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C-Metrix Approach

database(s)

CUStomer

# O& Customer Interaction
Inbound

* Phone - Call Center; IVR

| *+ Web/Email
Direct Sales/Agents Determine
Kiosks optimal

. Malil product mix,

c_h_annel,d

Outbound Pl

* Phone — Call Center programs
Web/Email
Direct Mail
Broadcast Media
Direct Sales/Agents

Segment
customer base
along inherent

loyalty
dimension

Develop cost functions
for each scenario of
pricing and retention

programs

Develop
corresponding revenue
impact models

Ascertain true
value of each
customer based
on loyalty
coefficient

Determine impact
of product mix,
pricing, care,
retention programs
on each customer
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Hit or myth: Meaning
of ‘loyalty’ misunderstood
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