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META Trend: During 1999/2000, enterprises will adopt piecemeal approaches to operational CRM (i.e.,

sales, service, marketing) and associated analytical applications. Through 2001/02, IT organizations will

increasingly craft CRM application architectures to integrate operational, analytical, and collaborative

front/back-office applications; maturing enterprise marketing automation applications and call centers will

converge into unified customer interaction frameworks (mobile and multi-channel).
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Customer relationship management and

customer life-cycle management enable hybrid

selling, service, and marketing systems, which

drive lower costs, increased revenue, and

optimized customer lifetime value.
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I N s i g h t s Business-Focused Analysis

Organizations must look beyond customer relationship management (CRM) to customer life-cycle

management (CLCM). Users should begin planning now to integrate the three CLCM domains (i.e.,

create the CRM technology ecosystem with the appropriate sales, service, and marketing processes),

all with the customer as the design point. Through 2001/02, users must look beyond single channel

tunnel vision and support the broad spectrum of channels and points of interaction.

Bottom Line

ADS 2 Dec 99.805
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Figure 1 — The CLCM Business System

Customer life-cycle management (CLCM) approaches will require convergence of three currently independent

domains — the selling process, the CRM technology environment, and the customer interaction life cycle.

Source: META Group

Figure 2 — CLCM: Three Domains

The three domains that must be syndicated to achieve CLCM are:

1. Customer Life-Cycle Patterns. This involves a panoramic view of the customer experience, from

engaging the customer to transacting business, fulfilling orders, and providing post-sales service

and support.

2. Sales, Marketing, and Service Processes.  Three business processes are involved in acquiring and

retaining customers:

• Selling channels such as direct sales, business partners, telechannels, and electronic commerce

• Service, support, and customer care capabilities

• Marketing programs, including advertising,  promotion, direct marketing, and product marketing

3. The CRM Technology Ecosystem.  CRM architectures will evolve into three fundamental segments:

• Operational CRM

• Analytical CRM

• Collaborative CRM

Source: META Group
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I N s i g h t s Business-Focused Analysis
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Figure 3 — The CLCM Syndicate

Source: META Group

Figure 4 — Will CRM Developments in Europe Be Different?

Source: META Group

Some local CRM “specialists” will manage data, perform services/outsourcing, and even customize software.

But in general, unification of the European markets (driven by the euro, the Internet, and globalization) will cause

many of the differences to be minor. European companies will purchase IT hardware and software from leading

worldwide players, and, of course, as European companies, SAP and Baan  will aid them in their quest to become

major CRM players. However, both companies, as well as other enterprise resource management  leaders such

as Oracle, JD Edwards, and PeopleSoft, are significantly behind best-of-breed CRM software vendors like

Siebel, Vantive, and Clarify. We estimate this gap represents at least 18 months in features and functionality,

as well as in the ability to integrate call centers, Web leads, etc. As far as culture is concerned, Europeans have

data privacy legislation that will curtail some of the poor customer management practices that are common in

the US and Asia. But as European cultures homogenize (again, due to globalization and the Internet), and

consumers seek to gain the upper hand over their suppliers, CRM — and its more evolved state, CLCM — will

become common on a global basis. A positive aspect of CLCM is that with the cost of basic computing and

telecommunications plummeting, even small local shops, home heating oil distributors, etc. can be customer-

centric. EC-enabled storekeepers can keep their personal relationships and even expand them dramatically

with automation.
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Figure 5 — Do Customers Like CRM, or Do They Prefer to Be Unidentified?

Our research indicates that business customers want to be identified for their appropriate requirements (e.g.,

resupply of goods and services that they already purchase), so that they can save time. Many consumers fall

into a similar camp. But in exchange for being identified (e.g., providing information about themselves, or having

it collected), customers/consumers expect to be treated as “special.” This means free products, better service,

useful information, etc. They also do not want to be bothered by endless phone calls or e-mails to sell them more

“stuff.” Companies must therefore have better coordinated CLCM to ensure that customers’ wishes (e.g.,

expressed to their sales channel) are respected. In addition, customers definitely want to “opt in” (agree to, or

not allow) the use of their personal information by other parties (e.g., selling of mailing lists). This is the main

difference between the European privacy laws and those in the US — Europe’s demand for an “opt in” is good

business practice and should be adopted more universally.

Source: META Group


