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Rogue Wave (Rogue Wave Coffee Roasters, 2024) is a local café and coffe roaster in Edmonton with a strong opportunity to improve how it manages customer relationships. The business already connects with customers through social media, in-store purchases, and follow-up communication, but those interactions become much more valuable when they are supported by a clear CRM strategy. Instead of only collecting customer information, Rogue Wave can use CRM to better understand customer behaviour, encourage repeat visits, and build stronger long-term loyalty. This project focuses on how a more practical CRM system can help the business turn everyday customer interactions into more consistent and personalized relationship-building.
The goal of this CRM Implementation Build is to show how Rogue Wave can use segmentation, touchpoint tracking, customer data, and automation to improve retention and support better decision-making. The report explains the changes made from the original plan, outlines the customer journey, identifies the key data inputs and outputs, and shows how the dashboard can help management monitor performance and improve the customer experience over time. Overall, the project presents a CRM solution that is more realistic, more measurable, and more useful for a local business trying to strengthen customer loyalty and support long-term growth.









Change Log

	Original issue from Plan
	What we changed in Build
	How it improves the final CRM solution

	[bookmark: _Int_ICy2sXtn]Company choice was unrealistic because the original plan focused on Starbucks, a large global brand with complex systems and resources beyond the scope of this assignment.
	Changed the company from Starbucks to Rogue Wave, a business with a more realistic scale, clearer customer touchpoints, and more manageable CRM needs.
	This makes the CRM solution more practical and believable because the recommendations now fit the size, data collection methods, and customer relationship needs of the actual business.

	The original plan did not include enough persona detail to clearly show who the CRM strategy was targeting.
	Added a full customer persona with specific behaviors, motivations, preferences, and interactions with Rogue Wave.
	This improves the CRM solution by making targeting more precise, which supports more relevant messaging, stronger offers, and better channel selection.

	The original plan lacked a clear customer journey map, so it did not show how customers moved through the brand experience.
	Added a customer journey with defined stages, key touchpoints, and CRM actions tied to each stage, including awareness, purchase, follow-up, and retention.
	This improves the final solution because it shows exactly where CRM can collect data, trigger communication, and strengthen the relationship over time.

	Segmentation in the original plan was weak and too broad, which limited the ability to personalize communication.
	[bookmark: _Int_5Q3zS9J9]Created clearer customer segments within the CRM based on behavior, purchase patterns, and engagement level.
	This strengthens the CRM solution because Rogue Wave can now send more personalized messages and offers instead of using the same communication for every customer.

	The original plan had a weak data strategy and did not explain what information should be collected or used.
	Added custom fields, data capture points, and reporting outputs such as purchase frequency, preferred products, visit timing, and customer engagement metrics.
	This improves the solution by giving Rogue Wave a stronger analytical foundation, making it easier to track behavior, identify trends, and support better decision-making.

	[bookmark: _Int_RTtEzUJV]The original plan felt too theoretical and did not show how the CRM would actually be implemented in practice.
	Built the revised solution within a realistic CRM platform structure such as HubSpot or Salesforce, including workflows, fields, segmentation logic, and dashboard outputs.
	[bookmark: _Int_ygz8DmhN]This makes the final CRM solution more credible because it demonstrates how the strategy could actually be applied, not just described in theory.



The CRM Implementation Build for Rogue Wave was revised in several important ways to improve realism, usability, and overall fit with the project. One of the biggest changes was replacing Starbucks with Rogue Wave as the focus company. While Starbucks was a familiar brand, it was too large and system-heavy to support a realistic CRM build within the scope of this assignment. Rogue Wave made more sense because it has clearer customer touchpoints, more manageable operations, and a much more believable link between customer data collection and day-to-day decision-making. That shift made the final CRM solution more practical and easier to apply in a way that reflects how a bona fide business would use it.
Another important improvement was the way the customer was defined and organized inside the CRM. In the earlier plan, the customer profile and segmentation logic were not strong enough to support meaningful CRM customization. To improve this, the final build included a more developed persona and a clearer segment structure, including new customers, repeat customers, loyalty members, inactive customers, and re-engaged customers. This made the system more useful for targeting and personalization because customer behavior was tied more directly to segmentation, communication, and automation. Instead of treating the customer base like one broad audience, the CRM now supports more relevant messaging and follow-up.
The customer journey also needed more structure because in the original plan, it was discussed at a general level, but it did not clearly show how each stage connected to CRM actions or staff responsibilities. In the final build, the journey was redesigned to include the full progression from awareness to re-engagement, with each stage linked to a touchpoint, a customer action, a CRM response, and an internal role. That made the CRM much more operational because it showed how marketing, cashiers, and management each contribute to customer experience.
Beyond that, the data strategy became much more specific in the build stage. The original plan did not clearly identify which customer inputs and outputs would be tracked or how those data points would support better decisions. In the revised version, the CRM included more meaningful fields and outputs such as loyalty status, visit frequency, purchase history, favorite products, campaign engagement, and inactive status. These additions made the CRM more useful for customer experience management and performance analysis. Overall, the final build moved from a more general concept to a more realistic and measurable CRM solution.


