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+ CRM Value chain
+ Customer Relationship Strategy
+ Customer Access Management
+ Customer Process Management
¢ Customer Service Management
4 Customer Knowledge Management
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_CRM Value Chain _
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Customer Relationship Strategy &
Determines the value, needs and preferences of each customer or customer segment
&
® J
Customer Access ustomer Process Customer Service
Management Integration Management &
Plug and Play Integration What is the appropriate OCP f
What Is the appropriate between Front Office and level of service for each QF
access process and Back Offlce. Value added segment? How do we 65
technology for each Process Extensions combine service, 6.0
segment glven potential between Front Office and retention and up-sell &
return and associated Back Office. strategies? &@0
cost?
@
¥
g
Customer Knowledge Management ,‘_¢°
-Data Warchousing -Database Marketing
-Data Mining -Campaign Management
CAP GEMINT |
ERNST 5 YOING

confidential and proprietary

Customer Process
Management

Enterprise Applicatio
Y Integration

Management | computer Teiephony Management
’ Integration Customer Service

Sales Force \ r Sen
fecivencss_4f \ " Calonter
Effectiveness ¢ I~Qptimization

eCommerce
Waeb/Solutions

Real Time Order Management

et

‘z’o/PIER -

L ---‘________________..--"‘ -

5 -'-“MKNOWLEDGE-‘MANAGE
2rketing Automation
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.Customer Relationship Strat

3

egy

Cus-tom-er Re-la-tion-ship Strat-e-gy noun an explicitly defined plan
for how a company has decided to connect with, relate to, and focus on
its chosen customers to create value.

Explicitly | Deliberate decisions must be made, often involving trade-offs,
defined s0 that investments are aligned with customer needs and value.
Plan defined in terms of target customers, value proposition,
Plan . . : .
role in value delivery, and risk/reward sharing.
All customers are not created equal; specific customers and/or
Chosen ;
customer segments are more desirable/valuable to pursue.
Create Key premise of CRS is that value can be ¢reated by changing
value company’s business model to better connect with customers.

confidential and proprietary

CAP GEMINT
ERNST & YOUNG

~ Customer Relationship Strategy A

Areas of Service

= Portfolio strategy

« Market opportunity assessment

* Brand equity

+ Market Positioning

= Pricing

+ Channel Strategy

* Market Segmentation/ Target Market Identification

* Customer Connections Economics Analysis

» Customer Lifetime Value Analysis/ Customer Profitability
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Value Exchange Segmentatlon A A
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A value exchange—based appraach Sacilitates
the integration of focused customer relationship opportunities.
Environmental Assessing Competitive Dynamics
Factors
Managing the Customer Relationship
fhmz?‘ml:ime right z?;.,,',:::. che Fight satue ?:I:ﬂe:\:.m‘ the right :::'r"‘:’:'l ;ﬂ"_‘mmm
Strategic |- Mwkaand + New product + Clhamel mansgement + Rewentonloyalty
<uslkomeér ac| nilabiin piy
Marketing et :ﬂ::?.’m“: 3 + Brnd alignment j> . 1:»‘15:?-“: sllocation
o  Bebarend + portfolic ophmizenan I : ;
Opportunities anl numagement ot Cuttamer samafaction
= Needs driven - Prng sttegy - Fruduack loop
— Vadue of exchangs - Branding sirategy
elements
- Feoback-buscid
sterabive process
Enablers = Internal Customer Information
* 1T Systems
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“Customer Relationship Strategy -
ﬁ Exchange Management, ocorr—
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Comormer Troccm
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Customer Relatlonshlp Strategy Assessment iﬁ E’X 1‘-“">
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’ The Customer Relationship Strategy Assessment consists of
11 Steps Conducted over an 8-10 week period

wroa "L'

Seleat Customer
Group
Segment by sa%mam
1 Typs Type by Value

2 3 Idenyty High Value
Groups & Develop Suvey

Canduct Survey-
Nesda/Frotarence

omet Expet

Review Cutrent Stals Pasple, Process Technology and Knowledge
Enviranment acress the Customar

7

Performance vs Qur Value
Proposition

« Product/Features

« Tollored Conneckan

- Sales

- Servie

- Communrsationt

-~ Biling

Loyalty Factors across the|
!

