
Se#ng	
  up	
  a	
  Customer	
  Rela2onship	
  
Management	
  System	
  



h7p://sorianomedia.com/infographic-­‐digital-­‐marke2ng/	
  



h7p://blog.hubspot.com/marke2ng/beginner-­‐
inbound-­‐lead-­‐genera2on-­‐guide-­‐ht	
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Customer	
  lifecycle	
  process	
  flow	
  for	
  
sales,	
  delivery,	
  complaints	
  handling,	
  

and	
  refund	
  



Problems	
  in	
  the	
  Lifecyle?	
  

h7p://www.infusionsoP.com/sites/default/files/smallbusinessmarke2ngguideebook_v4_1.pdf	
  



A	
  distracted	
  customer	
  is	
  easy	
  to	
  
lose.	
  If	
  they	
  lose	
  interest,	
  you	
  lose	
  

the	
  sale.	
  

- Sally Hogshead 



Customer	
  support	
  facili2es	
  crea2on	
  
for	
  phone	
  call,	
  live	
  chat,	
  email,	
  and	
  

face-­‐to-­‐face	
  customer	
  service	
  



Set-­‐up	
  a	
  CRM	
  

•  Nimble.com	
  
•  Streak.com	
  
•  In-­‐house	
  excel	
  file	
  
•  InfusionSoP	
  
•  Hubspot	
  



Streak.com	
  









Customer	
  informa2on	
  

Lead	
   Account	
   Contact	
   Poten2al	
  



Ac2vity	
  informa2on	
  

Emails	
  

Tasks	
  

Calls	
  

Events	
  

A7achments	
  



Addi2onal	
  building	
  blocks	
  

Campaigns	
  

Customer	
  

Solu2ons	
  

Products	
  

Reports	
  



Spark	
  par2cipa2on	
  

Dialogue	
  vs.	
  
“I	
  love	
  
talking”	
  

Define	
  a	
  
par2cipa2on	
  
target	
  group	
  

Build	
  reach	
  
with	
  “word	
  of	
  

mouth”	
  

Create	
  
relevant	
  and	
  
consistent	
  
rewards	
  vs.	
  
“win	
  a	
  prize”	
  

“Branding	
  with	
  Brains”	
  (book)	
  by	
  Tjaco	
  Walvis	
  



Blueprint	
  for	
  par2cipa2on	
  

Customer	
  
goals	
  
• Why	
  would	
  
people	
  want	
  
to	
  
par2cipate?	
  

Proposi2on	
  
• What	
  do	
  they	
  
get	
  in	
  the	
  end?	
  

Time	
  
• How	
  long	
  do	
  we	
  
want	
  them	
  
engaged?	
  

Costs	
  
• What	
  does	
  it	
  cost	
  
people	
  to	
  
par2cipate?	
  

Rewards	
  
• What	
  do	
  they	
  get	
  
in	
  between?	
  

“Branding	
  with	
  Brains”	
  (book)	
  by	
  Tjaco	
  Walvis	
  



h7p://www.freshnetworks.com/files/freshnetworks/FreshNetworks%20-­‐%20Social
%20Media%20Influencers%20Report.pdf	
  



h7p://www.exac7arget.com/blog/160-­‐b2c-­‐welcome-­‐email-­‐campaigns-­‐analyzed-­‐infographic/	
  




