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Managing the business transformation
2~ A multi-channel approach to CRM
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Managing a segmented experience
Customer data management
Effective integration
Benefits management
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Working with partners
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Business Transformation

CRM and Business Transformation

Segmentation and

customer experi

Transform : to completely change the appearance, form, or character of
something.or someone, especially in a way that improves it.
Transformation ° a complete change in someone or something.

2> 3 ## CRM & Business R ¥ % B T FH ik - RAREE -
RREHNUABAEPFHLGHAHXRANZ EHEHGREPL RES
B sk - ERBBHE
~ Segmentation and desired customer experience
» Channel strategy
» Culture skills and training
~ Legacy system and data
~ Integration automation and partner supply chain
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(1)Transaction Efficiency~ (2)Managing relationships~(3)Sales
Effectiveness~ (4)Systems Savings * (5)Reduced Cost of Failure -
(6)Loyalty-related Revenues °

Benefits

Transaction efficiency Sales effectiveness

Reduced cost ) Syﬂems‘savings
of failure 3

Loyalty-related revenues
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1~ Overview of BT Vision & Strategy (lan Pulford)
BT in the Outsourcing arena (Aeyad Esam Sabagh)

3~ CRM Marketing : Creating Profitable with Customer
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4~ The BT CRM story (Natasha Clough)
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