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We generally describe audits as reviews in one place in time.   However, the CRM Audit is designed not only to assess current standing; it also provides a strategic plan for enhancing customer relationship management (CRM) activities for the future, both short-term and long-term.  In turn, we enhance CRM activities, with an eye to increasing customer equity, overall profitability and return on investment.

 The CRM audit process consists of four distinct phases:

· Review of Data and Data Management

· Review of Analytics and Modeling

· Program Development

· Success Measurement.

We need to assess the past, current and future situation for each phase. In short, we want to answer these questions during the audit.

· Are data and data management in place to succeed?

· Are analytical and modeling practices in place to succeed?

· What programs have worked in the past?  

· What programs have failed?

· How has success been measured in the past?  

· What have been the measurable objectives?

Overall, the CRM Audit represents a comprehensive gap analysis.  What is the gap between what we have now and what we need going forward to increase customer lifetime value and customer equity (the total lifetime value of all our customers’ business)?

Phase 1 - Review Data and Data Management

Phase 1 of the audit is to understand the role that data should play in our CRM programs.  We need to answer the following questions:

· What are the current customer touch points?

· What data do we have to reflect these touch points?

· How complete and accurate are these data and data sources?

· How have data been used in the past to enhance CRM efforts?

· How is CRM planned for the future?

· Are the data sources integrated?

· Who will need access to the data?

· What is needed to join all the sources into a comprehensive, integrated database?

· What decisions will be made with this database?

· Do we have transactional and attitudinal data?

Phase 2 - Review Analytics and Modeling

Phase 2 of the audit determines past, current and planned data analytics and modeling, to include traditional data mining.  During this phase we answer the following questions:

· What analytics and modeling have been accomplished?

· Are data available to provide comprehensive analysis?

· Do we really understand what influences or causes trial and repeat buying?

· Can we explain the success or failure of acquisition, retention and add-on selling?

· Can we adequately profile the various customer segments?

· Can we adequately predict what marketing efforts will increase customer lifetime value and customer equity?  Do we know why, and how, one effort works better than another?

Phase 3 - Program Review

· What marketing programs failed in the past?

· What marketing programs succeeded in the past?

· What kinds of experimentation have been conducted?

In Phase 4 - Success Measurement
· What success measures have been used in the past?

· What are some key measures that should be implemented? (e.g., customer lifetime value, share of wallet, attitudes toward communication, etc.)

This is an interactive process; we can simultaneously assess some attributes and assess others iteratively.

Methodology

Strategic gap analysis will identify the gaps between what we have and what we need and help determine what action steps are needed going forward.   Several methodological approaches are used in this analysis:

· In-depth interviews of key internal players

· Focus group interviews with customers

· Surveys of customers (and prospects)

· Review of historical data

· Review of data management

· Review of data sources

· Review of metrics

· Analytics and modeling.

Outcome

After comparing the past and the current situation, the auditor will deliver a detailed report that identifies gaps that need to be filled and a strategic plan for filling those gaps.  In addition, a written pilot program is provided for moving forward.   

For additional information, contact Gene Brown, PhD, at Brownge@umkc.eduor at 913-515-2505.

 

