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What is CRM?

CRM is the art of leveraging
l people,
l information/data,
l process, and
l technology

to optimize the way an
organization markets to, engages,
and services it constituents.
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Why is CRM Important?

u Adds value for your constituents
l They can control their preferences (ranging

from the format and frequency of email
communications to the type of information
they receive both on- and off-line) through
self-managed user profiles.

u Adds value for your organization:
l Saves you time and resources
l User self-identification and metrics enable you

to more effectively target the segment(s) of
your constituency you most want/need to
reach.
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Best Practices for CRM:
Adding Value for Constituents

u The Annenberg Public Policy Center at the
University of Pennsylvania conducted a series of
focus group sessions  that confirmed visitors to
political web sites want control over their
experiences online, including:

èAbility to Opt In/Out
èClear Privacy Policies
èChoices on When and How to Receive
information
èAbility to Interact with the Organization
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Adding Value for Constituents:
Opt In (and Out) Registration

u It should be easy for users to opt-in, change their
profiles and preferences, or opt out.

Provide
multiple
opportunities
and clear info
on how the
process
works to
increase
constituent
satisfaction
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Adding Value for Constituents:
Opt In (and Out) Registration

u Opt out is critical when buying names or doing
paid outreach

Allow users to op out
early an and through
multiple venues
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Adding Value for Constituents:
Clear Privacy Policies
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Adding Value for Constituents:
Information Choices
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Adding Value for Constituents:
Ability to Interact
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Adding Value for the Organization:
User Control Saves Time and

Resources
u No staff time is needed to add/remove names
from mailing lists or update user preferences.
u Providing clear information on-line can help
reduce email or telephone inquiries about
functionality and processes (e.g. how do I
volunteer/donate/ get involved?)
u Creating opportunities for interaction help you
direct the information received to the right place
right away.
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Adding Value for the Organization:
Use Self-Identification To Target

Key Audiences
u User self-identification of interests saves costly
research into finding who is part of your most
important audiences.
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Adding Value for the Organization:
Use Metrics to Target Key

Audiences
u Adding a user’s engagement history to his/her
profile enables surgical targeting of future outreach
messages and calls to action.
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CRM Best Practices:
Things to Consider

u If you allow users to indicate their preferences,
respect those choices.  Constituents react
negatively to unsolicited email, which includes
mailings that are more frequent than they
requested, are off topic or in formats they do not
want.
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CRM Best Practices:
Things to Consider

u Internet users have become wary about sharing
personal information, and the amount of
information they are willing to provide has a direct
relationship to the perceived value of what they will
receive in return.

l Request the most basic and important
information first, then provide opportunities to
add to a profile as the relationship grows.
l Offer a variety of “products” in exchange for
different levels of information.



Penny Crawley -- March 21, 2003 Page 15

CRM Best Practices:
Things to Consider

u To Segment or Not to Segment - How Much
Information Should You Collect?
l Pros of Segmenting Lists:

èAllows for highly targeted and personalized
messaging

èresulting actions can have higher political impact
è  decreases number of mailings received by each

user

l Cons of Segmenting Lists:
èMay miss opportunity to cross-recruit
èManaging segmented lists requires more time and

resources
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CRM Best Practices:
Things to Consider

u Relevant information about the constituent must
be integrated into all touch points for the
organization to ensure that every interaction is
both consistent and appropriate.
l Integrate or synchronize all databases (on-

and off-line) on a timely basis.
l Create a “style guide” for constituent

interactions.
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CRM Best Practices:
Things to Consider

u One model won’t necessarily fit all situations or
work all of the time.  Constantly review results to
make sure your strategy is working.

Dramatic differences
between the number of
visits to a registration page
and visits to a thank you
page can indicate your
process is too complicated
or you are asking for too
much information.


