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Integration is key to success

ustomer relationship
management is only
as good as its ability
to integrate with the
bther systems used by a busi-
ness, writes JJ Worrall.
i According to Jonathan Boy-
lan, chief technical officer at
Fineos the effective integra-
tion of customer relationship
management (CRM) solutions
with other business systems is
as important as the quality of
the CRM solution itself.
. “A lot of people just see
CRM as a customer database
but, realistically, CRM often
really has to include things like
workflow or business process
management nearly as much
as the customer information,”
said Alan Moody, director of
Mamut Ireland. “It’s really a
question of either getting a
CRM solution that has inte-
grated workflow or integrating
workflow into your CRM solu-
tion.”

Barry Ryan, director, con-

sulting department, Deloitte,
Claire Quinn of Deloitte said
demanding customer expecta-
tions meant that an integrated
approach to CRM was vital.
i “Increasingly, the effective-
ness of the sales, marketing
and customer service opera-
tions of organisations is com-
ing down to how effectively
they combine the skills and
knowledge of staff with robust
gystems and processes — all
Supporting a clear strategy for
winning with customers.

“To solve complex problems
that hamper clients’ customer
environments, technology is
bnly part of the answer. A good
CRM project needs a solid un-
derstanding of not just technol-
ogy systems, but also business
process, operations, communi-
cations, people and change.”

Oliver Lynch, operations di-
rector with Graham Technol-
ogy, said CRM was best used
as a means to consolidate,
rather than replace, existing
business systems.

“This means it can be used
to protect an organisations’

previous IT investments, In or-
der to deliver consistent levels
of high customer services
across multiple channels, a
CRM solution must provide
the customer with the most ap-
propriate information, over the

‘most appropriate channels, at

the most appropriate time,” he
said. Lynch advised companies
to use CRM to leverage exist-
ing customer information to
proactively manage customer
relationships.

Before deciding on the most
appropriate integration option,
he advised companies to fully
research the systems the CRM
solution needed to be able to
‘talk to’. To function effectively,
he said CRM systems had tobe
linked to customer data or ser-
vices contained in existing
business systems. Giving the
example of a telecommunica-
tions company, Lynch said the
priority would be.to link the
CRM solution with its billing
system, allowing it to proac-
tively offer different product
subscriptions to customers
based on their usage over a
period of time: Lynch said the
system would also need to be
able to tell the company when
to offer ‘add-on’ products or
discount levels to ensure con-
tinued customer satisfaction.
“This would increase sales
through targeting customers
with a particular billing his-
tory,” he said.

Boylan said customers could
have several accounts with a fi-
nancial institution, for exam-
ple, such as mortgage, current
account, savings account or
credit card. “These would typi-

cally be managed on different
back-end systems,” he said.
“The CRM has to be aware
and understand the relation-
ships between you and all those
accounts, in order to give the
person in the call centre a full
view of your financial stand-
ing. “To have a single view on
the internet, and a single view
in the call centre, you need a
CRM system to bring them all
together” Boylan said CRM

generally fell into two cate-
gories, depending on whether
it is used in sales servicing.

He said the ‘individualistic’
nature of sales meant said
salespeople who used their
own contact lists were, in ef-
fect, “keeping secrets” from
each other. '

“It’s very mobile and tends
to be laptop based with little
central control,” he said.
“Whereas in the servicing sec-
tion — from the call centre sys-
tem, internet system and
branch system — as a customer,
you expect them to know you
in the same way, that within
five seconds of giving your
name or account number your
information is in front of
them.”

Moody said the cost of a
fully integrated CRM solution
was largely down to its com-
plexity. He said it was possible
to minimise integration costs
by delivering CRM business
processes in a phased ap-
proach.

Boylan said costs ranged
from tens of thousands to hun-
dreds of thousands of euro.
“You could have a small out-
of-the-box solution sure, but
two of our clients in Britain
have in excess of 4,000 users
using our CRM system,” he
said. “When you have 4,000
people on it, you expect it to be
very well integrated into the
rest of the business and you
have to pay for that.” Moody
said that, once an integrated
approach to CRM was present
in a company, the key to its suc-
cess was ‘process manage-
ment’. Moody said that
processes were a company’s
key intellectual property and
that customer-facing processes
were key to gaining and main-
taining custormers.

“The shift from data-centric
to process-centric methods is
happening right now,” said
Lynch. “It will be the major fo-
cus for companies over the next
decade. Business process-dri-
ven CRM is the most powerful
way to interact with customers.

Its management, measure-
ment, and motivational influ-
ences on business are a major
leap forward from the previous
generation of CRM packages.”

Commenting on the future
developments in the industry,
he said that recognising the
nature of the people that make
up the CRM database would
be key. “Currently, CRM = in
the realms of the contact cen-
tre — is not fulfilling people’s
desires,” he said. “Inthe future,
agents will be given the unified
and integrated system portal,
which will allow them to deal
with any customer query and
to resolve it from beginning to
end, personally.

“The customer, likewise, will
be presented with a vast array
of options for contacting the
organisation on a self-service
basis. These will include text-
ing, natural-language voice re-
cognition, instant messengers,
traditional web and digital TV.
In this way, customers will be
able to perform most tasks
themselves and at their own
convenience. This gives the hu-
man touch, which machines
have been woeful at mimick-
ing”
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