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Customer satisfaction evaluation and follow-up

• ISO 9001-2008 certified systems and procedures

• Covers most of the services provided by our organization

• Evaluation: several methods depending on service:
– Evaluation forms to 100% of our customers after receiving a service

(ex. Export Information Bureau, seminars, courses, missions, etc.)
– Yearly external customer satisfaction survey
– Internal semi-annual customer satisfaction surveys

• Monthly follow-up at managers’ meeting and quarterly reports and
action plans to work on continuous improvement



Follow-up case 1: Industrial linkage program
(forming indirect exporters)

Aligning the organization’s and personnel KPIs to concrete 
customer results (purchase orders) builds commitment on all 
levels - including operational - to follow-up until the cycle is 
complete.



What our current information system 
provides:

• Define profiles for vendors and 
exporters
• Vendor diagnostics reports
• Define relationships between vendors 
and exporters
• Potential linkages (deals) complete 
cycle follow-up, status and action items
• Relevant documentation regarding 
each potential deal, such as 
requirements, blueprints, specs, etc.
• Notes, minutes, site visits
• Report generation

Follow-up case 1: Industrial linkage program
(forming indirect exporters)



 Promotion agents’ goals are fully aligned and
measured against concrete exporters results
(and confirmed with export declarations)

Internal system used by 
international offices and local 
promotion agents:

Opportunity follow-up by 
sector and market

• 80%  There is an explicit 
purchase intent from buyer

• 90%   Merchandise  is in-
transit

• 100%  Buyer has received 
merchandise

Follow-up case 2: Direct export promotion



TRANSACTION 
COMPLETED

100%90%80%

NEGOTIATION DEAL CLOSED

• Product info.

• Quotation

• Logistics

• Concrete

Purchase intent

• Purchase order 
• Merchandise in
transit

• Buyer received 
merchandise
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Opportunities identified Opportunity follow-up
UP TO 1 YEAR

Follow-up case 2: Direct export promotion



• Develop, administrate and maintain a single, integrated 
customer information database 

• “Remember” everything we learn on each interaction with 
our customers

• Know our customers and understand their specific needs to 
follow-up and assist them throughout the full cycle

Strategic objective: establish a true customer-centric, 
integrated knowledge management system to follow-up 
on the exporter’s full life cycle, as well as optimize our 
communication and relationship with our customers

Immediate future…



• Centralized customer database
– Today, Procomer has 5 different systems

• Know and understand who our customer is
– Tailor services and follow-up to their needs 

• Communication
– Target specific audiences based on their sector, needs & preferences

• Integrated follow-up
– One single service point for the customer, linking services and results 

(ex. Market research study followed by an intl. business agenda)

• Enhance security of our institutional knowledge

Advantages to a centralized CRM
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