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Preface

The last few years have seen an outpouring of books and articles on the subject of customer rela-
tionship marketing (CRM). During these years, we have carried out a programme of research,
sponsored by IBM and other companies, examining different aspects of CRM — overall and in
specific industries.

The research is led by Merlin Stone, strongly supported by Bryan Foss and others at IBM and
the Directors of QCi Ltd, specialists in customer management consulting and assessment. This
research has been published in various ways including white papers and articles in the academic
and professional press.

We felt that it was time to publish this material in one book, partly because so many people
ask us whether we have brought all our work together. This book is therefore an edited summary
of our thinking on a variety of topics in CRM. It covers most topics and all sectors. Much of our
research has concerned the financial services sector, and we decided that because we had so
much material on this sector it merited a separate book (our next publishing project), although
financial services examples still occur frequently in this book.

The theoretical and empirical foundations for this book are contained in two previous books
of which Merlin Stone is co-author. These are: Up Close & Personal: CRM @ Work, by Paul
Gamble, Merlin Stone and Neil Woodcock (Kogan Page 1999), and Customer Relationship
Marketing, by Merlin Stone, Neil Woodcock and Liz Machtynger (Kogan Page 2000). The most
recent empirical work that our extended research team has produced is The Customer
Management Scorecard, by Michael Starkey, Neil Woodcock and Merlin Stone (Business



Preface XiX

Intelligence 2000) — a report that summarizes the outcomes of our work with QCi’s Customer
Management Assessment Tool (CMAT). Some of the scores from CMAT are also analysed in
this book.

This book is divided into four sections, as follows:

1. Knowledge of CRM and customers.
2. Strategy and technology.

3. Implementation.

4. Sector studies.

The detailed coverage is as follows:

PART 1. KNOWLEDGE OF CRM AND CUSTOMERS

This part considers some key issues that relate to how companies interpret and make use of data
about customers.

Chapter 1 defines CRM as a series of processes, and shows how the quality of CRM can be
measured, and then correlated with business performance.

Chapter 2 contains a study of the extent to which CRM data is used in practice.

Chapter 3 focuses on strategic data analysis for CRM. It considers two of the key dimensions
of marketing data analysis — customer and product, and some approaches to segmentation.

Chapter 4 covers data mining. It defines data warehousing and data mining, considers how it
can be used in CRM and gives some examples of patterns of customer behaviour discovered
through data mining.

Chapter 5 contains a comprehensive listing of the kinds of analysis required for successful
CRM.

Chapter 6 discusses the issues involved in sharing customer data within the value chain,
including reasons why companies should or should not share customer data, and the results of a
survey on this question.

PART 2. STRATEGY AND TECHNOLOGY

This part examines how our view of CRM is being altered by e-business thinking and by new
technologies for managing customers, wherever they are. However, the classic areas of CRM
technology (eg call centres, customer database) have not been covered in detail, as these are
covered comprehensively in our previous books.

Chapter 7 is an updated version of our original chapter on systems in Up Close & Personal. It
focuses primarily on CRM systems architecture and systems integration.



