[image: image3.png]A
. MARKETING
MANAGEMENT '





Marketing Plan Pro Correlation Guide

Chapter 03

Perspectives on CRM and Marketing Metrics
Chapter 03

Perspectives on CRM and Marketing Metrics

Activity 3.1: Plan for a CRM System

In this chapter, you learned about the value of CRM in fostering a customer-centric culture and establishing a relationship-based enterprise.  At this point in the development of your marketing plan, the following steps are needed.

This exercise consists of the following parts and deliverables:

Parts

1. Establish the objectives of your CRM system with regard to customer acquisition, customer retention, and customer profitability.  Pay particular attention to driving high customer satisfaction and loyalty among profitable customers.

2. Map out the CRM process cycle you will employ in your business.  Identify all the relevant touchpoints you plan to utilize – both interactive and non-interactive.

3. Prepare a set of guidelines on the ethical handling of customer data, with a focus on avoiding misuse and theft.

4. Consider the reasons for CRM failure identified in the chapter.  Develop an approach to ensure that each can be avoided in your firm.

If you are using Marketing Plan Pro, a template for this assignment can be accessed at www.mhhe.com/marshall1e.
Deliverables

· Organizational targets that will assist in guiding all employees toward delivering excellent customer offerings.  

· List of contact and access points in which your firm will capture important information about its customers.  

· Ethical guidelines that will ensure appropriate handling of customer data.  

· Preemptive company procedures and policies that will reduce CRM failure.  

Part 1 - Establish the objectives of your CRM system with regard to customer acquisition, customer retention, and customer profitability.  Pay particular attention to driving high customer satisfaction and loyalty among profitable customers.
Steps in Part 1
Open Marketing Plan Pro template “MM 1e - Chapter 3 – CRM”
Note: Make sure that you are in “Plan Outline” mode (see the following screen shot).  If not, then select “View” on the menu bar and then select “Plan Outline.”
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that will drive growth and increase margins. Under this
topic you should consider what types of customers you
are looking for and how to acquire them. It is important
to consider factors such as these to be sure that you are
effectively targeting and communicating to profitable
customers.
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Select 1.1.1 Customer Acquisition

· What types of customers you are looking for and how will you acquire them.

· It is important to consider factors such as these to be sure that you are effectively targeting and communicating to profitable customers.

Select 1.1.2 Customer Retention

· How will your organization effectively maintain a positive and profitable relationship with its customers?

Select 1.1.2.1 Customer Satisfaction

· Do your organization’s offerings meet or exceed the expectations of its customers?

Select 1.1.2.2 Customer Loyalty

· How will your organization maintain loyal customers? 

· Put yourself in the mind of your customers and consider how easily they feel they could switch to another brand.

Select 1.1.2.3 Lifetime Value of Customer

· Go to Chapter 19 and review the discussion about customer lifetime value.  It is possible to calculate an estimate of the projected financial returns from a customer over the long run.

· This analysis provides a very useful strategic tool for deciding which customers deserve what levels of investment of various resources (money, people, time, information, etc.)

Select 1.1.3 Customer Profitability

· How will your organization increases its margins in terms of individual customer bases. 

· How will your organization provide the necessary level of attention to its customers while still remaining profitable?

Part 2 - Map out the CRM process cycle you will employ in your business.  Identify all the relevant touchpoints you plan to utilize – both interactive and non-interactive.

Steps in Part 2
Select 1.2.1 Knowledge Discovery

· What type of touchpoints, where your firm touches the customer in some way to collect data, will you have?

· Such interactions might include point-of-sale systems, call center files, Internet accesses, records from direct selling or customer service encounters, or any other customer contact experiences. 

Select 1.2.2 Market Planning

· Reflect on what you have learned about your customers during the knowledge discovery phase when beginning of the process of planning.

Select 1.2.3 Customer Interaction

· Consider how to implement what you have developed during the Market Planning phase. 

Select 1.2.4 Analysis and Refinement

· Think of it as market research in the form of a continuous dialogue with customers, facilitated by effective use of CRM tools.
Part 3 - Prepare a set of guidelines on the ethical handling of customer data, with a focus on avoiding misuse and theft.

Steps in Part 3
Select 1.3 Guidelines for Handling Customer Data

· Prepare a set of guidelines on the ethical handling of customer data, with a focus on avoiding misuse and theft. 

