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Many forcesar e affecting your
service ability in the current downturn

Increase in the cost of capital in
tightening credit markets

Payment behaviour of
Distressed clients / conditions of
Shareholders suppliers

I Requirement for
YOU . contingency planning

Focus on efficiency

Drop in customer
and consumer
demand

Underfunding of
pension funds

Saturated Markets

cComp

Therefore focus is needed on your current customer base and

customer satisfaction to better retain, cross & up sell, and service
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Companies that are currently working on Inbound Sales
expect to see:

NReduced t I to create
campaigns 3-4 days to n 1-05% increasein 5 1 0 0 %in tustdmeer

34 hour so leads and 50% of those  retention resulting in
leads 1 esul g48nmilioninannual
savingso

fi 2-80% acceptance ‘
rates on renewal offers

Il n the cont act centero

N300% 1 nig |
acceptance rates

relative to previous 1400 % irHiGtlyear
met hodo of depl oy me

nPai d f or t
implementation and
hardwarein9 mo nt
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Companies are changing their campaign mix to real time
Inbound to improve customer dialogue and conversion

Up to 30%
Appropriate
Customer initiated PPTOP g
g.
S o
| Relationship driv S
2 'Real time S
E Customer triggered %)
o Event driven Convenient 15% S
c
O Product as Service 2
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a w
7p)
3
= Up to 3%
2000 Source: Gartner Group 2010
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You can now start with real-time Inbound Sales
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Customers are more likely to accept an offer the more

It is personalised and made relevant in time and context

-
DeIOItte CRM Innovation Day 2009 - Planning and Executing effective Inbound Sales strategies Page 5



Inbound Sales channels have typically a ten times higher
conversion rate than traditional outbound channels

Outbound:

A Product Driven
A Reach out to the customer and get his attention
AiiLet me find a group opfoductwst omer s tF

A Typical conversion rate: up to 3%

Inbound:

A Customer Driven

A You already have the attention of the
customer because he contacted you

AfiLet me find t heustbneesdt

A Typical conversion rate: up to 30%
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Deploying Inbound Sales in your organization:
Think big, start small, scale fast...

Organization Process

- Inbound marketing is a discipline on its - Align new inbound processes in your
own, create focus and responsibility. organisation with existing customer contact
- New roles: Offer Factory, Inbound Sales processes.
Manager - KPI 6s
CUSTOMER

- Change mindset and culture - Provide agents with the right information

- Create a customer focused culture and tools to sell

- New skills - And marketeers with the information and

tools to market
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From outbound to inbound requires several changes in
your organisation

Organization

Alnbound sales is a discipline on its own, create focus
and responsibility, new functions:

Al Of f er Factoryo
Ail nbound Sales Manager 0

Governance

ADefine and measure your success (benefit tracking)
AReward customer value instead of product volume
AAlign marketing target with agent targets

AReward behaviour of agents A no results no
learning

ATransl ate inbound succe S
throughout the value chain
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The definition of inbound success needs to be translated
Into operational processes...

Process Offer Factory

Alntegrate Inbound Sales into existing customer
contact processes across channels

AlLeads created in one channel can result in
sales in another channel

Inbound Chain

Insert campaign

Launch

Monitor and
Evolve
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...and requires a different mindset and skills from your
employees to become truly customer focussed

Training & Coaching
AFocus training on sales signals

AService Agents: to be trained on sales story-lines and
conversation techniques (soft skills)

Culture and values

Alnbound Sales manager stimulates a customer
focussed culture in your contact centre

ACreate champions and reward sales attitude

Reporting

ABottom-up: daily/weekly reporting to marketing and
service: what successful offers are and which are not.

ATop-down: daily interaction with channels changing
campaigns/offers based on current market situations
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Supporting technology enables to market, sell and
measure your inbound offers

Software solutions
AProven technology from different vendors

Customer data

ACustomer data is key, but you can start with what
you have and improve it

AData requirements: customer ID, product data and
installed base

Architecture

AEasy scalable from pilot to fully integrated
application

AOffers easily integrated in a variety of front ends
and channels
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Insights in Inbound Sales provide a view of customer
trends and interaction effectiveness over time

Insights in:

ACampaign & Offer
AAnalysis

ADecisioning Analysis
AROI Analysis

ACustomer Profile Analysis
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