ANALYTICAL CYCLE FOR CRM

·
·

OBJECTIVE OF THIS ARTICLE
At the end of this chapter, readers should be able to:
·
Deﬁne Analytical CRM
Explain how Analytical CRM is used to analyze and segment customers.
Explain the roles of Justifying, Planning, Drive and Metrics in analytical
CRM.

Analytical CRM plays an important role in CRM. They are used in segmenting and targeting
customers. Most importantly analytical GRM are used in justifying, planning and measuring
CRM initiatives. In this chapter, we are going to look at how an analytical CRM is been to
achieve these objectives.
1. Justify
Analytical CI{M can be used to justify the introduction of an initiative or to drum support for
an initiative by the executives. In formulating a CRM initiative, you should be able to
determine the initiative by which you will be able to determine your success. If one particular
initiative meets up with the standard that you have set for your program, you can gather
support for such an initiative.
Such metrics that you can use include assessing customer satisfaction, customer proﬁtability
customer retention, and sales and service delivery eﬃciency and eﬀectiveness. You must
also think of the beneﬁts that is accrued to such programs. This must be presented to the
executive management for approval.

1. B. Plan
CRM initiatives should be prioritized based on an evaluation of the organization’s biggest
problem and greatest opportunities. You must be able to analyze your proﬁtability based on
product, channel and customers which is an essential part of the planning process. This xviii
help you in making decisions regarding resource allocation, product development and
identifying your opportunities too.
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Planning must also take budgetary provision into consideration. This will give room for tradeoﬀ. For instance, you can sacriﬁce a product that is not moving well in the market for the
ones that are well accepted by the people. It will also help the organization to establish
priorities and allocate resources appropriately for speciﬁc initiatives.
1. C. Drive
Analytics drive CRM initiatives as it allows the organization to have a better insight into
its customer’s life. This knowledge helps the organization to segment its customers; the
segmentation is done based on certain characteristics such as life stage, proﬁtability
products, demographics and information on customer behaviour gathered from each
segment can be analyzed as this will allow the organization to come up with a model and
predict customer behaviour.

Predictive modelling is essential to eﬀectively target customers. Many campaign
management vendors are combining segmentation and predictive modelling into a single
solution, which Gartner has termed as “Relationship optimization”. Proﬁtability systems can
also be placed into the marketing system so that it becomes a dimension for segmentation
and analysis. As a marketing CRM executive, you have to continue to carry out analysis of
your customers in real time and this must be compared customers proﬁle in order to be sure
of its authenticity

1. Measure
CRM initiatives must be measured on a regular basis in order to reﬁne initiatives and to
justify adoption. Organizations have to measure it in line with what was agreed upon in the
beginning in order to be sure that the initiative is still relevant.
Such measurements will enable decision managers to make business decisions that will

enable them to understand customer behaviour, guide business strategy better manage
resources, optimize channels, improve the product and maximize customer proﬁtability. In
order to do this eﬀectively, it will require query reporting and group comparison capabilities.
PS: Do you want to learn Digital marketing or Microsoft Excel? Youu can subscribe to my
Youtube channel to learn for free.
Click here.
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