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This assessment was created to help companies understand how well they are 

performing with customer-facing business processes. It is a series of questions 

geared to understand how the company leverages, or does not leverage a 

Customer Relationship Management (CRM) tool. You will be asked to tally your 

score at the end of each section. The questions revolve around the following 

key CRM areas: 

 Centralized Client Information 

 Marketing Automation 

 Sales Automation 

 Customer Service & Support 

 Reporting and Management 

 Technology  

 

Use this questionnaire to compare your company’s CRM effectiveness against industry standards, and to 

identify areas of success and those that may need improvement. 

 

Introduction 

Customer Relationship Management applications support a company’s customer-facing business functions 

including marketing, sales, customer service and support, as well as reporting and management for all of these 

business functions. 

 

However, as with any technology, if set up and/or used incorrectly a CRM system may have very little positive 

impact on a company’s performance. CRM is a mixture of people, processes and technology. If these three 

areas are not in alignment, the CRM system may not be as effective as it could be and may not be leveraged 

by the individuals who could otherwise find vast benefits of such a system. 

 

Some common issues revolving around CRM implementations are: 

 Lack of capturing client data from various channels of communication. This can result in incomplete 

client history, and poor information sharing across customer facing teams. 

 No clear way of selling into a client base. When coupled with numerous sales channels and different 

sales management styles this might cause a loss of sales revenue and poor alignment of processes and 

goals. 

 Poor integration of marketing and sales divisions resulting in an increase in unqualified leads, and 

excessive time spent deciphering client needs or wants, lower potential revenue. 

 

It’s not all doom and gloom. Done right, CRM allows companies to increase both their revenues and profits 

while lowering the costs of marketing, selling to and servicing their customers. The payoff is clear. By better 

aligning business processes and managing customer data across all customer-facing functions, companies can 

build successful, profitable and long-term customer relationships. 

 

Many companies have successfully implemented a CRM system, strategy and procedures to improve their 

customer relations, increase sales, positively impact marketing campaigns and  provide better overall insight 

to the performance of the business. In fact, we have many success stories demonstrating the positive impact 

CRM can have. 

Part 1: CRM Questionnaire 
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 So how do you know if your CRM system is living up to its potential? 

 

Start by taking our CRM assessment! It covers information about each of the six key CRM building blocks, 

including: 

 Centralized Client Information 

 Marketing Automation 

 Sales Automation 

 Customer Service & Support 

 Reporting and Management 

 Technology 

 

Read each question and award your organization the related points based on an honest assessment of the 

current state of your organization’s operations. After each assessment you will tally your score then read tips 

on how to improve CRM procedures. The questionnaire will help you understand who, what, where, when and 

how improvements to CRM processes, people and technology could be leveraged to improve your business. 

The assessment can then be used as a guide for your organization to maximize your team’s CRM performance 

and capabilities. 

 

What is Customer Relationship Management? 

Customer Relationship Management, or as it is more commonly known ‘CRM’, is one of the most widely-used 

yet misunderstood terms in today’s technology-enabled corporate environments. Put simply ‘CRM’ is a catch-

all term that is most commonly used to describe software and related technologies that manage customer-

facing business functions (most notably Sales, Customer Service and Marketing), business processes and data. 

 

When properly implemented, CRM allows companies to increase both their revenues and profits while lowering 

the cost of marketing, selling to and servicing their customers. The payoff is clear - by better aligning business 

processes and managing customer data across all customer-facing functions, companies can build successful, 

profitable and long-term customer relationships. 

 

CRM is more than just software or a set of processes; it’s a business culture that solidly focuses on winning 

and keeping the right customers. A good CRM system builds value for your business by opening 

communication channels and creating a common client-focused knowledge base that will allow you to better 

serve your clients. CRM is about understanding the buying habits and preferences of your customers and 

prospects, so you can: 

 Build and strengthen customer relationships to keep them coming back. 

 Provide value-added services that are difficult for competitors to duplicate. 

 Improve your product development and service delivery processes. 

 Increase your staff’s awareness of customer needs. 

 Reduce customer frustration by not asking the same questions over and over. 

 

By effectively integrating your marketing, sales, and customer service functions, a good CRM system makes it 

easier for everyone in your company to work together and share critical information.  

 

Furthermore, an effective CRM system empowers your customers and prospects to do business with you—the 

way they choose. Imagine connecting your customers to your employees and business partners across any 

department, through any process, and through any communication device—phone, e-mail, text, and online.  
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Let’s get started! 