Customer Journey

	Stage
	Touchpoint
	Customer action
	CRM action
	Staff role

	Awareness
	Instagram post or paid ad
	Sees Rogue Wave content while scrolling and becomes aware of the café
	Customer is placed in the target ad audience, and any link click or sign-up is tracked for future retargeting
	Marketing team creates and monitors campaign content

	Consideration
	Website, menu page, or social profile
	Checks the menu, hours, location, and brand vibe before deciding whether to visit
	CRM tracks page visits, link clicks, and sign-up behavior to identify interested leads or warm audiences
	Marketing team updates content and makes sure key info is accurate

	First visit
	In-store purchase at POS
	Visits the café and buys a drink or food item for the first time
	New customer contact is created if email or loyalty info is captured, and purchase data is stored in the CRM
	Cashier asks for email or loyalty sign-up and enters customer details

	Follow-up
	Welcome email
	Opens the email after the first visit and reads the offer or message
	Automated welcome workflow is triggered after first purchase, and engagement data like opens and clicks is recorded
	Marketing team builds the workflow and reviews performance

	Repeat visit
	Loyalty program at checkout
	Returns to the café and earns loyalty points on another purchase
	CRM updates purchase history, adds loyalty points, and moves the customer into a repeat visitor segment
	Cashier applies loyalty account at checkout and confirms points were added

	Loyalty
	Personalized reward email or SMS
	Receives and uses a tailored reward based on past behavior
	CRM tags the customer as loyal, triggers a personalized offer, and tracks redemption activity
	Manager reviews loyal customer criteria, marketing sends the reward

	Inactive stage
	“We miss you” email
	Has not visited for a defined period and receives a win-back message
	CRM flags the customer as inactive after a set number of days and triggers a re-engagement workflow
	Marketing team sets inactivity rules and monitors response rates

	Re-engagement
	Reward redemption from win-back campaign
	Returns to Rogue Wave and redeems the reward after being inactive
	CRM updates status from inactive to re-engaged, records the redeemed offer, and restarts active customer tracking
	Cashier redeems the reward in-store, marketing reviews campaign success