Quantify Customer Needs

5
Analyze Findings

&

"

Needs -
What the Customer Wants

Preferences -
How they want t

Fucul Gmup (Oplienal)

&

Idently Acqure Develop
& Rutenton
Imprwamem Qpporunibes

Qunntify Velue
F______._._-—-—‘r Proposikon Gaps

10
Develop Impartant
Close the Gap Femelvg Bfﬂness
Freoplo Change Casa & Roadmap
Process Changa
Technology Changer 1

& Knowledge Changs
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Customer Access Management

Areas of Servnce

= Sales Force Automation
— Opportunity Management
— Deal Configuration
— Sales Management

+ Internet Consulting

» Performance Management

« Compensation

« Training

* Recruiting

= Account Management

« Contact Management and Optimization
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Provtdmg the appropriate level and type 0f access to a customer and ejfectzvely
managing the associated information are key to forming customer connections.

| Customer Need |

Fassenger

;
Corporale

The Inquiry Could be Made via a
Variety of Devices/Processes

WER

ﬁ

Call Center Agent

@ _

{Mohile) Sales
Representative

]

Kiosk

All Customer Contact Points Should be
Synchronized so thar the Customer
Gets the Same Accurate Information

>
<2

Regardless of Source

Database

Event
Triggers
Response

Manapement
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Customer Process Management
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Mansgememt

Conlamcr Faoiadge Mapgeet

&

Areas of Service

ERP and Customer Service Integration

* ERP and Sales Force Service Integration
Category Management and VMI

* Trading Partner Relationship Formation/ Facilitation
= Direct Response Programs (Customer Direct)
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Management

Areas of Service

+ Customer service re-engineering

» New call center design development and deployment
+ Call center review and optimization

» Call center consolidation

» Call center architecture development
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rgg_sﬁ‘tpmgr Knowle(dge ’Management

Areas of Service

= Customer information integration

* Customer knowledge management architecture
*» Data warehousing/ Data mining/analyses

* Database Marketing Programs
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MODELS TO DEVELOP Zm’im"
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Attrition Models
Models that can be used to filter likely
customers who will attrite.
Re-Activation Models

Used to target customers most likely to respond
to re-activation messages / sirategies.
Prospect Pool

Collection of external data that can be matched
to other sources and utilized through madeling
and analysis for income generating campaigns.
NPV / Cluster Lifetime Probability
Analytical assignment of NPV value to each
customer to drive marketing strategy to optimize
income.

Optimization of Promotion Budget
Allocation

Allocation of marketing budget using knowledge
of models and optimization to maximize ROL.
Call Center Demand Forecasting
Forecasting call volumes into a call center to
optimize staffing and customer service.

Response Models for Targeted
Campaigns

Analysis models that enable the identification of
likely responders to a campaign.
Delinquency and Bad Debt Models
Models that can identify propensity of account
to go delinquent.

Fraud Detection

Analytical models that can rapidly detect
fraudulent behavior, based on Neural Network
technology.

Revaolver Models

Analytical models that can identify likelihood of
customers to pay interest.

Balance Transfer Models

Y

Modeis to predict prospects most likely to
Balance Transfer.

Hit and Run

Models that can determine the characteristics of
Hit and Run.

confidential and proprietary
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Customer Knowledge Manage

T

ment

Full enterprise relationship management requires b
customer analytics, longitudinal customer management and customer data management.

uilding competencies in campaign management,

- Acquisition targeting - Bg;
» Cross-sell/upsell targeuing
= Retention and winback

targeting

= Customer scgmentation

Customer Centric Capabilities

A - Predictive + Cross-product conlact = Fully mtegrated contart
+ Promotional lesting management management {across all
- Response atiribution + Longtudinal custottier touchpoints)
* Response analysis management + Real-ime inleractive

- Trigger-based promotions
= Lifetime value modeling
(and potential LTV

+ Tterative markeling modeling)
campaigns (programs and * Loyalty and reiention
waves) programs

marketing

Ement management

Enterprise
Relationship

Customer M
) anagement
Lifecycle
DBM Management
Operational Contact
Center Integration
Excellence Modeling/
Mining Engine
Campaign
Management System
‘ Customer Database |
.
ol
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Call Center S £ ZHE2 JHYYN of £ &8 W7 ZEE JNEGEA
UIMGIAIS AVS SEE JHE + YT F IXSAHY [/ 2ELEE WESE 00,

Customer Experience

Initsal Ongoing
Awareness ¥ Familarit Consideralion » Shoppi Purchase econsideralion, Re rchase,
> > > W} rsr>cmnersh> ”

Operating
Model

Performance Management/Metrics

Business
Objectives

I Efficiency | l i Intelligencm

L| Effectiveness i [ Loyalty |

confidential and proprietary
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O Maximize Customer Service Effectiveness

> Alternative access channels

»  24-Hour functionality

= Closed-loop processes; e.g. workflow reporting and hot prospect tracking
O Improve Customer Loyalty

* Improve retention through superior service, in-market information, and pro-active
outbound calls

» Demonstrate through actions based on the quality and image of the Mitsubishi
brand
d Increase Customer Service Efficiency
-~ Provide increased self-service options

