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Mi is az a CRM??? Einters/com

CRM is a business philosophy, asetof technologies

CRMis a continually evolvingrocess which requires a shift in attitude away from
the traditional business model dbcusinginternally.

CRM is an approach a company takes towards its customers, backed up by
thoughtful investment in people, technology and business processes.

The business objective of CRM is to maximize profit from customers, as a result
of knowingthem, treating them well and fulfilling their needs.

The contact center is driving the future of CRM
The contact center plays a crucial role in the wider CRM space.

Businesse-engineeringt technologicakfficiency+ empoweredemployees
=successfuCRM
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Benefits

Customer focus
Customer retention
Share of customer
Long-term profitability

Costs

Infrastructure
iInvestments

Reactions to process
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—  Organization ‘

Lifetime valueiof the relationship

Customer ‘ T

Costs
Privacy
Opportunity

Benefits

Continuity

Contact touch points
Personalized service

Enhanced satisfaction,
safety
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‘ Acquisition CRM

Improved
communication
Information Quality/
Relevancy

Analytics CRM

Quality of information
to supportanalysis
DecisionQuality

Service and
collaborative CRM

Reduceuncertainty

Delivery
Management CRM

Customersatisfaction
Reducedservicecosts

Information
availability focus

Analysis focus
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1. CRM Vision: Leadership, Market Position, Value Proposition

2. CRM Strategy: Objectives, Segments, Effective Interaction

3. Valued Customer 4. Organizational Collaboration
Experience Culture and Structure
Understand Requirements Customer Understanding
Monitor Expectations People: Skills, Competencies
Satisfaction vs. Competition Incentives and Compensation
Collaboration and Feedback Employee Communications
Customer Communication Partners and Suppliers

5. CRM Processes: Customer Life Cycle, Knowledge Management

6. CRM Information: Data, Analysis, One View Across Channels

7. CRM Technology: Applications, Architecture, Infrastructure

8. CRM Metrics: Value, Retention, Satisfaction, Loyalty, Cost to Serve
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Examples of enterprise CRM suites

CRM suites primarily designed for firms with revenues
of $1 billion a year or more and/or 1,000 employees
of more

- Chordiant Software CX Suite

- Microsoft Dynamics CRM®

« Oracle CRM On Dermand®

- Oracle E-Business Suite CRM

- Oracle PeopleSoft Enterprise CRM
» Oracle Siebel CRM

« Pegasystemns Customer Process Manager
- RightNow CX*

- salesforce®

- SAP CRM

« Sword Ciboodle

Examples of midmarket CRM suites

CRM suites primarily designed for firms with revenues
less than $1 billion a year and/or fewer than
1,000 ermployees

- CDC Software Pivotal

- FrontRange Solutions’ GoldMine Enterprise Edition
= Maximizer CRM

- Microsoft Dynamics CRM®

- NetSuite

- Oracle CRM On Demand®

- RightNow CX*

- 5ageCRM

- Sage SalesLogix

- salesforce”

» SAP Business All-in-One CRM
= Sugar Enterprise

Examples of CRM specialty tools Call

Examples of analytics tools: centerek/.com
SPSS Predictive Analytics

Examples of customer data management
tools:
» DEB Purisma’s Purisma Data Hub
- IBM InfoS phere MDM Server
« IBM Initiate Master Data Service LA _
- Oracle Customer Hub H 1_ F G S3ds5s NAt O y Y
« SAP NetWeaver MDM
+ SAS DataFlux CDI Solution

- Siperian MDM Hub .
- Sun Master Data Management Suite 1 . C R MS ulte

Examples of customer service tools: l:l S f 8 é é C) é 2 Y‘ | 3 Z
« Consona CRM , A

- eGain Service GSNNf SGNBE YS32¢

+ Genesys Telecommunications Labs CIM
Platform

« InCuira Customer Experience Platform

- KANA Suite 2. CRMspecialitytools

- LivePerson'’s Enterprise Platform . ° 4 oA ~ A o A
- nGen Customer Interaction Mgmt. Suite N\B al OSNNTt S a LJS
- Murnara FootPrints for eService

« Parature Customer Service

Examples of marketing automation tools:

- Alterian Marketing Suite

= Aprimo Enterprise

« Infor CRM E piphany

+ SAS Customer Intelligence Platform

« Teradata Customer Manage ment

« Unica’s Affinium Marketing Management

Examples of industry specialist tools:
« Amdocs CES Customer Managerment
(telecommunications)
+Veeva VBioPharma (life sciences)
- StayinFront CRM (life sciences)

- Cegedim Dendrite (life sciences) C 2 NXNdrréstérQ2/2010
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Leaders

Oracle CRM On Demand

CDC Software
SugarCRM
Maximizer Software Microsof
NetSuite ¢ .>
Oracle Siebel CRM
SageSalesLogix SAP—'
Business |3
Oracle E-Business Suite CRM _l " 2 All-in-On
Oracle PeopleSoft Enterprise CRM A:'\'\‘F(_/ " 7,y Sage
. —/CRM
Chordiant Software » gap cRM
; . RightNow
Sword Ciboodle « ) Technologies
Pegasystems
FrontRange Solutions
salesforce.com
Market presence
—
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Weak Strategy - Strong
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challengers leaders
-
1. Salesforce.corpbl | S 3 e SN
» salesforce.com
szerep » Microsoft Dynamics CRM |
. o < o #Q0racle's Siebel CRM
2. OracleSiebelSa aAONRazt ® Oracle CRM On Demand
o)
3. SAP =
@ SAPe \
E Sage SalesLogix2 \
= Cegedim Dendrite Sales Effectjveness
E MetSuite solution proyided by
m CDC Software (Pivotal Sales) Dealmaker
Act! By SagseagecRM
SugarCRM
FrontRange Solutions (GoldMine)
Maximizer Software
\ Landslid y
niche players visionaries
. | completeness of vision | -
As of July 2010
Source: Gartner (July 2010)
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Jive Softwars
Lithiurm
B e s
Demand Media Mzinga
_ Wowvici salesforce.com
Radian&™ | eworld

Oracle CERM On Demand

Globalpark

Laverage Softwars
Thomson Reuters-Hubbard Une

Wisipla Technologies Insideliaw
Clvariona

Y
ability to execute
(.E>

5. Kiforratlan rendszerek

KickApps

niche players visionaries

| completeness of vision ———p

As of June 2010
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5 Theetfecl of the recession on consumer psychology \
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Stress
Lack of confidence
Defensive
Risk-averse
Insecure

Helpless
Lack of control
At others’ mercy

Less tolerant

Behaviours

Price sensitive
Shaken out of inertia
More inclined to brood
More demanding
Self-focused
Fighting back
Anti-corporate
Recession fatigue
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BASED ON ANNUAL
POLL OF MORE THAN

90,000 QUSTOMERS, &0

MEASURING OVERALL
SATISFACTION WITH

PRODUGTS AND
SERVICES. SCALE: 1.
100
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DATA: UNIVERSITY OF MICHIGAN BUSINESS SCHOCL'S AMERICAN CUSTOMER SATISFACTION INCEX ©EW “LOCAL AND LONG-DISTANCE




