“I’s surprising

how many

organisations leap
into CRM and find
that they’ve left
out some basic
elements In their

enthusiasm.”

considered as well. For example, will all the data
in vour CRM systemn be updated in real tme or
will it be a batch process? How frequently watl
the batch process be run? Once a day? Once a
week? [ it the latter, the data in vour CRM
system will be up o a week owt of date. Howy
long will it take and what resources will be
required to convert the data cach time? Are you
going to require IT people to spend days moving
the data zcross? And if you updatc a customers
record in the CRM system, how will that change
fret back to vour other systems?

You will probably nced the assistance of
vour [T department to help you answer these
questions, Failing to consider these 1ssucs up
(ront will cause your budgets to blow out, and
any time lags may seriously underming the
effectiveness of the CRM system. 1've secn
CRM systems where it has cost more 1o imple-
ment the data conversion than the CRM
svstem itself.

In an ideal world you would have a single
systeny that not only performs all your prod-
uct and busincss processes bul also your
CRM needs. [n many industries. there are
products that will do just that. Alernatively, if
you have control over the development of
your existing systems, you may be able to
implement some CRM functionality directly

into those systems. The impottant thing 15 that
vou take these issuex mto consideration
before making these decisions.

CORPORATE CULTURE

The final issuc to consider is corporate
culture. There is no point in implementing a
CRM sysiem when your operators are not
trained or enthusiastic about building
customer {oyalty through customer service.
They must have the power to utilise the
information at their fingertips to develop the
lovalty you are looking for,

The implementation of a CRM system
nceds to be done with the invelvement of all
of your organisation’s departments, Failure (o
do 50 can create undesirable side effects, s
vital that cvery department 1s invelved in mak-
ing critical decisions such as determining vour
CRM practices.

Grateway Cornputers, in the US, is a recent
example of how the poor handling of business
nracess changes can adverscly alleet the entire
company. Gateway's management discovered
that their customer support departiment was a
major cost centre and so they decided o do
something about it.

After analysing their customer support
processes, they implemented several changes

in policy. Among them, they changed their
warranty agreements such that the installation
of any nen-Gateway supplied software product
on a Gatleway PC would void ithe PCs war-
ranty. OF course. most people would already
know that virtually all PCs have a wide varety
of applications loaded on them.

Secondly, they decided to reward their
customer service personngl for keeping
support calls as brief as possible. These poli-
cies backfired on them in the worst possible
way. The support personnel spent most of their
tme explaining to customers why they had
voided the warranty on their PUs by loading
their business applications. Thercfore,
customer loyalty nose-dived, Unit sales
dropped dramatically and Gateway’s viability
was put al risk,

Gateway has since realised s error, and its
new management has reversed these policics,
even going so far as describing them as “stupid™

Awarcness of the issues 've raised wont
necessanly guarantee that your CRM project
will be a success. However, being aware of
them will allow you to circumvent some of the
more common reasons that CRM systems have
failed 1n the past. A lot of it 18 common sense,
but sometimes common sense can be lost in
the excitement of the potential of CRM. =
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