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Customer Centricity

Agenda

 What is Marketing Strategy?

e The SCORPIO™ model

e Marketing Strategy and CRM
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Customer Centricity

Marketing = Customers

“The purpose of a business is to
create and keep a customer”

Levitt
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Customer Centricity

Strategy and Marketing

Business Strategy

Marketing
Strategy

Marketing Planning
| | | |

Product/ Price Place Promotion Physical People Process
Services Evidence

SCORPIO marketing strategy  www.fifield.co.uk [l

Proprietary & Confidential © Paul Fifield 2003. Not to be used without permission




Customer Centricity

SCORPIO

The SCORPIO model drives marketing strategy

S . O
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Customer Centricity

Scorpio marketing strategy

Industry &
Market ,
Segmentation Openings &
& Targeting 7 W Market Entry
Organisation / Retention

Systems
& Culture

Strategies

Positioning
& Branding
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Customer Centricity

Scorpio marketing strategy

Openings &
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Customer Centricity

Scorpio - Industry & Market

2.What business do
we want to be in or
should we be in?

.How does this defing
the market/customer
needs we should be

1.What business satisfying?
are we in?

7.What are the
boundaries for
effort?

4. Where/how shoulad
we be growing the
business?

6.What competition
are we facing?

5.What are the
strategic opportunities
& threats?
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Customer Centricity

Scorpio marketing strategy

Industry &
Market

Openings &
Market Entry

Segmentation
& Targeting

Organisation
Systems
& Culture

Retention
Strategies

Positioning
& Branding
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Customer Centricity

Scorpio - The Customer

2.What are they
currently buying from
us/our competitors and

7/.Where do
customers interface why? 3.What benefits
(connect) with the are they seeking?
organisation?

1.Who are they?

4.What do they wan
from us now / will
they want in the
future?

6.What will make
them come to us?

5.What barriers are
getting in the way?
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Customer Centricity

Latent needs & wants - Hamel
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Customer Centricity

Scorpio marketing strategy

Industry &
Market
Openings &

Market Entry

Organisation Retention
Systems Strategies
& Culture Positioning

& Branding
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Customer Centricity

Scorpio - Segmentation & Targeting

2.What segments
exist in our target
market?

/.How can we
market to different
segments?

3.How durable are the
segments identified?

.What is the current
state of
segmentation in the
organisation?

4.How can we

prioritise the

segments for
approach?

6.Which segments can
we/must we make
our own?

5.How can we identi
the most valuable
segments and/or
customers?
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Customer Centricity

What can segmentation do for you?

THE PAIN

THE GAIN

Investment

Tactics

Strategy

eMore Research

eHigher Costs of multiple
markets

«Complicated
administration

«Possible re-organisation
costs

« ‘Inefficient’ production
system

eLower economies of scale
«Changing ‘habits’ of the
organisation

eBetter targeting
*More efficient
promotion

eLess marketing
‘wastage’
eImproved retention
eImproved ‘service’
levels

*More effective
production

eHigher prices
«Focused NPD

eUnique customer propositions
«Clear market positioning
«Differentiation

«Brand values

eRetention, ‘Loyalty’ &
Relationships’
«Sustainable competitive
advantage

eMarket influence
eMarket leadership
ePremium prices
Profitability
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Customer Centricity

Scorpio marketing strategy

Industry &
Market

Segmentation
& Targeting

Organisation
Systems
& Culture

Retention
Strategies

Positioning
& Branding
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Scorpio - Openings & Market Entry

.What is the best
way to enter the
market, Indirect or
Direct?

3. Is ‘channel
control’ currently
or likely to be a
strategic issue?

7/.What are the
entry options and
long term
implications?

1.What are the
strategic market

requirements?
d 4.Is there, can we,

should we create,
entry barriers?

6.What do customers
and the brand
demand?

5.What are the
supply chain
management issues?
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Customer Centricity

Scorpio marketing strategy

Industry &
Market

Segmentation Openings &
& Targeting Market Entry
Organisation Retention
Systems Strategies
& Culture
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Customer Centricity

Scorpio - Positioning & Branding

2.What position do
we own or do we
want to own?