The following pages provide a quick questionnaire regarding the common building blocks of customer 

relationship management applications. The questions are based on industry best practices and have been 

created to help you learn and identify various aspects of each practice. The questions can be used as a guide 

for your organization to maximize your team’s CRM performance and capabilities. 

 

Read each question and award the related points based on an honest assessment of the current state of your 

organization’s operations. 

 

After each section you will gain an understanding of how your organization is performing against industry 

standards and provided with tips on how to improve CRM procedures. At the end of this assessment you will 

be given a complete review of your CRM business and steps to improve your marketing, sales, or customer 

service efforts and achieving CRM success! 

 

What is a centralized CRM database? 

“Centralized CRM database” means storing all of your client information (i.e. Accounts, Contacts, Prospects, 

etc.) in one central location for all sales, marketing, customer service and support teams to access.  

 

A CRM centralized database will allow you to: 

 Manage the same set of client data across all customer-facing teams 

 Merge, match and de-duplicate client information for cleaner data 

 Push and pull information via third party systems to the common data store 

 Secure information for your work groups 

 

Centralized Database Questionnaire 

Do you have a central database for all of your marketing suspects, sales prospects, and customers? 

Find out by answering the following questions, and rank them as follows: 

 

Yes award yourself 5 points, Partially 3 points, and No 0 points. 

A. Do you share client information across each customer-facing division? 

B. Do you capture information on prospects that would help in qualification? 

C. Do you capture all aspects and information about your customers to allow for segmenting your 

marketing lists? 

D. Do you leverage data cleansing systems to help eliminate duplicate client information? 

E. Do you integrate your CRM database with existing 3rd party systems that also contain client information 

for other company needs like financial data? 

F. Do you have a way to cross tabulate information by territory, account type, and products owned? 

 

Total Points: A            + B            + C            + D            + E            + F            =            Total 

 

Interpreting your results: 

 0 –5: Your data is most likely not providing you much value across each client division, look into how a 

CRM system can improve your client knowledge and customer history to better retain your existing 

clients  and more effectively market to prospects. 

 6 –10: A decent start, look into using a CRM application for better results. You may be less than 

effective in a few key areas because data is not centralized or shared as well as it could be. 
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  11 –15: Not bad, consider leveraging a centralized database across each customer-facing division 

more consistently to allow you to process and analyze the data to find areas of improvement. 

 16 –20: A little ways to go. Review more complex CRM concepts to achieve greater CRM value.  

 21 –25: Almost complete, consider improving upon the question you scored lowest on. 

 26 –30: World Class CRM, no changes needed at this time. 

 

What is marketing automation? 

Marketing Automation is the portion of CRM applications designed to simplify marketing processes by 

automating repetitive tasks. In order to build lasting and profitable customer relationships, you need to be able 

to identify, execute, and replicate effective marketing initiatives across all of your sales channels. Marketing 

departments, marketing managers and sales / account managers benefit by specifying criteria and outcomes 

for marketing tasks and processes. These can then be interpreted, stored and executed using a CRM 

application. The benefit of a consistent, automated marketing system is increased marketing efficiency and a 

reduction in human error.  

 

An automated marketing system will allow you to: 

 Develop, target and implement campaigns based on segmented client data which defines prospects and 

customers 

 Manage and analyze marketing budgets 

 Create an automated marketing process with associated campaign tasks 

 Test marketing campaigns for best results with concepts such as A/B testing 

 Rank and Route leads / prospects, maintain lists and track responses 

 Leverage nurture / drip marketing campaign techniques  

 Analyze results and compare marketing costs vs. actual results (such as campaign revenue, number of 

leads, or lead to sales ratios) 

 

Marketing Automation Questionnaire 

Do you have a database of marketing suspects & leads that can be easily filtered to create best 

practice targeted campaigns and track results? 

 

Yes award yourself 5 points, Partially 3 points, and No 0 points. 

A. Can you import and track leads or prospects from any customer source, such as emails or web? 

B. Do you store lead / prospect information separately from your main customer data records for better 

data segmentation and marketing results? 

C. Can you manage marketing campaigns, such as launch activities and data segmentation? 

D. Do you have real-time automated lead routing and follow up scheduling? 

E. Can you “nurture” leads that are qualified but not ready to buy right now? 

F. Can you analyze campaign costs compared with actual revenue results? 

 

Total Points: A            + B            + C            + D            + E            + F            =            Total 

 

Interpreting your results: 

 0 –5: You should look into using CRM marketing automation tools to capture leads and prospects, run 

marketing campaigns and measure the end results. 