» Provide customers and prospects with quick, accurate and comprehensive
responses to their needs

Reduce cost to serve

1 Optimize Intelligence about Customer Behaviors and Preferences

Enable knowledge of the customer

Gather and manage relevant information to drive customer-specific solutions and
incentives

Leverage transactional data for high-level decisions

'

LU

3
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Malu Prolect Approach Phase 1

TR TR T T ek

L AET ME Ieadlng practices & ”fo/c‘lf g"o/f? 0, customer relationship model 4
D BT EGY WE G FHYLCH, O/E Call Center [/ P=E ZHA BHE,
x]/"‘“’f YF 22 F5 Z back-office /&0 [§ & Outsourcing J/S‘é?’&‘// Aoty &

—

Current State Assessment

Executive Interviews

Leading Practices Review

Visioning

Evaluation of Outsourcing Potential

Customer Relationship Model

* CAP GEMINT
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MEI-#5H 0 B A0l HEEUS

3?/5-50()00(/{/ FH0)Gf S T8 ’:"‘E_‘E v T F g £ A = call center/customer service
performance & Lf 2 0} 7 EHGACH, 228 I P ST L FHALY AL 4 S8t
S B SN T AEO A e T YL

0 nAase D}J-IOH distol 222 d& A4ZS00 s 201 o £0ictH
SN, BUECT Z O U & E AHIRAIF S RUACH

a customer service technologies 2 customer relationship stra tegles
ol A KL Bale2 2otd JHE2 2 SRHLZ 2240 0l Y=
e*iﬂfer(lnteraction)% B 4= QN =T

0 XXXXX ZEJ| g E2 (Toyota, Honda, Ford) A& i 12 “%% k]
, 2ERAIDI 0, XIAIE 2 e 21 S0) st 4 & A&
Al ZEERACH

O XOXX = HHASHE 124 28 2E0NE MNEE AEN 28 SX0) U0
Customer Satisfaction Index 7t & H & Z0|6t=Z 23.5% (JD Powers 1998)
H 23 Std, 983 108K HEE AFEGHAN= 23S HE 0|
AL

ﬂJQ
0
k=
=

o XXXXX—-l DHoED FX 0 UM F2E HFE £35He call centers=
21 2 H(customer refationships)S %E}EHI AN HE HEHI AN
‘&!JDEH HIEM0l ot oS A X 250 AE SO
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Multiple points of entry & 2/5/0] %2 217 & FHE FPHH A4S

ZPIIE I EH A UL

E-Mail
Local Dealer

1-800-55MITSU
1-800-716-4353

| What Do | Do At End Of Term?

Z0 HEE
| Turned My Car In,

But Still Got Billed...

l Can | Gat A New Statement? l

‘ Where Is My Local Dealer? |

1-800-222-0037

[ My Car Broke Down, and | Need A Tow..,

1-800-207-6408
1-800-426-7038
1-800-335-1119
1-800-289-9798
1-800-770-5983
www . mitsucars.com
1-877-Wake-u-up

I Mitsubishi Motors

[Dld You Receive My Payment?

| | Want To Extend My Lease...

l_l Want To Surrender My Car...

[ What About My Title?
rls This Covered By My Warranty'?_l

lEes My Car Have ABS? r

=t
— LG

JI I'm Having Trouble Getting My Car Fixed...—J—

confidential and proprietary

Customer

What Is The Music
in Your New Ads?

| Like My New Montero,
But The Cupholders...

ME1I a3 0

A A

3

M 53 (Customer Experience) ol 2&

x.é‘/ ‘='_../J/ BH GHY, T B ALY,

Fory 0 SHES0 BoolE SR XY %’3": ey S&H F2 I FE
PN ANISHFEE EHNoHN G0 2H UECY PEFOE FE2FTH ELE

X QENES HE 5‘7/J/

Customer 1

Customer 1 ——>

1. Dialer calls customer 17 days past due

2. Customer calls back to secondary callections to say bill was paid
3. Customer transferred lo CSU; CSU fries to research

4 CSU pass to ASU for help

5 ASU passes back sayng copy of check is required

6. CSU calls customer for check

7. Customer sends check; GSU researches and solves

8 CSU ealls customer back with resolution

Customer 22—

1. Customer calls number on owner's manual lo Inquire about buying
vehicle financed under DAP agreement

2. MMSA transfers customer to EOT Services, EQT provides customer
with quote

3. Custormer calls back to buy vehicle -- wants to refinance with Mitsubish)
4. EQT transfers customer to CSU

5. G5U transfers to DAP speciahst in CSU Support

6. DAP specialist calls customer back with terms

7. Customer call lo accepts terms and takes next steps

Cuslomer 1

MMSA

Customer 2

Note' Datas an apq‘ux:manon {based prinarily on observations and

tervews T tecenters) for il

purposes only
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" e Current Situation T e Result .
0 gl DT STy O @4 gl D2 B (customer
experience)
O FUEQ S HE

