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rRA ME Customer Management Planning

What is our current capability

in managing customers?

What does best practice look
like?

Where should we aim in terms

of a future state?

What is the scale of change

we would need to achieve?

Is that scale of change really

feasible?

What capabilities do we need

to put in place?

Where should we start and
which order should we do

things?

Are any of the things we need

to do dependent on others?

How much internal resource

will we need to allocate?

Where will we need external

support?

How much is this all likely to

cost?

What level of benefits can we

realistically expect?

You know you need to increase the
value that your organisation is
driving from its current and potential
customer base. You suspect that a
substantial degree of change is
needed in the way you manage
customers and prospects. You may
have already invested in some
components of your Customer
Management capability: Customer
Mapping; CRM
Technology; Customer Analytics; a

Experience
Loyalty Programme; Satisfaction
Research. Yet these individual
elements are failing to deliver the
sort of returns that you were
expecting — assuming you knew what
you should have been expecting. You
know you need to get closer
to ‘best practice’ but are not
sure which are the most
important areas to address
with limited resources, and
in any case, what is ‘best’

practice?

A huge amount of ‘investment’,
time and energy is wasted by
organisations  every  year
putting Customer Management
programmes in place that were always
doomed to failure or were dramatically
over-engineered for their current state of
maturity. Many others have missed out
on potentially huge returns by not
putting programmes in place when really
needed. Both of these situations are
entirely avoidable if you have access to
the necessary experience, tools,

resources and knowledge.

FRAME is designed to help you address
this challenge quickly and cost-
effectively. It is a specially developed
approach, knowledge base and toolset,
based on the experience of some of the
world’s most forward-thinking
practitioners. It delivers its value in a
surprisingly short engagement that puts
you in a ‘ready-to-go’ position for a
programme that can achieve the
transformation you need. The Approach
is pragmatic in style and realistic in
terms of time input needed from your
staff. It provides an engaging output that
helps align your stakeholders and
provides a reference point for the

duration of the programme.

FRAME is delivered by a trained

Customer

Management Practitioner.
You can be confident that they are
delivering against a clearly defined
process that brings together the
intellectual property in the FRAME
Toolset, the expertise of the FRAME
support team in the UK and the local or
market knowledge of the Practitioner.
The process has frequent interactions

with your team but is designed to enable




cM FRAMEL1o1rks

your input to be only as comprehensive
as you wish, leaving much of the work to
the Practitioner and the support team if
you need to. The whole process

typically takes around 4 weeks.

The FRAME Road Map

This is the core output from the FRAME
approach. It has three main parts which
are outlined below. For a fuller
illustration of the Road Map please see

the separate document.

your FRAME Practitioner. A quantitative
assessment of each individual change is
provided as well as clear identification of
the areas of change that are going to be

the most challenging.

The Programme Plan delivers a top
level programme overview as well as a
very detailed activity-by-activity plan
with durations for each activity and the
dependencies between them clearly
Priorities,

shown. inter-dependencies

and timings are based on a combination

Formalisation of the Customer Proposition

of input from the FRAME

Earralzstan aud smbsdivg ofan st

e g Pr:»hg:m:smrzﬂeore \alig
ion 25 wiart ratas 8 B Farint o

pasiten o it stians
g e e ofspem suratsor

i o oo

fi bR etip ok

V-REAP Profile of this Area

Current Capability

The changes needed

77 foaiprind for

progostion
. The propastions

bask nesds fue orsic
bythe ert

to customers and ar
exitsto explainthe propostionsto intemal audiences, Noressarch
has been carmied out o anderstand tow welltaf, charnek, customers
3Nd prospects Understand these proposticns

Desired Capability

The arganisation will have corstiucted a simple but comprehensive
description ofthe overall cumnt custamer popastion, This uill have

—
—_
0 p—
=

isaton i of setistying
sustomer equiemerts. They will iz formally eviswedthe option
hawe a singk propestion for all customer and prospect types but il

segment. hecharims will have been substartiallymplemertedto

Scale of this change

-

segments. Anumber of spesifis tastieal oustamer proposticns uill have

view ofther reltfve. mporta

78 Propasition eormLricafian deuices for sustomers

cfthe propcstionto ustomers. T wil ke cear desrtions f i custmssshoullsepect
againstthe key skments ofthe propestion, possibly nithe form of a eustomer chats

79, Resexen of eustommar st prospact drstanding of o rcpcsion
Camyaut 3 mszarch
Propostion of the omganisation.

80 Proposttion ceramuri cation devices for itema audence

Thesa vl hokde

e ‘forlong explanation

efinitiors for each
Cu’np\aeyuurmnﬂ((u e o e et e pmpnsimn e sene sl haousmers
elfver o custemers

82 Confimation cfpropostton unchrstndingof key stalt
Carry ou a fommal chieck or aming staffhat they
understandthe srganization's propesition.

83 Regular checking of staff ad charnel propositionunder stard
P 4 hmckng e 2

X wiltrigaer
is ssen to be faling in any paticular growp or channel.

84_Proposition commuri caticn devices for eharnels
Complate your

the end-
channels, These May be tw separsts proposticns ormay be
nesdto

customer:
combined ito one. The customer

@ will

will hve carriad ot 3 resiearch axercize 1o inderstand hou wall

Attractiveness of this change

the omganiation 2
‘2ach ekmert of t. They il hawe akso have oreded davives to enable

85 Tacticd customer propositions
Complate your
segment opporunties. They should be more than simple pmdut bunding uith 3 clear difiertiation

the commenication ofthe propostionte mzmal

_among a of
et that they fullyunderstand the organizatior's propostion. A

8 venilayaras segmantpropoiton ded son,
al sustomer

process uill have been pt
understandny

Inp t propostion deurelopmene aothty willhawe been widened and
ppotunties 0 e the preposition at a very basio level will have:

Exe rire crune

na waythar
identifias potential step-changes inthe propastion. Areview of produst

dlopment processes il have been doneto ensure that these
interact withthe proposition development adtnty.

rand
e o o oy BT i o o St s e B a5 oo 5
T been suco st mmany organ e

7 Develcpment of segmerted werdors of the proposition
Complezethe and
focepries. These need to be based the relative needs

knowledge base and
input from you on your
specific market conditions
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The Business Case
defines the level of man-
power and non-
manpower resources

required as well as the

financial benefits that
should be expected.
These benefits are

; aci)

calculated using a

specially developed

approach based on real-

Contact

Elaine Kirby

CM Frameworks
ekirby@cmframeworks.com
Tel 61-405-112355

Colin Longden

CM Frameworks
clongden@cmframeworks.com
Tel 61-419-616785

The Change Definition part of the
Road Map provides insightful current
and desired maturity descriptions for
each of the 41 areas of Customer
Management. It also defines the
capabilities that need to be put in place
to move from the current maturity level
to the desired maturity level. These
capabilities are based on the FRAME
knowledge base of over 500 potential
activities, detailed input from your own

staff and expert recommendations from

life experience, published
research findings and academic input.
The business case provides specific
improvement targets in terms of key
measures, increased numbers of
customers and enhanced profitability. In
addition to the agreed business case
shown in the FRAME Road Map, you
will be provided with the modelling tool
used in its construction so that you can
continue to look at other business case

scenarios as your Programme develops.