Part 4 - Consider the reasons for CRM failure identified in the chapter.  Develop an approach to ensure that each can be avoided in your firm.

Steps in Part 4
Select 1.4.1 Flavor of the Month Club 

· Develop an approach to ensure that this issue can be avoided in your firm.

Select 1.4.2 No Allowances for Organizational Change 

· Develop an approach to ensure that this issue can be avoided in your firm.

Select 1.4.3 Low Level of Employee Buy-in 

· Develop an approach to ensure that this issue can be avoided in your firm.

Select 1.4.4 Business Units Silos 

· Develop an approach to ensure that this issue can be avoided in your firm.

Select 1.4.5 Poor Training 

· Develop an approach to ensure that this issue can be avoided in your firm.

Wrap Up

You have now explored the ins and outs of CRM in the success of a company.  Remember that the effective handlings of customer relationships are at the core of marketing management.  In the next marketing plan assignment, we’ll identify the critical measurements needed to create the marketing plan. 
ACTIVITY 3.2: Metrics

This exercise consists of the following parts and deliverables:

Parts

5. Select appropriate metrics for use in your marketing plan. 

6. Prepare action plans in support of your marketing plan. For each action plan be sure to list budget items, and then aggregate these into an overall budget for your marketing plan. Also, be sure to specify relevant controls. 

7. Select and justify the forecasting approaches you will employ in your marketing plan. 

8. Develop expected-case, best-case, and worst-case scenarios for your marketing plan. 

If you are using Marketing Plan Pro, a template for this assignment can be accessed at www.mhhe.com/marshall1e.
Deliverables

· Developed a marketing dashboard using key marketing metrics.

· Developed detailed action plans in support of the overall marketing plan.

· Decided on an appropriate combination of forecasting approaches.

· Prepared a marketing budget.

· Provided controls and contingency plans.
Part 1 - Select appropriate metrics for use in your marketing plan. 

Steps in Part 1
Open Marketing Plan Pro template “MM 1e - Chapter 3 - Metrics”
Note: Make sure that you are in “Plan Outline” mode (see the following screen shot).  If not, then select “View” on the menu bar and then select “Plan Outline.”
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Select 1.1 Selected Metrics

· What are the marketing metrics that your company will include in its marketing dashboard?  The following are some examples:

	Return on Marketing Investment
	Sales Force Effectiveness

	Market Share
	Supply Chain Metrics

	Penetration
	Promotions and Pass-Through

	Margin on Sales
	Cost per Thousand Impressions Rates

	Cannibalization Rate
	Share of Voice

	Customer Lifetime Value
	Click-Through Rates

	
	


Part 2 - Prepare action plans in support of your marketing plan. For each action plan be sure to list budget items, and then aggregate these into an overall budget for your marketing plan. Also, be sure to specify relevant controls. 

Steps in Part 2
Select 1.2.1 Budget Items

· Each action plan carries a budget item, assuming costs are involved in carrying it out.  List all budget items and their associated expenditures.

Select 1.2.2 Controls

· What controls will be used to specify the timing, procedure, and persons responsible for systematically monitoring the progress toward the goals and metrics established in the marketing plan?

Part 3 - Select and justify the forecasting approaches you will employ in your marketing plan. 

Steps in Part 3
Select 1.3 Forecasting Approaches

· What are the forecasting methods that your company will include in its marketing plan?  The following are some examples:

	Subjective methods
	Objective methods

	User expectations
	Market test

	Sales force composite
	Time-series analysis

	Jury of executive opinion
	Statistical demand analysis

	Delphi technique
	


Part 4 - Develop expected-case, best-case, and worst-case scenarios for your marketing plan. 

Steps in Part 4
Select 1.4.1 Expected-Case

· What are your planning actions for the expected-case scenario?  The expected-case scenario is the one on which the primary plan is based.
Select 1.4.2 Best-Case

· What are your planning responses for the best-case scenario?  

Select 1.4.3 Worst-Case

· What are your planning responses for the worst-case scenario?  

Wrap Up

You have now explored the ins and outs of CRM and the proper metrics for in the success of a company.  In the next marketing plan assignment, we’ll identify the critical information needed to create the marketing plan. 
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