0 s&s1, 23
ax

O Integration &

U= SEE NE9

3 Al AE?} data integrity 5

Q ol DA N2 HEALE 6O
DUHIL B2, HE, HALHES &

0 process integration &%

O call center 2+ transaction X2l =g
2t EEFFE A3

0 data integrity 5

0 gFxHe 253 WY

Q customer value0f| 2+& X1 &1 0f
DHEHT S0 DAY &S HE

[J Handoffs, bottlenecks and rework
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'AH2ll-Call Center Performance

SRR p T R
XAt & FEANAZF FH 0/ 50/ Best In class ) ZEF & &5 27/ Ho/f e =
NEGO Ot & BRI YL
I A0 Toyota® Nisgsan? Manufacturing® | Best In Glass*

Percent Calls Abandoned 8% 2% 5% 5% 2%
Average Time in Queus 40 sec 16 sec 75 sec 30 sec 10 sec
Calis Per Agent Per Day .5 60 90 50 108
Percent First Time Final 10-15% - - 86% 96%
Cost Per Call §$13.23 - - $8.00 $3.36
Annual Base Pay $29,735 - - $30,000 $26,000
CSR Utllization Rate 50% 30% 39% 75% 20%
Target Service Level 60-20 sec 30 sec - 30 sec 5 sec
Service Level Attained 90%3 - - 90% 99%
Call Ha'ndled inIVR 15% 28% 40% 50% 90%

1 Blended MMSA/MMCA mbound calls

3EY 326 Call Center Satvey

§ Based on target serviee level of 6090 sexonds

I PronT aijvu
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AP Eill-Future State Objectlves Call Resolutlon
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lntenm Future
Current % of —) % of Total % of Total
Total Calls Phase | Goals Calls Calls
100% 100% 100%
VR '
el Self-Service 44% of All Calls
15% elf-service (8001 Love Mitsu) Resolved via IVR 44% 46%
60% of Calls i l
Not Handled by VR
Universal Agent Resolved by Universal Agent » .
(65% Single Call Resolution) 34% 43%
Lovel 2 Level 2 Only 40% of Calls not l l
avel evel
* Aceount Product/Service ’;andl.ed lE)y thle t|V R 15% 10%
\* Case Manager Case Manager equire Escalation + ¢
65% of Escalated
2 Calis Handled without 7% 1%
Additional Hand-Offs handed off  handed off
*Nat Measured loday 21% based on cal) lege again again

D Future Praject

confidential and proprietary
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Mal-Future State Operating Model

P L g

i L

E’ operatmg modeh_— customer semce.:_E /W—?é’ 2874 v a’ﬂé‘fﬂ
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I | Customer Care Collections Dealer Care |
I Multipte Access Channels g:ﬁz:éi Muitiple Access Channels I
l (Web, IVR, Mall, Fax, eic.) Number (Web, IVR, Mail, Fax, elc.) I
! o | !
Self- Service Rogdside
l Assistance I I Service I
Customer
I | Outrman | I |
Low Risk Dealer
l Outreafh Customer Care Universal Agent I Collections I Care I
I Agen | Agent | Agent? 2 |
l \# T I \& 1 |— — ¢— —— -
Medwm/High Level 2 Specialists
| Level 2 (%isgcl\g?nagers | Collections Other (e.g. Techline,
| Specialists warranty, parts)
Skip Tracing & Deater Care
I L Customer Care Support l Repo Specialists [ Support
I L Account Servicing I Cusllue;égrn‘s Q:;?;g;
= L
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New contact center organization (single organization)

3 Level customer support (level 1 outsourced at $2.46/call, level 2 escalation with
72 legs staff, manual processes handled exclusively in a new support organization)
Customer Qutreach using Web-based and telephony based leads

Integrated Siebel desktop to handle all customer contacts

Computer telephony, contact routing IVR and 800 number consolidation (}
inbound 800 number)

New outsourced customer outreach organization to handle end-of-term, survey
and prospect conlacts

New inbound telemarketing organization to handle “hot-leads” from TV
advertising

Level 2 customer care teams given high levels of authorization and flexibility to
assist customers

100 Automnated workflows to manage customer requests and manual processes
with support groups

O Advanced contact center reporting and management

O Potential to improve customer retention by 16 points over past results

oo

U ooo
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4 2 A0 Ab

CHE & &} 761-2600

Mobile :011-9910-7030

E-mail : Kwang-Sik Kim@kr.cgeyc.com
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