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PREFACE FOR CHINESE EDHTON

As the birth of the new twenty — first century has arrived, it is
essential that organizations change to carefully change to invest in
their customers. Enterprises in many countries that achieve high cus-

tomer retention and high customer profitability aim for:

The right product (or service) , to the right custom-
er,at the right price, at the right time, through the right
channel, to satisfy the customer’s need or desire.

Information Technology in the form of sophisticated databases
fed by electronic commerce, point of sale devices, Automatic Teller
Machines, and other customer touch points is changing the roles of
marketing and managing customers. Information and knowledge bases
are being leveraged to drive new profitability and manage changing
relationships with customers.

The creation of knowledge bases, sometimes called data ware-
houses or INFO — Structures provides profitable opportunities for bus-
iness managers to define and analyze their customers’ behavior to de-
velop and better manage short — and long - term relationships .

Relationship Technology will become the new norm for the use
of information and customer knowledge bases to forge more meaning-
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ful relationships. This will be accomplished through advanced techn-
ology, processes centered on the customers and channels, as well as
methodologies and software combined to affect the behaviors of orga-
nizations (intemnally) and their customers/channels (externally) .

We are quickly moving from Information Technology
to Relationship Technology The positive effect will be as-
tounding and highly profitable for those that also foster
CRM.

At the tum of the century, merchants and bankers knew their
customers; they lived in the same neighborhoods and understood the
individual shopping and banking needs of each of their customers.
They practiced the purest form of Customer Relationship Management
(CRM). With mass merchandising and franchising, customer rela-
tionships became distant. As the new millennium, companies are be-
ginning to leverage IT to return to the CRM principles of the neighbor
store and bank.

The customer should be the primary focus for most organiza-
tions. Yet customer information in a form suitable for marketing or
management purposes either not available, or becomes available long
after a market opportunity passes, therefore relationship opportunities
are lost.

Understanding customers today is accomplished by maintaining
and acting on historical and very detailed data, obtained from numer-
ous computing and point — of — contact devices. The data is merged,
enriched, and transformed into meaningful information in a special-
ized database. In a world of powerful computers, personal software
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applications, and easy — to — use analytical end — user software
tools, managers have the power to segment and directly address mar-
keting opportunities through well managed processes and marketing
strategies.

This book is written for business executives and managers inter-
ested in gaining advantage by using advanced customer information
and marketing process techniques. Managers charged with managing
and enhancing relationships with their customers will find this book a
profitable guide for many years. Many of today’ s managers are also
charged with cutting the cost of sales to increase profitability.

All effective managers need to identify and focus on those cus-
tomers who are the most profitable, while possibly, withdrawing from
supporting customers who are unprofitable .

The goal of this book is to help you:

1. identify actions to categorize and address your customers
much more effectively through the use of information and
technology .

2. define the benefits of knowing customers more intimately,
and.

3. show how you can use information to increase turnover/reve-
nues, satisfaction, and profitability.

To increase your Return on Investment (ROI), the right infor-
mation and relationship technologies are critical for effective Customer

Relationship Management(CRM) . 1t is now possible to:

1. know who your customers are; and who are your best cus-
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tomers

stimulate what they buy or know what they won’t buy
time when and how they buy

leam customers’ preferences and make them loyal customers
. define characteristics that make up a great/profitable custom-
er

. model channels are best to address a customer’ s needs, and
. predict what they may or will buy in the future.

8. keep the best customer for many years

WV & W

~N O

The level of detailed information that companies can build about
a single customer now enables them to market through knowledge -
based relationships.

By defining processes and providing activities, this book will
accelerate your CRM “leaming curve”, and provide an effective
framework that will enable your organization to tap into the best prac-
tices and experiences of CRM ~ driven companies (see Chapter 14) .

In Chapter 6, you will have the opportunity to leam how to (in
less than 100 days) start or advance, your customer database or data
warehouse environment .

This book also provides a wider managerial perspective on the
implications of obtaining better information about the whole business.
The customer — centric knowledge — based info — structure changes
the way that companies do business and it js likely to alter the struc-
ture of the organization, the way it is staffed, and, even, how its
management and employees behave .

Organizational changes affect the way the marketing department
works and the way that it is perceived within the organization. Effec-
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tive communications with prospects, customers, alliance partners,
competitors, the media, and through individualized feedback mecha-
nisms creates a whole new image for marketing and new opportunities
for marketing successes.

Chapter 14 provides examples of companies that have trans-
formed their marketing principles into CRM practices and are engag-
ing more and more customers into long — term satisfaction and higher
per customer profitability .

