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» Business Value & IT Investment
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» Enterprise Upgrade — Challenge
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» Customer Knowledge and Customer Intelligence
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Business a IT Investment
Goals Priority

BED S S

Business Strategies/Model Strategic IT Investment 5 ¥% 3% 7

Business Priorities

v el A Operational Efficiency 4% ¥ 3¢ &
BoFE R /Hal/ik A =x




* Purpose of IT Investment IT %5 p

Aligning IT strategies to business goals T3 F** & % P &

IT projects that enable business growth IT 78 p #8535 E

Corporate accountability and regulatory compliance
mandates like Sarbanes-Oxley *7 & ¢ 32 ;2 2 & &

IT investments can represent up to 50 percent of an organization’s
capital investment ¥ it & ¥ - L FARTF



Customer : Production

Retail / Channel

Demand

Supply -ngineerings

Logistics



e Market Understanding e Business Modelw # 43

L e Vertical / Industry Strategy
e Marketing Strategy I3 (7 EE TRk
T HA R KR .

Innovation £/t

* Sales Strategy 74 i+ e Geographical Strategy # #* 3

e Offering (Product Strategy)

s ek
A R

Customer “- Customer
Knowledge Intelligence
Demand Supply (Chain)

Management Management



e Understand the customer & provide Royal services
TRE 7, /KRR

e Market Requirement Document

e Engineering Requirement Dog

e User-Experience Requirem
¢ Beautiful
o F BT K/1FF K \‘

S/ F B



e ‘CustomerisKing’ sz 1 *

Source: Bain & Co.

80% CEOs: excellent in serving customers
8% Customers: agreed = 7 8%% = F &,

Lose more than half its customers
every 4 years F4# 54 - L% 2



e Operation Challenges & i% F]if

Diverse Scattered
Customer Customer
Teams K-Points
-0 Bt VAR T

Decentralized Customer Unable to upgrade Business

Model (OEM to ODM to OBM
to Retail Channels) = ‘& & 7 ]

Knowledge % = FF 3%~ 41




e Knowledge Management fgf’;%? L

Diverse a Standardized
Customer Customer

Teams Taxonomy
Fa eI [a 2R

Decentralized Customer Customer Segmentation

Customer Profile Analysis % =
AN A

Knowledge % = 7 34 4T




e Strategic IT Investment % 3% F

Scattered

Customer
Customer Knowledge
K-Points Profiles
A G

Unable to upgrade Business CKM Processes

Model (OEM to ODM to e

£ 2 TR AT

OBM to Retail Channels CKM Tools/BI Tools Bl #; i+ 1 &

2,
»




- Operation Efficiency i& iz 5
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Credit
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Sales
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Gross

Growth Quantity
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Sales

‘ Strat

tionsulp Opportunity
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e Centralized view of key e Co-operations on resources

customers FEFHEL & TR T RE

e« Customer strategies * Collaborations on sales
depolyment # % = activities ok 4 & 2

e Fastand accurate business ~ * Speedy and right services to
decisions i H ¥ customers  p-i# PRA%

Customer
Intelligence

Customer
Knowledge




e Business Models # -7
e Vertical / Industry Strategy

=L = W 1E e AR 04
B 7 ER TR

—_—

* Innovation £]#7
e Geographical Strategy # #* 3

Customer
Intelligence

Customer
Knowledge

Supply (Chain)
Management

Demand
Management



® Operation Challenges :# ¥ %)%

Production Plant Distribution Center
Capacity and Cost and Logistics Cost
At A ANA Foond ok oA A
Supply Demand

W ®REE



Diverse
Market &

Location
Eo ol VAR T

Decentralized Dynamic

Customer Needs % = Z &
2R Te

Resource
Optimization
& Cost

Efficiency

Fast Response Operation
Parameters, Bl Tools - Cost
Optimization = * %tz & 451 &




- Operation Efficiency i& sz




e Centralized view of demand
and supply chain ¥ ##3
Fi o sd

e Production capacity fully
utilization and economy of
scale & * 4 & ¥k

Demand
Management

Localization and legal
compliance *» & +# & &
Lowest operation cost & &
SN

Speedy and right product to
customers, minimize out-of-
date product & «<:iEH & 5

Supply Chain
Management



SPPT: Strategy, People, Process, Technology

e People « 41 21z 3 E
-Roles and responsibilities in the
knowledge lifecycle

-Functional knowledge needs and
training and development

* Strategy i "%

- Critical components of
Customer Strategy
enablement

-Customer Knowledge
structure

e Process ;4%
-Knowledge flow in core
business activities

-Relationship of knowledge and
decision making

* Technology #'#

-Availability and accessibility
of existing tools

-Uncovering needs to aid
knowledge flow






CRM Strategy Formulation and

Implementation
Presented by:
Kevin Ng
Hong Kong
‘@) Productivity Council IT Industry Development Division
BEEEEHLRER Hong Kong Productivity Council