To support a stronger CRM implementation, the customer journey map for Rogue Wave was designed to show how customers move through the brand experience over time rather than viewing each interaction as separate. The journey begins with initial awareness and continues through consideration, first purchase, follow-up, repeat purchase, loyalty, inactivity, and re-engagement. At each stage, the map identifies the key touchpoint, what the customer is doing, how the CRM responds, and which staff member is responsible. This turns the journey into more than a simple outline of customer behavior. It becomes a practical view of how Rogue Wave can manage relationships across the full lifecycle.
The journey starts at the awareness stage, where a customer sees a Rogue Wave Instagram post or paid ad. At this point, the customer may engage with the content, click through, or simply become familiar with the café. The CRM supports this stage by tracking audience engagement or capturing sign-up behavior, while the marketing function is responsible for campaign creation and maintenance. From there, the customer moves into the consideration stage, where they look at Rogue Wave’s socials, menu, or website to decide whether to visit. This matters because it reflects active interest, and the CRM can begin identifying engaged users based on clicks, visits, or sign-up actions.
[bookmark: _Int_HNOFr5y5]The first visit is one of the most important points in the journey because it is where customer information can be connected to actual buying behavior. When a customer makes an in-store purchase, Rogue Wave can capture an email or loyalty sign-up through the point-of-sale interaction. That information creates a contact record in the CRM and links the visit to future communication. At this stage, the cashier plays an essential role by asking for customer details and helping connect the transaction to the CRM system. Immediately after that first visit, the follow-up stage begins through an automated welcome email. This gives Rogue Wave a chance to acknowledge the customer, encourage a second visit, and introduce the loyalty program. Marketing is responsible for building the workflow, while the CRM tracks engagement through open and click data.
As the customer returns, the journey enters the repeat visit and loyalty stages. During repeat visits, the CRM tracks purchase frequency and adds loyalty points where applicable. This helps Rogue Wave to identify which customers are becoming more valuable over time and which ones are engaging with the brand beyond a single purchase. Once a customer moves into the loyalty stage, the CRM can trigger more personalized communication, such as offers based on favorite products or rewards tied to visit patterns. That is where the CRM starts creating a more tailored experience rather than simply storing contact information.
The final stages of the journey are inactivity and re-engagement. If a customer has not visited in a defined period, the CRM flags them as inactive and triggers a win-back message such as a “we miss you” offer. If the customer returns and redeems that reward, the system updates their status to re-engaged and resumes active tracking. These stages matter because they show that the CRM is not only designed to attract and retain customers, but also to recover relationships that may otherwise be lost. This makes the journey map useful from both a customer experience and a business performance perspective.
Performance Dashboard
The Rogue Wave CRM Performance Dashboard was designed for the manager or owner to evaluate retention, customer value, product performance, and campaign effectiveness in one view. Rather than functioning as a decorative infographic, it is meant to support practical decisions tied directly to the CRM implementation plan.
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Right away, the top section of the dashboard gives management a quick read on overall CRM health through four KPI boxes: total customers, repeat visit rate, loyalty members, and average spend. In the current version, the dashboard shows 3,420 total customers, a 41.2% repeat visit rate, 1,580 loyalty members, and an average spend of $7.85. These numbers matter because they tell the manager whether the customer base is growing, whether customers are returning, whether loyalty adoption is strong, and whether each visit is generating enough value. From a decision-making standpoint, these KPIs help Rogue Wave to identify where action is needed. For example, if the repeat visit rate is not improving, the manager may need to strengthen follow-up communication after the first purchase or offer more compelling loyalty incentives. If average spend remains low, the business may need to test bundles, add-on suggestions, or more targeted product promotions. In other words, these KPIs help management move from observation to action. 
[bookmark: _Int_GnhZaRWy][bookmark: _Int_HJHRyI21]A different insight comes from the customers-by-segment bar chart, which shows whether Rogue Wave is successfully moving people through the CRM lifecycle. In the dashboard, the largest segment is new customers, followed by repeat customers, loyalty customers, inactive customers, and re-engaged customers. This distribution is useful because it reveals where the business is strongest and where it is weaker. If new customers clearly outnumber repeat and loyalty customers, then acquisition is happening, but retention may not be keeping pace. A Rogue Wave manager could use this insight to decide whether to place more emphasis on post-purchase emails, loyalty sign-up prompts, or win-back offers. This visual supports customer experience management because it identifies where customers are not progressing as expected and where CRM efforts should be improved. 
[bookmark: _Int_PHH2zBMb]Over time, the monthly customer growth line graph helps the manager understand whether the CRM audience is expanding consistently. In the dashboard, customer growth trends upward overall, although there is a visible dip in the middle of the reporting period. This matters because growth should not be looked at as a single static number. Instead, management should watch for changes that may signal seasonal variation, weaker marketing activity, or a drop in customer data capture. If the manager notices a slowdown in growth, they can investigate whether acquisition campaigns were reduced, whether in-store staff were consistently asking for customer information, or whether online engagement declined during that period. This visual therefore supports both marketing and customer experience management by showing whether the front end of the journey is being maintained effectively. 
[bookmark: _Int_jreq3lZZ]The customer type mix chart adds another layer of insight by showing the proportion of first-time, repeat, loyalty, and inactive customers in the active customer base. In the dashboard, first-time customers represent 38%, repeat customers 28%, loyalty customers 22%, and inactive customers 12%. This helps the manager assess the overall health of the customer base. Ideally, over time, a larger share of customers should move into repeat and loyalty categories, while the inactive portion should remain as low as possible. Because inactive customers still represent a noticeable share of the base, the dashboard suggests that win-back efforts are still necessary. This is valuable for customer experience management because it highlights where relationships are weakening and where the business needs to step in before customers are lost completely. 
[bookmark: _Int_sIfObwVu]One of the most useful visuals for CX improvement is the top-selling drinks chart because it connects CRM performance to product behavior. In the dashboard, lattes and cold brew appear to be the strongest products among repeat customers. This allows the manager to make more informed decisions about which items should be featured in targeted offers, loyalty rewards, or retention-focused campaigns. Instead of sending general promotions to everyone, Rogue Wave can use this insight to center rewards around the products that are already most associated with repeat behavior. That improves customer experience because the communication becomes more relevant, while also improving the odds that the offer leads to another visit. 
[bookmark: _Int_H4C0iPA4][bookmark: _Int_DvWb2luu]The email campaign performance section is also highly practical from a CX perspective because it helps Rogue Wave to evaluate whether its CRM communication is actually driving action. In the dashboard, the average open rate is 52%, and the average redemption rate is 17%, with loyalty reward campaigns appearing to perform more strongly than others. This tells the manager that customers are opening emails at a healthy rate, but there may still be room to improve the actual offer content or value if redemption is lower than expected. In practice, a Rogue Wave manager could use this section to compare campaign types, identify which messages are converting best, and improve underperforming offers. This keeps the CRM from becoming a passive communication tool and turns it into an active part of customer experience improvement. 
Taken together, the dashboard helps Rogue Wave manage and improve the customer experience by showing where customers are entering the journey, where they are returning, where they are dropping off, and which actions are most effective in bringing them back. A manager could use the dashboard to monitor whether retention is improving, whether loyalty growth is strong enough, whether certain products should be used more strategically in offers, and whether email campaigns are motivating behavior rather than simply generating opens. That makes the dashboard useful not just for reporting, but for continuous CX improvement. It gives Rogue Wave a practical way to evaluate whether the CRM strategy is working and where refinements are needed to strengthen long-term customer relationships.

