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CRM Strategy Assessment

The purpose of this document is to establish a reference point to guide group discussions regarding the current competitive position of the company. It will also determine organizational capabilities and strategies that can be leveraged in the development of a comprehensive CRM Business Strategy to produce positive results.  For each of the definitions provided below, place a star on the number that best describes the relative importance of this factor to the success of your organization.  On this scale, a ten implies a must be the best capability whereas a five indicates that a typical response is ok for competitive purposes.  

Place a circle on the scale based on where you believe the organization is currently relative to the definition provided. A traditional gap analysis will expose areas that need improvement and should help focus future discussions. 

Executive Sponsorship & Leadership

	1. The strategic vision for the company commits the organization to pursue a customer centric culture.
	1      2     3     4     5     6     7     8     9     10


	2. The organization understands which customer segments will drive future revenue growth.
	1      2     3     4     5     6     7     8     9     10


	3. The organization is committed to a process of continuous improvement.
	1      2     3     4     5     6     7     8     9     10


	4. The organization has been successful (historically) at converting strategy into effective results.
	1      2     3     4     5     6     7     8     9     10


	5. The functions that interface with customers are in alignment relative to delivering value.
	1      2     3     4     5     6     7     8     9     10


	6. Collaboration across internal functions is viewed as a key to effectively serving the market.
	1      2     3     4     5     6     7     8     9     10


	7. The ability of the organization to adapt to changing market conditions is key to medium term success.
	1      2     3     4     5     6     7     8     9     10


	8. Competitors will follow our lead in the area of technology and customer value generation.
	1      2     3     4     5     6     7     8     9     10


Customer/Market

	1. Organizational knowledge regarding the customer resides in one database within the organization.
	1      2     3     4     5     6     7     8     9     10


	2. Organizational knowledge consists of 3rd party data, transactions (historical), contacts with the
	1      2     3     4     5     6     7     8     9     10

	    organization, and general profile information.


	3. Customer market segmentation is done based on a customer needs/value context.
	1      2     3     4     5     6     7     8     9     10


	4. The organization has a viable and accurate measure of customer/account profitability.
	1      2     3     4     5     6     7     8     9     10


	5. The organization has a viable and accurate measure of product line profitability by account.
	1      2     3     4     5     6     7     8     9     10


	6. The organization has a specific set of financial and customer based metrics that it uses in decision
	1      2     3     4     5     6     7     8     9     10

	    making and the evaluation of organizational performance.


	7. Retention of profitable customers is a key success factor to achieving desired financial goals.
	1      2     3     4     5     6     7     8     9     10


Communication and Promotion

	1. The yield associated with all types of lead sources is known, and used for decision-making.
	1      2     3     4     5     6     7     8     9     10


	2. Promotion and campaign management is a closed loop system that allows continuous improvement.
	1      2     3     4     5     6     7     8     9     10


	3. Promotion and campaign management is driven by customer needs rather than by product programs.
	1      2     3     4     5     6     7     8     9     10


	4. Promotion and campaign management is accomplished using a seamless set of software applications.
	1      2     3     4     5     6     7     8     9     10


	5. The costs and budget for marketing and promotional activity is predictive and is consistent with
	1      2     3     4     5     6     7     8     9     10

	    desired SG&A levels of expenditure.


	6. The cycle time for executing a campaign is tracked as a measure of marketing effectiveness.
	1      2     3     4     5     6     7     8     9     10


	7. Marketing utilizes analytics such as data mining to define behavioral patterns and refine targeting of
	1      2     3     4     5     6     7     8     9     10

	    direct mail and campaigns.


Channel Capabilities

	1. Channel options are established based on the preference and perceived value needs of the customer.
	1      2     3     4     5     6     7     8     9     10


	2. Channel options include e-commerce.
	1      2     3     4     5     6     7     8     9     10


	3. Each channel is equipped to address the value needs and preferences of its respective customers.
	1      2     3     4     5     6     7     8     9     10


	4. Each channel has access to the same set of tools to serve the customer.
	1      2     3     4     5     6     7     8     9     10


	5. Each channel is equipped with appropriate automation and demonstration tools to minimize cycle time
	1      2     3     4     5     6     7     8     9     10

	    and manage effectiveness.


