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Knoweldge .

KPICM = Key Performance Indicator
based
Customer Management
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MAKING SUCCESS HAPPEN

Targets are:

» Knowledge from customer
and leads

» Learning from customer and
leads

» Controlling processes
- money
-time
- employee

» Controlling with KPI

» Optimizing marketing &
sales processes
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Potential Campaign KPI by MbO
Keys Management
Control of
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Addrosses Customer Management Learning
are stored Leadershi
Management eadership
In the ERP E-Mail &
system Evaluating document KPI per
as advertising Systems organisation address /
addresses customer
Visualisation CRM as a _
of market canvassing ICS - Security
processes tool
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Which issues have to be considered more
strongly in stormy times?

How do stormy times change the requirements
to the new client canvassing process?

What are success-promising processes and
approaches?
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Matching
Target Groups U
© P 6 Adress lists
\‘ Schedule
L/
Definition /V
Campaign plan
Definition of campaign tools: CRM

> Sensitisation per e-mail Database

» Follow up per phone

» Follow up per 2nd mail

» Sales talk by field service or by telephone
» offer and confirmation of order
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Sales-Levels and Impact
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Define campaign
Select addresses
Define selection criteria

Follow-up

Leads

Confirmation

Customers

Mailing

_——

Campaign reaction
statistics

/

Appointment
for consulting

KPI

Cost per consulting
Cost per order

Profit / cusotmer / order
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Canvassing addresses
1st Contact to sales opportunities
Sales-Level 1 -3

Canvassing addresses
Quotations
Sales-Level 4

1st contract
Sales-Level 5

A-B-C customer

Key Accounts
20% of the customer
80% of the turn-over
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Holding anagement

Sister Ltd.

Company

Supplier

Documents

Projects - Planning - Contracts
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Letter

Visits

V S S ®ointof

connection

CRM Software

order / offer

Desktop

p
/ N
[

\

Notebook
with offline function

% j Feedback of
key figures

CRM mobile
over PDA

§ ERP System j




x| Pras_Masterfile

optimAS

MAKING SUCCESS HAPPEN

» Considering incubation periods

» Considering memory factors

» Not too much at one time - proportion ideally

» Entering all contacts in the CRM database and
steer subsequent contacts with it
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» 2 to 3 level responding plans with an attractive suspense curve
» Appointments with concrete added value presentation

» Events in unusual locations -
Locations where you usually have no access

» Exclusive, valuable, singularly, not for the broad mass —
this is how acquisition concepts should look like

» Canvassing concepts must address current and potential bottlenecks of the
target group and offer solutions with added values!
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» Canvassing and Key Account Management
(Customer Relationship Management)
campaigns must be as short as possible with a high impact

» The necessity of explication of the product defines the approach and
the number of steps needed.

» The more strategic the projected achievement the longer the decision period.

» The stronger bottlenecks of the potential customer are addressed and solved,
the quicker a 1st success can be obtained.

» The better the behavior on the telephone and in the sales talk is trained,
the more rapidly concrete sales chances with good conversion rates
are developed.
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* technical-commercial based education

* eidg. dipl. export manager

* hydraulic systems & electronic commerce

* assembly technique / automation

e direct-marketing & callcenter management

* since 1988 specialist for customer management,
acquisition, CRM, tutor and author of reference
books

Lorenz A. Aries

optimAS Group GmbH

Im Schorli 3

CH-8600 Diibendorf, Switzerland
T:+41 44 83578 78
M:+417940142 30
www.optimas-group.com
lorenz.aries@optimas-group.com
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