CRM System Implementation and Customer Segmentation

We developed The CRM system for Rogue Wave using HubSpot to demonstrate how customer data can be collected, organized, and used to improve Rogue Wave’s marketing efforts and efficiency. Custom fields such as customer type, order type, and preferred product were created to capture meaningful customer information. This data was then used to segment customers into groups including professionals, students, remote workers, and casual customers.
[image: ]
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Using Segmentation, this allowed Rogue Wave to tailor their marketing messages to each group. Targeted email campaigns were created for each segment, ensuring that communication was relevant to customer needs and behavior. For example, students received messaging focused on affordability such as student discounts and study environments, while professionals received messaging centered on convenience and productivity.
[image: ]
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Overall, the CRM system demonstrates how structured data collection and segmentation can improve customer engagement, increase retention, and support more effective marketing strategies.

Change Management Plan 
The change management plan for Rogue Wave focuses on introducing a customer relationship management, CRM, system in a way that is practical, realistic, and sustainable for a small café environment. While the system has strong potential to improve retention, support loyalty, and make customer interactions more personalized, those benefits only happen if the staff uses the system consistently and correctly. A CRM platform does not improve customer experience on its own. Its success depends on how well it is adopted in daily operations, how reliable the data is, and how manageable the process feels for employees. Without a clear implementation plan, Rogue Wave could run into common problems such as staff resistance, inconsistent data entry, and pressure from limited time and resources.
Staff buy-in is likely to be one of the biggest challenges during implementation. In a busy café setting, employees may see CRM tasks as an extra responsibility that slows them down rather than something that helps them do their job better. If staff feel like entering customer information adds stress during rush periods, they may avoid using the system consistently or only complete parts of the process. That would weaken the value of the CRM from the start. To reduce this risk, Rogue Wave should introduce the system through short, practical training sessions that focus on real café situations. Instead of overwhelming staff with technical explanations, training should show how the CRM supports faster and more personal service. For example, if a returning customer’s loyalty status or favourite drink is already recorded, staff can create a smoother experience and make the customer feel recognized. Managers should also involve employees early in the rollout so they understand why the system is being introduced and how it supports both service quality and retention. When staff feel included and supported, they are more likely to accept the change and use the system properly over time (Kotter, 1996).
Just as important, the quality of the CRM depends on the quality of the data entered into it. Even a well-designed system becomes much less useful if the information inside it is incomplete, inaccurate, or entered differently by different employees. Poor data quality would make it harder for Rogue Wave to track repeat visits, identify customer preferences, and build effective targeted promotions. It could also lead to weak reporting and poor decisions. To address this, Rogue Wave should create a clear and simple data entry process with standardized fields and expectations. Key information such as last visit date, visit frequency, loyalty points, favourite drink, and email subscription status should be entered the same way every time. Staff should have a short reference guide to follow, and a manager should review the records regularly to catch errors early. Building these habits from the beginning would make the CRM more reliable and useful for both daily operations and long-term analysis.
A smaller business like Rogue Wave also has to think carefully about cost and time pressure. The café may not have the budget, staffing, or flexibility to implement a large CRM system all at once. Trying to do too much too quickly could overwhelm the team and reduce the chances of successful adoption. A more realistic approach would be to roll out the system in phases, starting with the most important features first. For example, Rogue Wave could begin with basic contact capture, loyalty tracking, and welcome emails before expanding into more advanced automation and reporting. Using a low-cost or entry-level CRM platform would also help control expenses while still giving the café useful tools. This phased approach would make implementation more manageable and allow the business to build confidence with the system over time.
In the end, a successful CRM rollout at Rogue Wave depends on more than the software itself. It requires staff buy-in, consistent data practices, and an implementation plan that fits the realities of a small café. By addressing these barriers early and using practical solutions, Rogue Wave can improve the chances that the CRM will support stronger customer relationships, better decision-making, and long-term growth.
 
