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About Bob Angel & Gilford

 Individual-customer strategies — behavioral event
methodologies and customer knowledge

« Performance management, ROI, and business cases

* Previously, marketing management for 2 technology
companies, and VP Finance for 3 multi-nationals

« Associated with TPSI, an international organizational
development and strategy consultancy

* Schulich School of Business — Strategic Market Planning
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What if: You Are The Chief
Marketing Officer....

You need to increase Customer Relationship profitability:
— Deepen current relationships — volume, value, frequency, referrals
— Win-Back important customers

— Acquire new relationships
How are you going to:
— Drive cost out of customer facing activities

— Move interactions to lower cost channels

— Build in responsiveness to your customers’ needs and circumstances

Without impacting top-growth or losing any profitable customers?
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Staying Alive: Sustainable
Business Performance

a4 N

“Far-sighted service and product organizations are
getting sustained performance improvement by
paying attention to their two most important assets —
employees and customers — and how the two are
linked”

L )
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Agenda

1. Value-driven Customer strategy...... IS a prerequisite
for successful service delivery

2. Employee culture change.... is the key to sustained
organizational performance
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1. Value-driven Customer Strategy
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Marketing Communications Evolution

Customers as individuals
» Data base/internet driven

» Real time customer knowledge
» Opportunity & value driven

Business Value

Campaign Management
» Sales & marketing automation
« Segmentation era

« More campaigns more often

» Veneer of personalization

ass Marketing
»_Advertising & sales era

« Traditional push selling Customer Focus
* Mega-campaigns

From Product Push to Relationship Pull
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Adjusting to the New Market Reality

Market Realities

Time constraints

Proliferation of choices
Customers

Global purchasing reach
Information overload

\

Transaction accessibility /

]
[ ]

Disruptive change

Brand extension gridlock
Vendors »

Global competition

Loss of pricing power

Performance pressure

~

Il

/

=)

Seek low price/high value
Be less loyal
Live in real-time

Customer experience/value
Productized services
Servicized products
Differentiated service
Branding and trust
Performance culture

“Sustaining profitable customer relationships requires real leadership”, Bob Angel, Ivey Business Journal, November-December 2004
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What to Do with the 80% of
Customers that are Not Profitable?

This is one of the most crucial customer questions facing companies today
— despite significant SFA investment many companies still cannot:

— Calculate accurate profit contribution by customer
— ldentify top customers — most valuable, highest potential

— See relationship histories, understand changing needs
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""" Objectives Driven Performance

Technology
driven: Sales
& marketing
automation,
web tools

Superficial
business
cases

Result: poor
understanding
of customers’

and
employees’
individual
needs

8.Q
Marketin

Campaign

Plan, set
goals

6. Rewa!l

punish

1. Segment 2
s Existi
Product &
Service
Cor@ 3. Deli
Objectives Market
4. Se
3. QQ meet B
push t Goals
meet
num bers Source: CRMA

Silos, internally-focused, customers frustrated
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Customer I .
strategies
supported
by tangible
business
case

Source: CRMA
. Outside-in relationships, enterprise-wide, teams, adaptive /
12
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Cultural Shift Required

Organizations must shift from: To:
* Marketing communiques -> customer dialog
- Data silos -> enterprise-wide customer knowledge
* Aggregated view - granular view
« Customer value -> value for the customer

Integration management - performance management
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2. Employee Culture Change
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Employee Disengagement

Canadian workers feel neglected
43% rate their company as a good place to work
24% believe excellent performance is rewarded
52% have been given the training they need to

properly perform their jobs
- Watson Wyatt's WorkCanada 2004/2005 survey

« Employees indicate: 20-50% of their capacity not used
« 60-80% of absences caused by loss of motivation, not an iliness
« 25% mental absence — annual costs of least US$3 million per 100

employees

17
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Linking Organizational and
Personal Goals

Personal Scorecard

Organjzational

. She}rdd
Goal: PbltiGhe &
Sustained w
H |g h Human II)I:&T;;:@
Capital Learning Capital
Performance </
Culture Organization

Capital

Learning & Growth
Business Strategy
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Innovation and Employee
Performance

ormance Critical Success Fact

Performance Vision

Linkage and alignment of goals
dership development

ent and retention planning

Ongoing support for performance culture

Prerequisites for Future Growth

¢

iord\

2\
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Performance Culture

Performance
Culture Change
Emphasis 2. Learnin
Cycle
3. TQM
4. Performance & 7 o Total Performance
Competency :Q Seorecad™

Management
5. 0BSC

Fully integrated high performance environment to close the

performance gap -
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Personal Balanced Scorecard

®®
@ : @ m

Individual Performance Plan
Job-oriented Competencies

7 @ Total Performance
“The Missing Link” ( — “The Missing Link”
Concordance between Personal Concordance between Personal
Ambition (PA) and Personal Ambition (PA) and Shared
Behavior (PB) Ambition (SA)
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¥\
Maximizing Stakeholder’s
Value
) 7
High
FINANCIAL ive
Improve physical More balance
condition between |Q, EQ
and SQ
Sa
EXTERNAL PERSFPECTIVE
CUSTOMER y,
= £ Obtain Be a good Be a good Delight
_— £ customer trust customers
Newly Developed Employee spouse father
Products
INTERNAL PROCESS

>

_—

Improved Manager
Competence

Graduate from Improve creativg »| Increase technical
business school skills knowledge

KNOWLEDGE & LEARNING

Strengthen Improve continuity
_ > financial of consultancy
79 Total Performance expenditures health assignments
f( Scorecard™
‘8 TPS
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Move From Cost Performance

to Service Performance

< Call center efficiency: « Customer & household V/LTV
gl Calls per age.nt | « Channel effectiveness
% . A.verage hoIdlng. time « Time to market
8 * Time to completion « Pricing power/share of wallet
* Cost per contact, per center « Incremental/overall ROI
* Abandonment rates « Agent retention/turnover ratios
* Actual time in activity P
~
Traditional product metrics: * Customer satisfaction
S | < Revenue increases * TQM
.g . Costs « Competency & Talent
°|. Profit
Q
 Cash flow
Cost Quality

Measurement needs to be followed by Action
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Case Study - Distribution

Senior management personal score cards

Performance plans aligned to organizational score

card
Group decision making sessions

Coaching and competency skills addressed (talent

management)
Risk analysis of security enhancement project

Next step: improvement plans for departments and

individuals
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Potential: Towards a Learning
Organization

- Typical benefits over time:

> 50% higher employee satisfaction

> 20% higher usage of people’s capacity & labour
productivity

> 20% higher customer satisfaction
* Working smarter instead of working harder
* Improved motivation, enjoyment and inner commitment

Source: TPS Research in the Netherlands, 2003-4

27
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Any Questions?

bob.angel@gilfordgrp.com

Confidential © The Gilford Group Limited September 2005





