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Preface

n one sense, managing customer relationships is as old as the

hills. Kristin Anderson’s grandfather operated a grain elevator
in a small town in Minnesota. Carl T. Anderson knew every
farmer by name. These were his customers ... and his neigh-
bors. He knew the names of their families, where they went to
church, and whether they or their parents or their parent’s par-
ents had immigrated from Norway, Sweden, Germany, or
Finland. He knew which farmers would produce the best grain
regardless of the weather and which farmers where struggling
just to make a go of it. And he knew how important it was to
stay connected to all of them.

Carl T. Anderson was a customer relationship manager,
though he would never have used that term. For him, CRM wasn’t
a system or a technology. It was a way of life, a way of living.

It’s hard to create that level of customer connection today.
Yet, that’s just the challenge you face.

Wherever you are in your organization, whatever your title,
your success hinges on your ability to be as good at CRM as
Carl T. Anderson was ... even better.

“Wait just a minute,” you may protest, “my customers are
scattered from coast to coast, continent to continent. We do
business over the Internet, not over coffee.”

That’s exactly why we wrote this book. CRM today is about
keeping the old-time spirit of customer connection even when
you can’t shake every hand. CRM today is about using informa-
tion technology systems to capture and track your customers’
needs. And CRM today is about integrating that intelligence into
all parts of the organization so everyone knows as much about
your customers as Carl T. Anderson knew about his.
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Content Highlights

You can journey through these pages cover to cover, or you can
skip around, dipping into individual chapters for answers to your
most pressing questions about CRM.

Chapters 1 through 3 focus on the concept of CRM. Chapter
1 defines what CRM means in today’s business environment
and why only organizations with clear and effective CRM strate-
gies are destined for long-term success. Chapter 2 introduces
the Customer Service/Sales Profile model, a brand new tool for
understanding the dynamic relationship between stand-alone
service transactions, repeat customers, and the creation of won-
derful customer advocates who love to spread the good word
about you and your products and services. In Chapter 3, you'll
read about issues dealing with managing service delivery and
using the Customer Service/Sales Profile model.

The second portion of the book, chapters 4 through 6, offers
practical advice for choosing and implementing a CRM strategy
in your own organization. Chapter 4 leads you step by step
through the process of defining an effective CRM strategy.
Chapter 5 discusses what customer intelligence you should
gather and how you might manage it. Then Chapter 6 looks at
how you can collect that same CRM data and information.

Next, we look at several special CRM topics. Chapter 7
addresses service-level agreements. Chapter 8 translates CRM
into the e-commerce environment. Chapter 9 looks at the pow-
erful potential for CRM to reduce conflict with customers and to
help you maintain relationships in those instances where con-
flict does occur.

The final two chapters focus on sustaining success. In
Chapter 10, we show you how to use CRM to avoid the deadly
trap of complacency in your customer relationships. And finally,
in Chapter 11, you'll learn how to “reset” your CRM strategy
and the tactics you choose for implementing it. Committing to
this process will keep your CRM approach complete and effec-
tive far into the future.
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We encourage you to keep a highlighter handy to make
plenty of margin notes. Identify where your existing CRM strate-
gy is strong, and where you can make improvements. Capture
ideas for building buy-in for CRM, and for sharing information
across department lines.

Whether you are a senior executive or a line manager, your
understanding of the concepts of CRM and your commitment to
using the tools of CRM make a difference.

Special Features

The idea behind the books in the Briefcase Series is to give you
practical information written in a friendly person-to-person style.
The chapters are short, deal with tactical issues, and include
lots of examples. They also feature numerous boxes designed
to give you different types of specific information. Here’s a
description of the boxes you'll find in this book.

;i These boxes do just what they say: give you tips and
tactics for being smart in the way in which to manage

M%g‘gé’it“g customer relationships in different situations.
[#cauvtion:fJ]] These boxes provide warnings for where things could
go wrong when you're trying to build and sustain cus-
\ \ tomer relationships.

Here you'll find the kind of how-to hints the pros use to
make CRM efforts go more smoothly and successfully.

Every subject, including CRM, has its special jargon and
terms. These boxes provide definitions of these con-
cepts.

Looking for case studies of how to do things right and
what happens when things go wrong? Look for these
boxes.
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Here you'll find specific procedures and techniques
you can use to implement your CRM strategy.

How can you make sure you won’t make a mistake
when dealing with customers? You can’t. But if you see
a box like this, it will give you practical advice on how
to minimize the possibility.
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