Strategy first.  Warehouse second.
You know I’m a big proponent of (centralized) data warehousing and what it can do for a business.  But the key is the “what it can do” part of that sentence.  Too often, companies want to start with centralizing the data, when they should be starting with how they’re going to use it.

Consumers (rarely) react to a single contact.  Their relationship to your company will normally depend on the sum of all their experiences with it.  You need to understand that sum, and what goes into it.  The way to do that is to: 
1) identify and map out all the ways a customer can interact with your company throughout the customer lifecycle,

2) create a strategy to link and optimize these touch points, and 
3) then create the infrastructure to implement your strategy

These interactions will involve tools like your website, email, snail mail, telephone, social media, and face-to-face.  They will take place during proactive and reactive interactions with people in your sales, marketing, accounting, operations, distribution, legal, and other departments. 
Prospects and customers are not all the same. Which of them are “influentials?”  Which are “advocates?”  Who is profitable?  Who is costing you money?  How do you want to interact with each of these groups during every potential contact with you?
Sound complicated?  It is.  But would you rather have your prospect and customer relationships developing randomly (as they do for most companies), or under your direction?  
The more you understand, guide, and control the contacts that create a customer’s relationship with your company, the more successful you are going to be.  That idea is simple, it’s the execution that’s hard.  But the more you embrace that execution, the greater the competitive advantage you will generate.
Your CMO can help you map your interactions and better control their outcomes to create more profitable relationships with prospects and customers.  Give me a call and we’ll talk about it!