	6. The productivity of each channel is at acceptable levels and resource needs to meet future 
	1      2     3     4     5     6     7     8     9     10

	    requirements are predictive.


	7. Each channel has the ability to personalize the response to a customer inquiry based on the availability
	1      2     3     4     5     6     7     8     9     10

	    of profile/transaction information.


	8. The organization is capable of a cost effective and seamless cross channel inquiry from a client.
	1      2     3     4     5     6     7     8     9     10


	9. Responsiveness (cycle time) to customer/prospect inquiries is a competitive issue.
	1      2     3     4     5     6     7     8     9     10


	10. The costs associated with the various channels are competitive from a market and SG&A standpoint.
	1      2     3     4     5     6     7     8     9     10


	11. Metrics used to evaluate channel performance includes customer centric criteria.
	1      2     3     4     5     6     7     8     9     10


	12. Data emanating from the channel management system(s) facilitates an effective capability for
	1      2     3     4     5     6     7     8     9     10

	     continuous improvement and forecasting results.


	13. Projected earnings levels are dependent on improvement in cross and up-selling customers.
	1      2     3     4     5     6     7     8     9     10


	14. Repeatability of purchase is a key ingredient to achieving future revenue requirements.
	1      2     3     4     5     6     7     8     9     10


Customer Service

	1. The performance of customer service is primarily determined by productivity and budgetary criteria.
	1      2     3     4     5     6     7     8     9     10


	2. The identity of the customer is known before the customer service person starts talking to them.
	1      2     3     4     5     6     7     8     9     10


	3. A unified profile of the customer and transaction related information is available to all customer touch
	1      2     3     4     5     6     7     8     9     10

	    points (sales and service).


	4. The customer service person does not have to utilize multiple systems to meet common needs of or
	1      2     3     4     5     6     7     8     9     10

	    inquiries by the customer.


	5. The help desk function has acceptable first call kill rates.
	1      2     3     4     5     6     7     8     9     10


	6. Customer service performance metrics include customer centric call statistics, wait times, etc.
	1      2     3     4     5     6     7     8     9     10


	7. Incident reports are tracked within the system and shared with sales and product development and the
	1      2     3     4     5     6     7     8     9     10

	    metrics are visible to senior management.


	8. Policies within customer service are consistent with delivering value to the customer and retaining
	1      2     3     4     5     6     7     8     9     10

	    profitable customers.


	9. The company has a self-service capability with feedback loops to evaluate customer satisfaction.
	1      2     3     4     5     6     7     8     9     10


	10. Customer service needs to be available to the customer on a 24X7 basis.
	1      2     3     4     5     6     7     8     9     10


Product/Service Development

	1. The rate of introduction of new products and services is accelerating and training time for new
	1      2     3     4     5     6     7     8     9     10

	    introductions is an issue.


	2. New product/service penetration rates are key to lifetime profitability of these products.
	1      2     3     4     5     6     7     8     9     10


	3. The breakeven cycle time is an important metric in the evaluation of new product introductions
	1      2     3     4     5     6     7     8     9     10


	4. Decision making time as it impacts development and rollout execution time is unacceptably high.
	1      2     3     4     5     6     7     8     9     10


Financial Requirements

	1. Historically, the organization has met its planned objectives and targets.
	1      2     3     4     5     6     7     8     9     10


	2. Achieving shareholder value expectations will require a shift in performance.
	1      2     3     4     5     6     7     8     9     10


	3. Receivables are unacceptably high and there is a significant level of debit and credit adjustments that
	1      2     3     4     5     6     7     8     9     10

	    lead to write-offs.


	4. Discounting unacceptably impacts margins.
	1      2     3     4     5     6     7     8     9     10
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