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There’s	  a	  fine	  line	  in	  keeping	  in	  touch	  
with	  your	  past	  clients	  

	  and	  becoming	  that	  annoying	  pest	  
who’s	  always	  calling,	  e-‐mailing,	  or	  

mailing.	  	  



Defini-on	  



Customer	  Rela-onship	  Management	  	  
	  
Con-nuous	  process	  where	  companies	  seek	  to	  
engage	  customers,	  and	  to	  be	  be	  progressively	  
more	  relevant,	  aXrac-ve,	  and	  valuable	  to	  them.	  
	  
Focused	  on	  individual	  customers	  who	  maXer	  
most.	  	  



The	  Customer	  Today	  
l Online	  

l Accessible	  

l Connected	  



The	  New	  Customer	  Rela-onship	  

l  Individual	  

l  Social,	  mobile	  and	  local	  

l  Influenced	  by	  peers	  and	  shaped	  by	  cogni-ve,	  behavioral	  and	  social	  
psychological	  principles—One-‐thru-‐one	  



Rela-onship	  Management	  via:	  
l New	  techniques	  

l Processes	  -‐	  -‐which	  include	  understanding	  and	  adap-ng	  social	  
context	  

l Technologies	  	  -‐	  -‐which	  include	  mobile	  &	  customer	  analy-cs	  

-‐-‐-‐To	  implement	  marke/ng	  strategies	  and	  business	  results	  



Focus:	  	  	  
l  Explore	  new	  technologies	  that	  offer	  new	  opportuni-es	  for	  engaging	  
customers,	  including:	  
l  Mobile	  
l  Local	  
l  Cloud	  

l  Customer	  analy-cs	  



Approaches-‐on-‐the-‐	  Ground	  
l  Personal	  service	  aspect:	  	  Strong	  personal	  skills	  and	  services	  –strong	  desire	  to	  
please	  &	  to	  inform	  

l  System	  &	  website/tool	  aspect:	  Tracks	  prospect	  history	  &	  ac-vites,	  so	  they	  keep	  
track	  of	  you	  when	  they’re	  ready	  to	  buy	  or	  sell.	  	  
l  Cost-‐effec-ve	  tools	  available	  online	  and	  offline	  
l  Contact	  managers	  	  
l  Correspondence	  scheduling	  	  
l  Ac-vity	  tracker	  per	  client	  	  
l  Searchable	  client	  history	  
l  Ac-onable	  event	  (e.g.	  when	  scheduling	  a	  viewing,	  report	  genera-on/month,	  lis-ng	  

history	  of	  property	  owner	  etc.)	  



Prac--oner	  Considera-ons	  for	  Rela-onship	  
Management	  
l  Goal	  of	  rela-onship	  management:	  	  Align	  the	  following	  aspects	  of	  the	  
company/en-ty	  with	  the	  company’s/professional’s	  chosen	  customers	  and	  
social	  prospects	  
l  Culture	  &	  values	  
l  Leadership	  
l  People	  capabili-es	  
l  Technology	  capabili-es	  
l  Ability	  to	  get	  data/informa-on	  about	  customer	  needs/wants	  and	  translate	  to	  
service	  

l  Process	  to	  serve/dessiminate	  this	  services	  or	  products	  



Culture	  and	  Values	  
l  Profit	  orienta-on	  against	  eg.	  Service	  orienta-on	  

l  An	  inordinate	  desire	  to	  fulfill	  and	  sa-sfy	  customer	  needs	  or	  solve	  problems
—against	  e.g.	  keeping	  costs	  to	  minimum	  at	  the	  expense	  of	  service	  qual-y	  

l  Short	  term	  profit	  vs	  sacrificing	  long-‐term	  rela-onship	  and	  con-nuous	  gain	  



Leadership	  
l  Focus	  of	  the	  head	  of	  the	  organiza-on	  in	  service	  of	  the	  mutual	  interests	  of	  
the	  company	  and	  individual	  customers—including	  company	  stakeholders	  

l  In	  the	  case	  of	  individual	  prac--oners,	  considering	  the	  external	  rela-onship	  
network’s	  preserva-on	  in	  the	  interest	  of	  serving	  a	  mutual	  customer	  
(collabora-ve	  service)—broker-‐to-‐broker,	  or	  broker-‐to-‐service	  provider	  	  



People	  
l Frontliners	  (e.g.	  prac--oners,	  customer	  representa-ves	  or	  
staff)	  	  act	  as	  real	  consultants	  who	  know	  
l  Customer	  	  &	  contact	  history	  

l  Can	  provide	  immediate	  responses	  (in	  an	  age	  of	  ‘instant	  gra-fica-on’	  
where	  customers	  expect	  instant	  response—a	  mobile	  and	  Net-‐enabled	  
customer	  expects	  informa-on-‐to-‐go)	  



EXAMPLE:	  
l  Virtual	  assistant	  or	  “Broker	  Assistant”	  who	  must	  know	  client	  history,	  can	  
schedule	  a	  viewing,	  or	  can	  respond	  with	  baseline	  informa-on	  about	  
property	  availability	  or	  state	  of	  -tle	  
l  Requires	  for	  the	  broker	  or	  consultant	  to	  put	  VITAL,	  some-mes	  classified	  
informa-on	  in	  the	  assistant’s	  hands	  



Technology	  

Balancing	  where	  technology	  can	  disintermediate	  (or	  subs-tute	  interac-on)	  for	  
lower-‐value	  or	  less-‐ready-‐to-‐engage	  customers	  with	  personal	  touch	  and	  aXen-on	  
given	  to	  highly	  engaged,	  higher-‐value	  customers.	  



Technology	  
l  Manage	  external	  communica-ons	  

l  Internal	  communica-ons	  (PM,	  tweet,one-‐on-‐one	  text	  or	  mobile	  groups)	  

l  Content—CUSTOMER	  DATABASES	  



Customer	  Analy-cs	  



Customer	  Analy-cs	  



Examples	  
l  Point2Homes	  Contact	  Manager	  for	  Databases	  and	  Visitors	  

l  Email	  Marke-ng:	  iContact	  Rela-onship	  Marke-ng	  &	  Email	  Management	  
Sokware	  









Response	  Management	  
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