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BELL, CANADA’S PHENOMENAL. su@cess WITH CRM Q> .

& - N

T D Y. AV,

‘&re is a ot of negative informaﬁgh about CRM right'now that is flooding the n(;ws. However

e success rates are equally ﬁlﬁh. CRM is definitely a strategy that can be implemented
effectively and successfully. CRM caters to companies of varied sizes. It helps focus on different
problems and solutions. Statistics show that there are clear cases of excellent in. CRM
implementations that can be found right across a whole rﬂmge of different industries. Ky

Q o

Heséq_rch indicates that organization can clearly méasure the return they received f[e:;nothe
implementation. What is important to note is tha’i:'?:ases of past CRM failures ar@ot s a
position to judge the entire CRM technology. 'I’iqgsarch shows that CRM success@gw is easy
to find. What moﬁ\of this company had was@d clear idea of all their busine%'\process. They
understood thei@;usiness needs before im?ieméﬁting CRM. They had managed to identify
leaders and the, best performers in the organization. They have also managed to involve key
executives a@le highest level and get the message to everyone in the organization about the

importancer{at' CRM.

S

BELL CANADA'S SUCCESS A
Bell Canada is easily Canada’s largest communications and a CRM success story. It b@sts of
almost '28‘ -million customers connections and mangdges to provides some of l%é most
comprehe'ns;‘iye comm_{nications services. These servies aside from being innovatj ‘L1’1ave also
been a source of sta@ity to residential and businegsocustomers in the Canadian@&gton.
@) -\ Q@
o o j >

The company basically serves to provide thelf{_gﬁstomers with solutions that"smack of ease of
integration an@simplicity o their custome@. They basically cater to all their customers’
communicattg\n requirements like telephone, intérr;éi, wireless, voice ovér IP and digital
televisions.\‘}hey try to provide information and technology for communications t6 top business
ranging from the small and medium care enterprises to the large corporate. Small and medium

Page 10i 5



CONFIDENTIAL

industries have benefited immensely from their services. Their services includes internet
access, data services, voice services, wireless services, satellite television, long distance phone
services etc. Since customer needs are growing, Bell is currently trying to simplify the existing
process and introduces bundled services by moving towards a single bill. it a'}anages an
extensive local access network providing locg{ and long distance phone servicesd@customers.

It also enablgs: the provision of a wide rarng of services for customers. Be_{‘s phone services
include call display, call waiting, voice rgsjuﬁ"etc. A classic example of CRM gatcess is that which
Bell Canada found. lts successful i\ lementation of CRM saw pra@tind results in just 2

months. _iﬁ Q_"Z‘ N
& 29
'y N

PRE-G8M SCENARIO i

The\’}olutions business processes and methods being employed prior to the CRM solution
clearly did not fulfill or meet any of the business needs. Bell Canada needed a full fledged
customer centric strategy that was catering to the company requirements. After scrutify they
embarked on the implementation of CRM and decidgd that they will opt for its advantadds. They
basically encountered a problem that the existingllsparate solutions created a lot d‘(tgxtra work
for employee and basically increased the"‘EJs load. This had resulted inn_‘Q}decrease in
employee satisfaction and posed numerous‘.\érob[ems. In additions to this E}e&@quired its front
and back en@perations of its shared se(\@tes”c'enter to be integrated. Th‘ié’step could not be
achieved th@gh existing processes. A@a the access to current employee case status and the
reporting capability was required. All thi¥led to the installation of CRM solutions;
IMPLEM\ENTING CRM
The re@lxlt was that CRM customer service & support initiatives were available of. @e CRM
benefité were deployed to a total of 200+ users in 2 months. The staff was trained 'E)ﬂhe ability
to use’multi language systems. This helps them immegsely especially when dealibg with multi-
lingual customers and customer data. The key elemés employed in the implegaéntation were
speed, data'integratiorénd easy usage and increaig?d efficient reporting 'capal@ﬁes.

N :

3)
S & <
THE RESULT &
Y

What did Bell ultir@tely witness? The result )@,'as increased and better customers service from
- employees amor‘:gét almost seven groups. Aviother advantage was the internal efficiency that
was created wj@n the organization. The flexibility and customization traits of CRM enable a
reduction in théMotal case volume.
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The case of usage and its adaptability also resulted in an increase in the integ[f\tion of data
between the systems. The main point to note here is the fact the entire implem&tion required
very little tim@:éndl was carried out with very little effort. Speed was a doqﬁga ing factor in the
implementatn. The organization was able tﬁacquire the business req?ulrement it needed so
much. % ' O R
< - ,_f’ R

It's Q@kiyr;winently clear that focusing q@\the failure rate of CRM is the wrong approach.
O@énizations need to focus more on@% CRM success story. What's needed most is being able

to focus on the success rate and \;’iﬁi most out of the CRM implementation by employing\he

right practices prior, during and after the CRM implementation. (JO
n:icj
K\ S
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Question 1 OQ ,{b\
.U \Y
& .
a) What according to you has contrib?\)t}d to the success of BELL in understanding
customﬁ\ requirement? . QX‘
Q)O ;@7 (10 marks)

b) In:\%) retail space, which is he\évily congested with different players with superior
dapability, how did BELL succeed in winning customers trust?

(Q\F - (10 marks) &\
N (Total: 20 'ma:;@
Question 2 : f\’:\
a) Briefly explain the value of customer relationa}ﬁlp management with a suitab\liés?axample.
.G (10 marks)
Q&
b) Discuss tl?s\main objectives and nee@gr Customer Relationship Management.
09 \,}fp (10 marks)
) (Total: 20 marks)
&
Y.
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Question 3 CD(J
o A &
a) Outiine the structure of a Progilet Lifecycle and draw the correspor&hg graft
L O . A@ . (5marks)
b) @rieﬂy explain each of the,E(?oduct Lifecycle stage A |
O X (15 marks)
G &
o N (Total: 20 marks)
= N
g
Quigstion 4
: g
S is
~ a) Describe the component of E-CRM .
A n—} (5 marks)
8 3
O &
b) What is the ultimate goal of CRM in t(r% organization? , ’S)
é = N (15 marks)
Y Ve (Total: 20 marks)
R &
© Q
Questiqg?S \,7
A

Specif;g‘:athe needs for customization and explain how customization can improves the

_ relati@ship between customers and organization.

" (20 marks)
9)
Question 6 O
L

R A
a) What do you understand by the Application Segyice Provider (ASP)? {?
Q‘} g‘ (\9}" (10 marks)
b) What arg_%\e advantages of implementing f\?l”? \‘7

“ AL (1Q marks)
(i} \%J (Total: 20 marks)
3 &
3 Q
& S
~J
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Question 7 9) &
3 ° f
a) Brfeﬂy describe the ethical issues @ using the consumer data \’/\r
.ic-) {b('{-' (10 marks)
tQ%Exp[ain in brief the concept qfdata warehousing
Q-
& (10 marks)
NV .
(Total: 20 marks)
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