I would like to take this opportunity to thank the many talented
people who have contributed to this book in the form of superlative
ideas, sharing of their experiences, and their continuing encourage-
ment. They are recognized throughout the book within the areas of
their contributions, as well as in the special acknowledgment section
that follows.

The following friends, mentors, and collegues helped to make
this book possible :

* Heather Anderson * Richard Carlson
* Robert Ammstrong * Elizabeth Corley
* Tracy Austin - Mike DeBrosse

* Carolyn Beauregard - Shinkle  + Douglas Ebel

* Marcel Bhend * John Eggerding

* Monty Bieber * Clive Evans

* Bemard Boar * Erin Fagan

* Peter Boulter * Christopher Field
* Stephen Brobst * Ruth Fornell

* Curt Bynum * Harry Gault

* Kathleen Caren * Sam Gragg
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* Paul Gray
+ Don Groesser

+ Sharon Hamilton

* Barbara Haley — Wixsom

* Peter Hand

* Dan Harrington

* Jerry Hill

* Mark Hurd

* Lin Hutaff

* Claudia Imhoff

* Bill Inmon

* Mark Jahnke

+ Jeanene R. Jenkins
+ Kirk D. Johnsen
* Jeffrey M. Jones
* Edward Karthaus
* Dean Kelly

* Sean Kelly

* Gabriel T. Kerekes
BethAnn Konves
* Katherine Kramer
* Randy Lea

* John McKean

* Regis McKenna

* Michael Meltzer

* Holly Michael

* Jeanne Nolan.

* Richard Nolan

+ Lars Nyberg

+ Ken O’ Flaherty

* Yancy Oshita

* Sharon Owens

* Don Peppers

- Rozsi Pogany

* Ronald Powell

* Fred Reichheld

* Martha Rogers

* Gregory Sannik

* Victor Sassone

+ William Saylor

+ Joan Monica Schultz

* Rick Schultz

+ G. Miles Stephenson
* Garrett Stolle

* Donna Cobb Swift

* Marc Teerlink

* Dian Terry

* Susana Thompson

* Chris Twogood

* Scarlett Van Der Muellen
* Eugene Verdu
* Hugh Watson

* Joseph Wenig

+ Chris Yannik
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In the title of this book and throughout its pages I have used the
phrase “Relationship Technologies” to describe the increasingly so-
phisticated data warehousing and business intelligence technologies
that are helping companies create lasting customer relationships,
therefore improving business performance. I want to acknowledge that
this phrase was created and protected by NCR Corporation and I use
this trademark throughout this book with the company’s permission.
Special thanks and credit for developing the Relationship Technolo-
gies concept goes to Dr. Stephen Emmott of NCR’ s acclaimed
Knowledge Lab in London.

As time marches on, there is an ever — increasing velocity with
which we communicate, interact, position, and involve our selves
and our customers in relationships.

This book features many companies using CRM, decision — sup-
port, marketing databases, and data ~ warehousing techniques to
achieve a positive ROI, using customer — centric knowledge — bases.

Success begins with understanding the scope and processes in-
volved in true CRM and then initiating appropriate actions to create
and move forward into the future. Walking the talk differentiates the
perennial ongoing winners. Reinvestment in success generates growth
and opportunity

Success is in our ability to leamn from the past, adopt
new ideas and actions in the present, and to challenges
the future.

If the leaders of emerging nations, their governmental practitio-
ners and decision — makers, and their commercial business partners
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were to read this book AND then practice the methods within these
pages. . . their economics, trade, commerce, taxation, services,
medical care, manufacturing, distribution, inventory, finance, and
even their industrial growth could increase multiple fold. Therefore
the author does provide a challenge to these leaders. “bring forth
your leamed and give them more knowledge”

There are proven examples that show the practices and data
management techniques that are ascribed to in this book, also work
in govenments and in taxation authorities. Therefore, the challenge
may be to just provide such information and knowledge to the lead-
ers, with appropriate explanations of the benefits, and then imple-
ment the processes to achieve multiple higher objectives.

My special thanks also go to the contributions and work of Si-
mon Yang, Lily Wang, the entire NCR China Teradata Division’ s
Team in the People’s Republic of China, and also to China Econom-
ics Publishing House for their joint efforts to publish this book in Chi-
nese.

Hopefully, this special edition will provide increased opportuni-
ty for all of them to succeed beyond their wildest dreams for the fu-
ture.

Respectfully,

Ronald S. Swift
Port Saint Lucie, Florida
January 2001