Conclusion: Impact of CRM on Rouge Wave
 	
Customer relationship management gives Rogue Wave a stronger way to create a more personalized customer experience. Instead of treating each purchase as a one-time transaction, the CRM system allows the business to track customer behaviour, recognize preferences, and deliver more relevant follow-up communication. That makes the experience feel more connected for the customer while also giving Rogue Wave better visibility into what drives repeat visits and loyalty.
Just as importantly, successful implementation depends on strong change management. Even the best CRM system will not create value if staff do not use it consistently or if the rollout is not practical for the realities of a small café. By focusing on staff training, standardized data entry, and a phased implementation process, Rogue Wave can improve the chances that the system will be adopted properly and used in a way that supports daily operations.
The dashboard is also a key part of the final solution because it turns customer data into something management can actually use. Rather than only storing information, the CRM provides clear metrics that help the business evaluate retention, identify valuable customer segments, understand which products are driving repeat purchases, and measure whether email offers are working. This allows Rogue Wave to make more informed, data-based decisions about customer experience, promotions, and loyalty strategy.
Overall, the CRM build strengthens customer retention, supports long-term loyalty, and creates more opportunities for profitability by helping Rogue Wave make smarter decisions and build stronger relationships over time. With the right implementation and ongoing use, Rogue Wave can move beyond basic customer interactions and become a more data-driven and customer-focused business.
.
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patterns or campaign gaps during
that period.

Composition of the active customer base

-

L First-time 38% L4 Repeat 28%

L4 Loyalty 22% b4 Inactive 12%

@ Inactive customers make up 12% of
the base — a targeted win-back
campaign could recapture
meaningful revenue.

Email Campaign Performance
Open rate & redemption rate across recent campaigns

8 Avg. Open Rate A Avg. Redemption
529 +3.2% 17% 1%
. a— -
Wasland Cnanial  SEEEED! L
Latte et Do aE— 719, - 24%
0 750 1500 2250 3000 Qanennal Dramna e d 52% - 15%
b Open Rate L4 Redemption Rate
Q

= Cold brew and lattes are the strongest repeat-purchase drivers —
feature them in targeted retention offers and loyalty rewards.

@ Email open rate is healthy, but redemption is low — the offer
content likely needs improvement. Loyalty Reward campaigns
convert best.
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From: Kevin Fafard (kevinpfafard.gmail.com@hubspotemail.net)

Subject: Relax & Enjoy To:
From: Kevin Fafard

(kevinpfafard.gmail.com@hubspotemail.net)

Subject: Relax & Enjoy

Relax & Enjoy =
Looking for a place to unwind?

At Rogue Wave Coffee, we offer a cozy atmosphere where you can relax, catch up

with friends, or simply enjoy a great cup of coffee. Relax & Enjoy =

. N
v Cozy and welcoming environment Looking for @ place to unwind?

v Friendly service At Rogue Wave Coffee, we offer a cozy

 Seasonal drinks and treats atmosphere where you can relax, catch

v Perfect spot to relax up with friends, or simply enjoy a great

Stop by and treat yourself today — you deserve it. cup of coffee.

v Cozy and welcoming environment
Thanks, v Friendly service

v Seasonal drinks and treats
The Rogue Wave Coffee Team v’ Perfect spot to relax
Stop by and treat yourself today — you

deserve it.

Thanks,

Rogue Wave Coffee, 11322 119 St NW, Edmonton, Alberta T5G 2X4, Canada, (825) 461-5564

Unsubscribe Manage preferences \\Thp Roaue Wave Coffee Team /j
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