B ASK THE EXPERT

Enterprise feedback management

ou see it everywhere. In
Y trade publications, business
journals, industry reports, in

articles and seminars and webcasts.
It's become a corporate obsession: a
focus on the customer. And regard-
less of what the initiatives surround-
ing this obsession are called -
customer relationship management,
customer interaction management,
customer experience management or
one of several other labels — there’s
one term that is pervasive; ‘customer’.

Customer-focused initiatives such as these recognise that as busi-
nesses have become far larger and more complex, they have lost the cus-
tomer focus they once had. However, recent experience shows that in
order to improve corporate bottom lines and gain a competitive advan-
tage, this focus must be regained.
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CXO. Do you think that many of these initiatives that were introduced
over a decade ago have delivered on the promises they made?

CS. Thus far, these initiatives, many of which were first introduced
more than a decade ago, have not delivered on the promises they have
made. Companies have certainly improved their ability to capture and
store both transactional and descriptive customer data. But there’s clear-
ly something missing. If recent news articles in BusinessWeek, Fortune,
and others are to be believed, customer satisfaction is still much lower
than it was several decades ago.

CXO. What do you think is missing?

CS. A small number of particularly savvy organisations have discov-
ered a solution to this dilemma. They've identified the missing com-
ponent in these customer-focused initiatives — customer insight.
What'’s more, they've discovered the key ingredients to maximising the
value of this customer insight: continuity, centralisation and integra-
tion. These companies have implemented centralised systems specifi-
cally designed for the continuous collection, management, and use of
customer feedback within their organisations. These systems are re-
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The missing piece of the predictive analytics puzzle. _

ferred to as ‘enterprise feedback management’, or EFM systems, and
can result in a 30 percent uplift on traditional predictive analytics.

CXO. When you say continuous, what do you mean in terms of
feedback collection?

CS. Many organisations perform some form of feedback collection,
often in the form of surveys. In fact, most organisations perform multi-
ple surveys. The problem is that these surveys are typically carried out in
an isolated fashion within different parts of the organisation. Each sur-
vey may be conducted with solid research best practices behind it. But
what happens next? For example, what happens to the data? Does it con-
tinue to live only within the department that originally collected it?

Or is it joined centrally with the data from other feedback initia-
tives, as well as the data from other corporate systems, such as opera-
tional and transactional data, so that a much more complete view of the
customer can be gained?

And do these surveys become one-time attempts to gather cus-
tomer feedback? Or are they a part of a continuous, integrated program
to gather customer input so that, as customer perspectives and opinions
change, timely steps can be taken to retain at-risk customers or better
identify client segments for more targeted marketing campaigns?

The companies that have found a solution to this challenge now an-
swer these questions very differently than they did in the past.

CXO. Do the analysts recognise this difference in collection of feedback?
CS. Yes. In arecent report Gartner, Inc., the leading provider of research
and analysis on the global IT industry, highlighted the rapid market
adoption of enterprise feedback management (EFM) solutions. The
Gartner report projects that 40 percent of total feedback system de-
ployments will be done through EFM solutions by 2008.

CXO. Looking to the future, what benefits will be gained by the or-
ganisations that embrace EFM?

CS. By centrally managing the feedback that they collect, regardless of
the communication channel through which it was originally collected,
they will have a much more accurate, complete understanding of their
customers' preferences, motivations and intentions. They will then be able
to use this insight to drive business improvement enterprise-wide, im-
proving their bottom lines and securing a competitive advantage.

In short, as market sectors are becoming more competitive and/or
increasingly regulated and monitored, improved customer satisfaction
only comes with true consumer insight.

Consumer insight only comes with understanding customers’ pref-
erences, motivations and intentions. EFM supplies the operational
means to gain that understanding and act upon it. Therefore, EFM has
become a key element of the predictive enterprise, allowing organisa-
tions to gain maximum value from their data assets and to improve de-
cision making in all consumer interactions m

To learn more about enterprise feedback management, please visit:
www.spss.com/enterprise_feedback/