. CRM Implementation Elements

Implementation Methodology

. CRM Strategy

CRM Tactical Options
CRM System Types

. Case Studies



Speaker Background

Consultancy Services

e |T Strategy and IT Systems Implementation

(SaSa, Fairwood, K.Wah, Macau Gov’t, Guangzhou GoV'’t)
PLM/ERP Project — BPI, Project Management and QA Service
(Mattel, Maxim’s, Le Saunda)

Knowledge Management / CRM

(Noble Jewellery)

CRM / Bl System

(ImagineX Group)

Logistics

(OBTIS, Freight Forwarding System)

Open Source Software

Event Management / Magazine Distribution



1. CRM Implementation Elements

2. CRM Training

2.1 CRM Fundamentals and
Essentials

2.2 Customer Satisfaction

1. CRM Strategic
Planning “ I ”

5. Business Results

1.1 CRM Strategy 5.1 CRM
Formulation 3. CRM Process 4. CRM Technology Measurement
1.2 CRM
. 3.1 BPI for Sales, 4.1 CRM and e-Commerce
Readiness . . .
Marketing, Service System Architecture
Assessment > ) ]
functions Review & Design
3.2 CRM Process Design 4.2 User Experience

Technology Design
(digital media &
customer interaction)

3.3 Customer
Segmentation
Modeling

3.4 Customer Loyalty 4.3 Bl System Design

Program Design 4.4 CRM Solution

3.5 Brand Experience Evaluation & Selection

Process Design 4.5 PM for CRM System
Implementation




Implementation Methodology

5. Strategy Deployment Effectiveness

People / Process / System

5. Review

4a. Process

Customer Taxonomy
& Segmentation

4b. System

Sales, Marketing, &

Service Automation / ]
Business Intelligence 4. Implementation

/ Interactive Media

1. Value Creation & Proposition

Tangible / Intangible

3. Strategic Considerations

Who your customers are?

3. CRM
Strategy

1. CRM

Vision
2a. Current Situation
Analysis
Internal:

Business Strategy /
Positioning /
System Availability

2. Gap Analysis

External:

Market / Competition

2b. Contact Point Analysis

People:

How to derive value from
the relationship?

What processes & systems
to build as enablers?

Sales / Marketing / Service
Channels:

On-site / Off-site / Online



3. CRM Strategy

3.1 Retail Industry



3. CRM Strategy

3.2 Manufacturing and Professional Services

Market

Opportunity
Achieved / Missed l

New Customer

Development /
Achievement I

Repeated

Customer Sales
Expansion I

Customer Profile
and Buying
Pattern?

Vertical/ Horizontal
Integration
Opportunity?




3. CRM Strategic

TYPES

CRM strategy

CRM strategy

CRM strategy

CRM strategy

CRM strategy

CRM strategy



4. CRM Tactical Options ?

CSR



5. Type of CRM Systems

S O 87 (Communicational)

YEZFE FHAY(Operational)
LRy R (Analytical)




6. Case Study

* Project: sasa.com e-Commerce Web Portal Implementation

e Services: Provide consultancy and quality assurance services
on:
— system architecture and infrastructure design
— functional design
— content management design
— e-Commerce workflow
— user experience design
— system performance



6. Case Study

= [RITARA T int

* Project: CRM System Implementation

e Services: Provide consultancy and advisory services on:
— formulation of objectives and targets of the CRM project
— validation of CRM needs and requirements
— evaluation of CRM solutions
— implementation approach and planning
— project issues awareness and schedule monitoring
— quality assurance of system implementation




6. Case Study

Project: Customer Knowledge Management

Services: Provide consultancy and advisory services on:

- Formulation of objectives and targets of the CRM project
- Validation of CRM needs and requirements

- CRM BPI and working forms
Benefits:

- Enable customer strategies deployment
Enable centralized and holistic view of customers
Enable fast and accurate business decisions
Enable speedy and right services to customers
Enhance customer retention and profitability
Enable co-operations on resources
Enrich customer interaction and brand experience



Thank You!

Kevin Ng

ETElieTE IT Industry Development
@ Productivity Council Hong Kong Productivity Council
BEEEENRER Tel : 2788-5843 E-Mail : kevin@hkpc.org
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