?

Over 3 years
the 4:1 rule applies

(actually 0.5-7.0 : 1)
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QCi Maturity Model

Net $ Benefit

Use this to guide:

eStrategy

«Leadership style

e[nvestment

*Risk

*Payback period

. *Annual ROI%
«Detailed project plan

Modal janalysis of
CMAT scores

Low High
Quartile: 1 2 3 4

Customer Management Performance
(i.,e. CMAT score)
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Are Some Factors More Important ?

Correlation of CMAT Entity versus Business Performance

® Bus Performance

Correlation

(1=perfect) 1
0.9
® CMAT Score
® CM Activity
w ® Measurement
® Proposition
0.6 @ Analysis & Planning

® Processes
‘ %H ®Information and technology
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C (R) Mis aconcept that:

IS very misunderstood

People think is a system (CRM in 90 days)

people are getting increasingly cynical

(large cost and high failure rates)
Reality is that organisations manage customers every day
and have always done
Everyone can manage their customers better than they
currently do
Technology can help this, but only after you have decided
how and where you want to improve

Our findings from CMAT, the Customer management
Scorecard, show that if organisations do that there will be
significant benefits to the bottom line

All companies have to do is look...
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Thank you for listening
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