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What is Customer Relationship
Management (CRM)?

CRM is a business process in which an organization
manages its interactions with customers, with the use
of data analytics to study a large amount of information.

CRM systems compile and analyze data from different

customer contact points, including website, telephone,
email, live chat, social media, search engine, etc.

Provide insights about target audiences, predict their
behaviors, and decide how to best cater for their needs,
thus retaining customers and driving sales growth.
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Flow of CRM Process
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Core Components of CRM

Customer-
Centric
Business
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Business
Operational Excellence Analytics
Platform

Sales Force Marketing Service
Automation Automation Automation
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Business Objectives of Deploying
CRM in a Corporation
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Review of Two Important Concepts
within CRM

Customer Segmentation
Strategy

[ Customer Decision Process ]
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Customer Segmentation Strategy

Geographic Demographic

Psychographic Behavioral
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Major Segmentation Variables for Consumer Markets

Geographic

World region or country

Country region
City or metro size

Density
Climate

Demographic

South Asia, Southeast Asia, Middle East, China, Malaysia, India, Japan

North, South, East, West, Central

Under 5,000; 5,000-20,000; 20,000-50,000; 50,000-100,000; 100,000-250,000; 250,000-500,000;
500,000-1,000,000; 1,000,000-4,000,000; 4,000,000 or over

Urban, suburban, rural

Equatorial, Temperate

Age

Gender

Family size
Family life-cycle

Under 6, 6-11, 12-19, 20-34, 35-49, 50-64, 65+

Male, female

1-2, 3-4, 5+

Young, single; young, married, no children; young, married with children; older, married with children;
older, married, no children under 18; older, single; extended family

Income Under $10,000; $10,000-$20,000; $20,000-$30,000; $30,000-$50,000; $50,000-$100,000; $100,000
and over

Occupation Professional and technical; managers, officials, and proprietors; clerical; sales; craftspeople; supervisors;
operatives; farmers; retired; students; homemakers; unemployed

Education No education, primary, secondary, higher education

Religion Buddhist, Taoist, Christian, Muslim, Hindu, others

Race Chinese, Malay, Indian, Thai, others

Generation Baby boomer, Generation X, Generation Y

Nationality Japanese, Indian, Thais, Malaysian, Chinese

Psychographic

Social class Lower lowers, upper lowers, working class, middle class, upper middles, lower uppers, upper uppers

Lifestyle Achievers, strivers, strugglers

Personality Self-effacing, gregarious, authoritarian, ambitious

Behavioral

QOccasions Regular occasion; special occasion

Benefits Quality, service, economy, convenience, speed

User status Nonuser, ex-user, potential user, first-time user, regular user

User rates Light user, medium user, heavy user

Loyalty status
Readiness stage

Attitude toward product

None, medium, strong, absolute
Unaware, aware, informed, interested, desirous, intending to buy
Enthusiastic, positive, indifferent, negative, hostile

Customer Relationship Management - Frameworks and Applications



Customer Decision Process

NEED INFORMATION EVALUATION OF PURCHASE POSTPURCHASE

RECOGNITION SEARCH ALTERNATIVES DECISION BEHAVIOUR
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Case Sharing: Ginza West



Company Background



Ginza West Company History

e First café restaurant at Tokyo opened in year 1947 soon
after World War 2

— Inviting a chef from Yusen, a luxury cruise liner during the peak
of sailing days

— Featuring “Evening with Classical Music” started in 1948

o

— West became a well-known place where “sophisticated people
gathered together, instead of being just a parlor which served
expensive coffee

e Selling of biscuits! at the Ginza store of Tokyo since year
1962

* One of the most reputable café and biscuits chain
outlets in Tokyo area

1 Assorted Butter Cookies
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Ginza Parlor




Ginza Parlor

Customer Relationship Management - Frameworks and Applications

i)



Aoyama Garden
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Aoyama Garden

j .
{ i



Biscuits Product Lines




Leaf Pie




ictoria

Vv




Gift Boxes E and F




Retail Outlet at Lee Tung Avenue
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Business Analytics
Flow and Components



Business Analytics Flow

Digital and Offline

€--===-

Marketing Strategies

Cloud
Based CRM
System

Real-time
Business
Decision

Data
Analytics
Platforms

Product
Purchase

Consumer
Behavior

Sales Team Mgmt;

Product Mix, Channel
& Pricing Strategies
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Business Analytics Components

Social Media
Monitoring,
e.g. FB, Forum,
Discuss.com
Web Chain
Analysis
Promotion
Email
Promotion
Analysis
Targeted
Advertising
Analysis, e.g.
SEM,
Displayed Ad

Search
Monitoring,
e.g. Google,

Yahoo

Social Media

Analysis, e.g.

FB, IG

Pricing

Business
Analytics and
Decision
Making

Sales Staffs Channels
Performance
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Examples of Data Blending, Data Analysis,
Predictive Analysis and Visual Display Tools

Tableau
+ Sisense
: -
++ S
SI5=N5S=
Alteryx QlikView

a ©
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RFM Customer / Product Clustering Analysis

Set up tresholds manually Run clustering algorythm

(eg- Customers with over 1Mspend peryear=> high spend) (and label created segments accordingly)
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Customer Relationship Management -

Cluster 1 — core products, majority is sold
on regular sales, from all clusters has
lowest promotion and VIP sales ratio, e.g.
Leaf Pie

Cluster 2 — more promotional products
than cluster 1

Cluster 3 — most promotional products,
not planned, impulsive purchases driven
by promotion, frequently bought, e.g.
Victoria

Cluster 4 — products not purchased
frequently, expensive and planned
expenses (low ratio of regular sales), e.g.
Gift Boxes Eand F
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Business Analytics Flow and Tools
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Examples of Predictive Tools - Alteryx

THE PREDICTIVE TOOLS OF aLteryx

found in the alteryx 11.0.6 predictive install

Predictive Tools
WHAT'S GOING TO HAPPEN?
- D [28 )

Prescriptive Tools

WHAT'S THE BEST THING TO DO?

* Linear Regression

* Decision Tree

* Boosted Model

* Forest Model

* Neural Network

* Time Series ARIMA
e K-Centroid Cluster
* Market Basket

* AB Testing

* And others

* Logistic Regression

-y Ew A :
28]
THE PREDICTIVE TOOLS ARE MACROS.

TOOLS DISPLAYING A BLUE BACKGROUND
HAVE AN HTML FRONT END.

Predictive Modeling coming from statistics Machine Learning coming from computer science

Fast and intultive but tend t ke assumptions about the underlying data, tend to take longer to fit
around hypothesis testing nterpret

Regression = Predict continuous numbers | Classification = Predict categories  [Loguifopmes




End of Presentation
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