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The last decade has been dominated by investment in call centres. Extravagant claims were made
for the impact of CRM on profitability but, in reality, customers quickly came to see that what

was being offered as a commodity and all of that investment just became a cost of doing

business.

In the last few years CRM has been revisited to address the fundamental issues surrounding how
to manage customers to maximise share of wallet, encourage loyalty, and maximise lifetime
value. This is what Customer Experience is all about. One of the first things that becomes
obvious when talking about Customer Experience is that it is a far from trivial concept, and that
its reach is extensive, its demands are exceptional and, accordingly, although many may talk
about it, there are few who can really deliver. Chordiant would claim to be the Customer
Experience champions, and | can see no reason to dispute their rightcrowrat

Customer Experience is about using every opportunity with a customer to maximise their

potential value in a way that is of benefit not only in the short term but, vitally, over the life of

the customer as a partner, even if that means doing nothing at this point in time. Such decisions
are complex and require careful optimisation. To make such decisions requires a decision engine
based on a large pool of data—the 360-degree view of the customer that is so often talked about.
From that pool of data a variety of seemingly equally valid options will arise but, if long-term

value and not short-term gaols are to be satisfied, then the best next action must be decided by
optimisation. This is a far from trivial first step. It requires an ability to scale to hold the volume

of data, it requires speed to obtain answers to complex questions fast enough to influence the next
behaviour, and optimisation is something which is very difficult to do properly let alone on a

large scale and at speed. Chordiant have such an engine that meets those criteria, which is why it
is being used today by many of the leading Telecommunications and Financial Services
organisations. This, on its own, would be impressive but it would not address the requirements of
managing the Custome&ixperience.

Those optimised decisions have to be integrated in a structured, managed way across all
customer-facing channels. Customer Experience does not occur just over the Internet; it is about
the web, through the call centre and in store, or when a representative in whatever capacity is in
face-to-face contact with the customer. A customer experience solution must therefore embrace
the entire customer-facing channels and include a campaign management environment to unite
them all in a co-ordinatef@shion.
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Having undertaken those actions it is then necessary to report on them, to close the loop. Because
the scope and scale of customer experience is so large, historic reporting by tabular structured
data is not going to convey information meaningfully to many people within the workflows that

are now being managed as part of the customer experience solution. Chordiant includes highly
sophisticated visualisation tools to help to transmit data to the various bodies who need to be able
to understand not only what has happened in the past, but what is happening today, and what is
likely to happen in théuture.

Currently | can think of no other solution set that is as advanced at providing all of those
components as Chordiant. Chordiant also has established an infrastructure of partnerships to
assist in the delivery of the solution, which obviously is going to be far from trivial, being more
profound than just a technical implementation. This is a leading edge solution, which will help
customers avoid having to feel that they are at the bleedigg.

| believe that Customer Experience is one of the most profound challenges facing companies
today; it is about managing customers as a farmer would his cattle or land, not just quarter by
quarter but as a sustainable asset. Chordiant have the most complete offering available, it has no
obvious weaknesses and offers vast potential for realising the bemefrised.
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Bloor Research is a company founded with pneciple:

" To enable people to choose the optimal technology
solution for their needs.”

We're passionate about this and it dictates howwaek.

At Bloor we work with you as IT vendors or users to improve your business performance. We
make sure that users understand how their needs will be met by IT and that vendors understand
what users need from their solutions. Our busineabasit:

® enabling our clients to understand the business drivers and choose appropriate technology
for their business

® saving our clients’ time and money by providing independent product and buyer
requirements, assisting their access to the right customers - with comparison and analysis
that is clear, succinct and thorough

® saving our clients’ time and money by advising them of market and buyer requirements and
assisting their access to the righstomers.

We do this using a combination of Knowledge, Peoplefaugss...

Knowledge - so that clients understand business issues and how technology can be applied to
solve those issues. Knowledge about products offering technology solutions and the IT vendors
offering them. We make this knowledge available in a variety of forms from our research reports,
website ancekvents.

People - both users and vendors who benefit from Bloor’s hundreds of man-years of experience,
with our analysts providing advice, guidance and expertise on a wide variety of business and
technology issues within what we refer to as our Optimal Techn®logyework.

Access - Bloor is able to influence both vendor and users behaviour, by feeding back User needs
and market trends revealed through our analysts’ customer engagements to help vendors develop
more appropriate products. Through speaking engagements and events we can help user contact
potential vendors, as well as providing peer networking and opportunities for vendors to promote
their capabilities.
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