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The application of technology to support customer relationship

management (CRM) 1S a key
element of digital business. Building long- term relationships
with customers 1S essential for

any sustainable business.



Customer selection means defining the types of customers
that a company will market to. It means identifying different
groups of customers for which to develop offerings
and to target during acquisition, retention and extension



Customer selection
* Who do we target?
e What is their value?

e What is their life cycle?
e Where do we reach them?

Customer extension

* ‘Sense and Respond’

* Cross-selling and up-selling
e Optimise service quality

* Use the right channels

Customer retention

* Understand individual needs
* Relevant offers for continued

usage of online services
* Maximise service quality
* Use the right channels

Customer acquisition

e Target the right segments
e Minimise acquisition costs
* Optimise service quality

* Use the right channels

Figure 9.1 The four classic marketing activities of customer relationship
management
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2 Customer acquisition refers to marketing activities
Intended to form relationships with new customers while
minimising acquisition costs and targeting high-value
customers. Service quality and selecting the right channels for
different customers are important.

3 Customer retention refers to the marketing activities taken
by an organisation to keep Iits existing customers. ldentifying
relevant offerings based on their individual needs and detailled
position In the customer life cycle (e.g. number or value of
purchases) Is key.



4 Customer extension refers to increasing the depth or range
of products that a customer purchases from a company. This
IS often referred to as ‘customer development'.



Benefits of e-CRM

Using the Internet for relationship marketing Involves
Integrating the customer database
with websites to make the relationship targeted and
personalised. Through doing this marketing can be improved
as follows:

1. Targeting more cost-effectively. Traditional targeting, for
direct mail for Instance, IS ofen
based on maliling lists compiled according to criteria that mean
that not everyone contacted 1Is In the target market



Achieve mass customisation of the marketing messages (and
possibly the product). Tis tailoring process Is described In a
subsequent section. Technology makes it possible to send
tallored emails at much lower costs than Is possible with
direct mail and also to provide tailored web pages to smaller
groups of customers (micro segments).



Increase depth, breadth and nature of relationship. Te nature
of the Internet medium enables more Information to be
supplied to customers as required.



RACE consists of four steps designed to help engage
prospects, customers and
fans with brands throughout the customer Ilife cycle:
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ACT
Engage audience with
brand on its website or
other online presence
KPis:
* Bounce rate
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CONVERT
Achieve conversion to
marketing goals such as
fans, leads or sales on web
presences and offline
KPIs:
* Conversion rates
* Leads and sales
* Revenue and margin
Reach-Act-Convert-Engage model
r Source: Smart Insights (2010) Introducing RACE = A practical framework to improve
Figure 9.3 your digital marketing. Dave Chaffey, 15 July 2010. www.smartinsights.com/
blog/digital-marksting-strategy/race-a-practical-framework-to-improve-your-digital-

marketing.
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THANK YOU!

ANY QUESTIONS?





