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1. Driver 1 ll. The Key CRM Success Factor

Driver 1 : Customer Centric Business Strategies

0 Customer Attrition Data

O A J|&9I Customer Satisfaction Research

O Adopt the customers’ perception during planning
O Comprehensive planning outcomes
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2. Driver 2 ll. The Key CRM Success Factor

Driver 2 : Line Level Training and Supports

Q Skill Training

O Address resistance to change

0 Reinforce that CRM adds values to customers

O Provide counseling to employee who is able to change ; Super User
O Provide face to fact training
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3. Driver 3 ll. The Key CRM Success Factor

Driver 3 : Making Organizational Change

O Involving supervisor
O Use cross-functional team to redesign workflow redesign

0 Develop comprehensive workflow map
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4. Driver 4

|. The Key CRM Success Factor

Driver 4 : Measuring Outcomes

L You cannot manage what you cannot measure

L Conversion with customer to measure outcome

« Top Management©| Z0{/X|& ZX
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