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Is Too Much Reliance on Technology () Reader Comments...

Giving CRM a Bad Name?

Alignment of customer strategies to business processes,
organizational structure, and incentives is the foundation on
which CRM stands.

Response by Dr. Matt Hasan, Managing Principal,
Sigillum Corporation

Monday, June 09, 2003 LISTEN Now.
It is no secret that CRM is under attack NEW PODCAST
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these days from many quarters. End

users are questioning the ease-of-use FOR SALES

of CRM systems, IT departments are

frustrated with the complexity and PRDFESSIONALS'

difficulty of implementing the systems
and maintaining their upkeep, and
senior business managers are unsure
about the impact that investments in
CRM are having on their bottom line.
All this has started to cast a serious
shadow of doubt on the efficacy of CRM
and beginning to give it a bad name.
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What is driving this thinking? An
overreliance on technology to deliver
the complete benefits of a complex and powerful business philosophy. Ever since CRM became a
part of the business world there has been a tendency to believe that if companies have an
integrated and complete set of data about each customer, and there is automation in interfacing
with the customer through the use of contact management software, analytical decision support
tools, Web-integration technologies, those technological resources will automatically yield
increased customer satisfaction, retention, and loyalty. This line of thinking was fuelled in no
small measure by the claims of the CRM vendors.

Sponsor text:

For many organizations, the focal point of building strong relationships with customers is the contact center and may be
the company's only opportunity to make a positive impact on the customer. Download this free whitepaper Seamless
Customer Conversations to learn how you can drive more intelligent interactions in your contact center.

The emphasis has been on developing a 360-degree view of the customer
through the integration of all relevant data sources and touch points. There
is no question that having a complete view of the customer is a benefit. It
can enable the taking of preemptive measures to prevent adverse
customer action, eliminate inconsistencies in dealing with the customer
across the various channels and touch points, and enhance the company's
capability to upsell and cross-sell.
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The problem is that while companies have made substantial investments in
technology, they frequently have devoted less-than-adequate attention
and resources to align their customer strategies to their business
processes, organizational structure, and incentives. This alignment is the
foundation on which CRM stands. Also, these firms do not do enough to
ensure that the employee mindset is oriented to being customer-centric.

For example, while writing a check to pay my mortgage I made the
mistake of not including 72 cents after the dollar figure. Technology and
processes at the mortgage bank was very efficient in capturing this
mistake and automatically generating a letter that stated that the
underpayment of 72 cents was a "very serious matter" and that a late
payment fee of $15.94 was assessed. This was followed by a call from their
customer service center informing me of this underpayment. From our
discussion it was quite obvious that the customer service agent was
working with a system that had access to all of my account and contact-
history information. When I asked the customer service agent whether she
thought a late payment fee of $15.94 for an underpayment of 72 cents was
reasonable, after some discussion she agreed that it was excessive, but
that she couldn't do anything about it since the system was responsible for
the entire process. I asked to speak to her supervisor who grudgingly
agreed to waive the late fee only after I told her that this incident had
provided me with such a bad customer experience that I would consider
refinancing with another bank.

Although the technology at the mortgage bank is efficient in performing
certain tasks, the bank's processes are not sufficiently aligned and the
customer strategies and employees' mindset not customer-centric enough
to achieve the goal of a win-win relationship with the customer. In this
case the whole process was wasteful for the bank--almost forty minutes of
customer service personnel time on the phone, not to mention the cost of
generating and mailing the letter--and a very unpleasant and time-
consuming experience for me, the customer.

The lesson of the story is that technology is not the magical answer for
CRM. Used properly and cost-effectively it is a critical enabler in building
optimal relationships with the customer. If not, it can be wasteful and yield
undesirable results. In fact, customer information and technology-based
customer interfaces used the wrong way may block the formation of a
profitable customer relationship or lead to its disintegration.
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" How Important is a Quality
Control Program for Ensuring
Accurate Data?

® Considering On-demand CRM as
a Migration Path to an In-house
Deployment

* Can Small Companies Benefit
From CRM?

®" How Can We Ensure We're
Keeping Data Private?

= Will 2005 Be the Year Companies
Treat Online Shoppers Well?
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Featured Video: Top 8 Trends Shaping the Customer Service Experience

A CRM magazine
sponsored webevent.
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Still waiting for
CRM adoption?

Try
Wireless.

Don't miss this
FREE webevent on

Wednesday,
August 1st,
2007
11:00am PT [
2:00pm ET

Watch a video in which featured Gartner vice president Michael Maoz shares new insights on the innovative technologies and
processes shaping the future of customer service. Learn about the top trends changing the market and discover: Why an old-




guard approach to service is risky - The top 8 trends driving service innovation - The role of software-as-a-service
(SaaS) for customer service operations - How Salesforce Service & Support delivers on vision of service innovation.

Sage Software CRM Solutions
Sage Software offers a variety of award-winning and purpose-built CRM solutions to fit today's business needs, deployed in the
way most suitable for the organization, either via the internet or on premise. For more information, visit www.sage360.com/crm.

Best Practices in Sales Force Automation White Paper
Sponsored by: TomorrowNow, FrontRange, NetSuite, Centive and ScoreSight

Free Aberdeen Study — Creating a Customer-Centric Organization
In today's business environment, every customer exchange must leverage current customer intelligence and best business

' practices. Infor CRM Epiphany helps you optimize your interactions with customers. Download this free Aberdeen report
Creating a Customer Centric Organization.

Knowledge at the Point of Action: Six Ways to Make Sure Your Customers Love your Company.

Everyone knows that a great customer experience is critical. Exceptional customer experiences revolve around one central
principle: knowledge at the point of action (KAPA). Learn how your marketing, customer service, and sales systems can work
together to drive exceptional customer experiences.
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