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• CRM is a Business Strategy to select & Manage Customers to 
Optimise Long Term Value 

• CRM Requires Customer Centric Business Philosophy & 
Culture 

• CRM Applications can enable effective Customer Relationship 
Management 
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Customer 

Management 
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A company wide business strategy to: 

A customer centric philosophy that has to permeate through an entire company to be 
successful 

Reduce Cost 

Improve revenue/profitability 

Provide data to produce a holistic picture of a customer in real 

Achieve customer satisfaction, 
loyalty and advocacy 
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Generating a positive consumer experience at the point of sale and after sales 

Adding value to a company by enabling it to differentiate itself from its 
competitors who do not offer the same experience 

A shift in attitude enabling creation of customer happiness 

Creating a customer centric culture is a planned business strategy 



• Better customer service through improved 

responsiveness and understanding. 

• Builds customer loyalty 

• Decreases customer churn 

• Quality and efficiency 

• Decrease in overall costs 

• Enterprise agility 
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What is CUSTOMER SATISFACTION ? 
• SATISFACTION is the  Consumer’s fulfillment Response. 

• It is a Judgement that a Product/Service (and/or its features) 

provided (or is providing) a pleasurable level of consumption –

related fulfillment, including levels of under or over-fulfillment 

• Customer Satisfaction is a MOVING TARGET 



Drivers of Customer Satisfaction 

• Communicating with Feelings and Emotions; how we make 
consumers feel. 

• Levels of Personal Service, Attention, Speed of Service, General 
Quality of the Contact; how consumers are served  and treated. 

• Adherence to standards, On-time Performance, Living up to 
Promises, Lack of Product or Process Failure 

• Delivery Systems, Billing, Pricing Policies, Scheduling, Warranties, 
Complaint Handling and other features that enhance and support 

the CORE 

• The essence of what we offer- Essential Service - Electricity 

Emotional 
Elements 

Interaction 
with 

Company 

Operational 
Performance 

Processes & 
Support 

Core 
Product/ 
Services 



• Identify our customers – 
internal/external. 

• Understand the areas of 
interaction/interface with 
them. 
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• Understand how the 
product/service is used by 
the customer. 

• Determine the gap between 
what is offered and what is 
expected. 
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A Necessity to do business 
Needed for continued profitability and 

growth 

Will stay until a better option is 
available 

Are there to stay 

No emotional connect Emotionally attached to the company 

Are referrals of business 
Are goodwill ambassadors of the 

company 

Regard company as product/service 
provider 

Will be a partner of the business 

Actively seeks and evaluates company 
data 

Shares data to advantage of business 



Reliability 

Unplanned Outages 
• No Loadshedding 
• Minimum Breakdowns/Fusings 
Planned Outages 
• Advance information to consumers 
• Not to cross time schedules 
• Always keep communication channels open 

• Prompt attendance of breakdowns 
• Re-organizing networks to reduce breakdowns 
• Prompt attendance to voltage fluctuation complaints 

Service 

Quality 
• Voltage 
• Frequency Stability 

Price 

• Competitive 
• Explainable 
• An Entry Barrier 
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Handling B2B Customers:- 

• One size doesn`t fit all 

• Don`t forget People behind the Business 

• Quality Service apart from product innovation 

• Word of Mouth/ Referrals drive business 
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More Complex Issues 
Few but Large Customers 

Important to Know Customer 
Business Background 

Multiple Potential Contact points 
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Established in 1897 

3.3+ Million Customers 

Service Area  567 Sq. KM 

Headquarters Kolkata, India 

“India’s first fully integrated Electrical Utility Company with a private participation in 

generation, transmission and distribution of electrical power” 

Revenue INR 7939 Cr (FY 17-18) 

Serving the twin cities of Kolkata & Howrah 
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Premium 
Value 

(Bulk HT) 

High 
Value 
(Bulk LT) 

Mid Value 
(Annual Bill 
Value >24K) 

Mass 
Market 

(Annual Bill 
Value <24K) 

1078 Nos., 
0.03% 

7124 Nos., 0.23% 

3 Lac Nos., 9.65% 

28 Lac Nos., 90.09% 
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25% 

8% 

32% 

35% 

Revenue 

Segmentation on Revenue 



Premium & High Value Customers 

• Strategically Important Customers – Understanding the Customer`s Business 

• Key Account Managers (KAMs) - Relationship Building: Unlocking Long-term Value 

• Proactive Outage Management 

• Customer Meets 

• Customised Service – Special Payment options, Rescheduling Planned Outages,  

            Generator Support 

Premium Value: KAMs with 
average 25 years Exp. 