3.How are we going
to be different to the
competition?

7.How do we invest
in the brand and
market position?

1.What positions exist?

6.What are the unique
brand ‘values’ and
‘personality’?

4.Branding or commodit

marketing?
5.What are the costs

& benefits of
building a brand?
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Customer Centricity

Scorpio marketing strategy

Industry &
Market

Openings &
Market Entry

Segmentation
& Targeting

Organisation
Systems
& Culture

Positioning
& Branding
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Customer Centricity

Scorpio - Retention Strategies

2.How big is the
‘problem’ and the
potential gains?

3.Is retention just
about customer
satisfaction?

/.How do you intend to
turn fine words into
brofitable actions?

1.How important is
‘Retention’ in your
market?

/]

Do accounting and
financial reporting
ystems allow retentio
activities?

6.How
do you plan to invest i
the organisation’s primar)
asset in the future?

5.Are you using, or
planning to develop a
CRM system?
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Customer Centricity

Relationship Marketing?
\
e Z ...by the

Will you way, what’s
marry your name ?
. me? N o

Source: Carlson
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Customer Centricity

CRM?

Customer Relationship Management
Total commitment to the customer

Complete re-engineering of all processes to provide a customised
service for those customers who qualify through current or future
value

A regime of total knowledge; acquiring, verifying and updating data to
ensure your communications and service remain on target

Investment in database, contact and web based technology to enable
the new paradigm

e A dream, or

« The means of turning strategy into action?
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Customer Centricity

Scorpio marketing strategy

Industry &
Market

Segmentation Openings &
& Targeting Market Entry

Retention

Strategies

Positioning
& Branding
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Customer Centricity

Scorpio- Organisation Culture/Systems

2.Are internal
measurement systems
driven by efficiency or
appropriateness?

/.How to keep the
customer at the
centre of the

3.Are business and
marketing activities

' ?
business? 1.Is the organisation integrated?
designed to meet
internal or external
?
6.How do we negds. 4.What is the

change the culture? current culture?

5.What is the
required culture?
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Customer Centricity

Scorpio marketing strategy
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Customer Centricity

Marketing Strategy & CRM
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Customer Centricity

Scorpio marketing strategy

Organisation Retention
Systems Strategies
& Culture
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Customer Centricity

Marketing Strategy needs information

Strategic Marketing
Direction

Inform@ flows

The Company

The Corporate
Promise
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Customer Centricity

CRM needs direction

Strategic Marketing
Direction

The Company

e Corporate
Rromise
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Customer Centricity

Scorpio marketing strategy
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Customer Centricity

Scorpio marketing strategy

Retention
Strategies

The SCORPIO view

1. How important is ‘Retention’ in your market?

How big is the ‘problem’ and the potential

gains?

Is retention just about customer satisfaction?

4. Do your accounting and financial reporting
systems allow retention activities?

5. Are you using, or planning to develop, a CRM
system?

6. How are you planning to invest in the
organisation’s primary asset in the future?

/. How do you intend to turn fine words into
profitable actions?
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Customer Centricity

Scorpio marketing strategy

Retention
Strategies

The CRM view

How good are you at customer retention?

How will you use the CRM system to

improve retention?

3. How will you measure the results - and
over what time period?

4. Will making customer service more
consistent improve retention?

5. How “satisfied” are your customers?

6. Does improved retention follow from “best
of breed” processing

7. Will improved retention mean increased

cost to serve?

N —
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Customer Centricity

Scorpio marketing strategy

“The purpose of a business is to create and keep a customer” - Levitt

Retention

The SCORPIO view Strategies The CRM view

1. | must be more effective 1. | must be more efficient

2. Which customers to retain? many customers can | retain?

3. | need Committed customers Satisfied customers

4. Develop tomorrow’s busmess? today’s business?

5. Be different from the rest ‘ as good as the rest

6. Segment the offer Standardise the offer

7. Match the channels Match the offer to the channels

8. Develop the proces a ch 8 Develop the processes to match
the market the organisation

9. Win the game Stay in the game
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Customer Centricity

And Finally.....

“There are very few people who don’t
become more interesting when they stop
talking”

- Mary Lowry
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SGORPIO
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