High Value: KAMs with average 
15 years Exp. 
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Feedback:  
 

Personalised Feedback &  
Ensuring Action (if required) 

Communication: 
 

Customised Communication 

Personalised 
Services 



Mid-Value Customers 

• Web-Services – Virtual Office 

• App – One-Click Services from Call to Docket 

• E-Care – Dedicated Mail-IDs/ WhatsApp/ SMS – Online Support 

• Online Chat – By Leadership Team including Managing Director 

• Social Media – 24x 7  Assistance – Most responsive Facebook & Twitter Page 

(Average Response Time 7 mins), WhatsApp (2000+ Queries per month) 

• Digital Payments – All major Mobile Wallets, Cards, Net-Banking, RTGS/NEFT, ECS, 

Auto-Pay 
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Feedback: 
 

Digital Feedback 

Communication: 
 

SMS & App Notifications 

Digital Services: Web & App 

“To create a Digitised Utility – towards a Digital India”  



Mass Market Customers 

• Toll-Free Contact Centre – For Supply & Billing 

• SLA: 90-10 

• Customer Service Centres – 6  

• Cash Collection Centres – 40 

• Any Time Payment Kiosks with E-Service Zones 

• Copy Bill Kiosks 
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Feedback: 
• Push-Button at Customer Service Centres 
• Feedback On-Call post Resolution 

Communication: 
 

Mass Medium (eg. SMS) 

“Aspirational Segment: Today`s Mass Market – Tomorrow`s Mid-Market”  

Contact Centre 
Customer Service Centres 
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Real-time 
Feedback for 

all Online 
Services – 

Digital Platform 

Annual 
C-SAT 
Survey 

Telephonic 
Feedback – 

Post 
Resolution 

Push 
Button -  
Walk-Ins 

Online Chat 
– Direct 

feedback 
to 

Leadership 

Email/SMS  

WhatsApp/ 
Social 
Media 

Centralised 
Complaint 

Management 
System 

BI & Analytics 
for Proactive Complaint 

Management 
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New Connection within a Day 

Supply Restoration within an Hour 

Complaint Resolution – FTR 84% 
2 days (No Inspection);  5 days (With Inspection) 

24x7 Affordable & Quality Power –  
99.8% Reliability Index 

4 paise Tariff increase in 4 years 



Premium & High Value Customers 

Conducted by M/s Nielsen in FY18, M/s IMRB Int. in FY17 & FY16 
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95 

97 97 

Overall Satisfaction Index 

FY16 FY17 FY18 

Achieved National 
Benchmark  

for Customer Results 
in CII EXIM Bank Award 

2016 & 2017 



Mid-Value & Mass Market Customers 

Conducted by M/s Nielsen in FY18, M/s IMRB Int. in FY17 & FY16 
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86 

95 95 

Overall Satisfaction Index 

FY16 FY17 FY18 
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2.6 

2.7 

2.8 

Web-Service Feedback  
(On a scale of 3) 

FY16 FY17 FY18 

Mobile App 
Downloads – 2.47+ Lacs 
Current Rating – 4.2/5 

(Playstore)  

1905 

4688 

9023 

7417 

Jan-18 Feb-18 Mar-18 Apr-18 May-18 Jun-18 Jul-18 
ALEXA Website Ranking  

CESC Torrent TATA Reliance 



50 
58.1 

100 

FY 16 FY 17 FY 18 

New Connections 

Actual (% of total) 

48.6 

71.9 
78.17 

FY 16 FY 17 FY 18 

Name Change 

Actual (% of total) 

61.5 
74.9 76.3 

17.5 
28.5 

35.39 

FY 16 FY 17 FY 18 

Bill Payment 

% payment (HT) % payment (LT) 

72% 

Overall 
Non-
Cash 

Revenue 
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1Mn 
Online 

Payments 
per month 

44.6 

44.3 

45 

FY 16 FY 17 FY 18 

Addl. Load for Air-Conditioners 

Actual (% of total) 



From Service Provider to Service Advisor – From Functional to Emotional Connect 

 

 

Special Products & Services:- 

• Creating a FACE for the Organisation – KAMs 

• Beyond the Meter - Condition Monitoring of P&E 

• Sharing best maintenance practices 
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Premium & High Value Customers 



From Service Provider to Service Advisor – From Functional to Emotional Connect 

 

 

Special Products & Services:- 

• Differentiated Services – to bring in Transparency & build Trust 

 Personalised Consumption Dashboard – on App 

 Daily & Hourly Consumption Pattern – Smart Metered Consumers 

• Tips – Energy Conservation, Safe use of Electricity 
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Mid Value Customers 



From Service Provider to Service Advisor – From Functional to Emotional Connect 

 

 

Special Products & Services:- 

• Informative Bill design 

• Safety Tips – SMS, Mailers, Hoardings 

28 

Mass Market Customers 



94 

95 

97 

FY16 FY17 FY18 
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Conducted by M/s Nielsen in FY18, M/s IMRB Int. in FY17 & FY16 
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R&R based on 
Customer Feedback 

• Training Sessions & Workshops – Every Frontline Employee has to complete 7 days training per year 

• R&R for all Customer touchpoint Employees based on Customer Feedback 

• Employee of the Week & Month 

“Happy Employees – Happy Customers”  
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Opinion Makers’ 
Meet during 

Festive season 

Presence at the 
Annual Kolkata 
International 

Book Fair 

Meeting Customer 
Groups at their 

Localities 

Catch them 
Young – School  

R&R based on 
Customer 
Feedback 

Knowledge 
Sharing sessions 
with Premium & 

High Value 
Customers 

Safety Workshops 
partnering with 

Institutional 
Customers 



Thank  
You 
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