 6 –10: An ok start, look into using more marketing automation features for better CRM results. You 

may not be able to manage your prospective business and may be losing potential customers.  
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  11 –15: Pretty good, consider other areas that marketing automation provides.  

 16 –20: Very nice. You may wish to review more complex marketing automation concepts (like 

automatic lead routing or ranking, or nurture campaigns) to truly gain the most value of your CRM 

marketing automation implementation.  

 21 –25: Almost complete, consider improving on the question you scored lowest on. 

 26 –30: World Class CRM, no changes needed at this time. 

 

Sales Automation? 

Sales Automation is an integral part of a company’s customer relationship management solution. It includes 

features that allow sales staff to easily manage their responsibilities including: 

 A contact management system for tracking a history of interactions with contacts and prospects 

 A system for scheduling follow-up activities 

 A feature for managing a pipeline of opportunities 

 A mechanism for lead management 

 

An integral part of any sales automation system is company-wide integration among different departments. If 

sales automation systems aren’t adopted and properly integrated to all departments, there might be a lack of 

communication which could result in different departments contacting the same customer for the same 

purpose. In order to mitigate this risk, sales automation must be fully integrated in all departments that deal 

with customer service management. Effective sales automation relies on the implementation of company-wide 

objectives, plans, and budget. 

 

Sales automation allows a company to: 

 Effectively processes quotes and orders 

 Manage pipeline for products and services to be sold 

 Improve lead distribution and tracking 

 Support sales methodology including guided sales activities and achievements 

 Implement productivity tools which reduce the amount of time necessary to complete administrative 

tasks, and increases that spent on deals most likely to close 

 Enhance forecast management capabilities 

 Provide remote sales staff with instant access to corporate information 

 

Sales Automation Questionnaire 

Have you provided your sales team with tools to help them manage leads & opportunities, create 

forecasts, and improve revenue? 
 

Yes award yourself 5 points, Partially 3 points, and No 0 points. 

A. Are new leads passed from marketing to sales efficiently? 

B. Do you use sales activity lists to keep the team on task? 

C. Is a lead to opportunity workflow established to interact with other team members and keep track 

of sales promises made? 

D. Do you have an established sales methodology? 

E. Do you leverage a forecast tool for real-time sales / revenue updates? 

F. Can your sales agents see customer service incidents? 

 

Total Points: A            + B            + C            + D            + E            + F            =            Total 
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 Interpreting your results: 

 0 –5: You need to look into using CRM sales automation tools to improve revenue results, improve 

sales user efficiencies and forecast your business better. 

 6 –10: Looks like a slow start to sales automation, look into using more features for better CRM 

results. You may not be managing the sales process to the best of your ability. 

 11 –15: Not bad, consider other tools that sales automation provides. 

 16 –20: Very good. You may wish to leverage more complex sales automation concepts (like lead to 

opportunity workflows, or sales methodologies) to really gain the most value of your CRM sales 

automation implementation and improve sales. 

 21 –25: Almost complete, consider improving on the question you scored lowest on. 

 26 –30: World Class CRM, no changes needed at this time. 

 

What is a Customer Service and Support Feature? 

The customer service and support features of a CRM system are designed to provide a tool for more 

effectively managing interactions with your customers. It allows managers to monitor support tasks such as 

issue (case) tracking, service activities, call-volume and time-per-call for customer-service representatives. 

This enhances their methodology in order to develop better customer relationships and increase repeat sales. 

 

A CRM application may capture a customer service request through multiple service channels including phone, 

email, web or self-service. Customer service processes can be implemented so agents can handle client 

requests quickly to reduce operating costs and improve customer satisfaction and retention levels. Customer 

service information can be shared across other customer facing teams within the organization so everyone is 

well informed of each client interaction. A CRM system can also help improve your bottom line by enabling the 

customer service agent to create quick, easy to sell and easy to close revenue generating opportunities. 

 

A CRM solution with an effective customer service feature can: 

 Increase call center efficiency 

 Provide reports to help you analyze customer service engagements, such as first call resolution 

 Expose customer service information to all customer facing teams 

 Create cross-sell and up-sell opportunities 

 Help you deliver higher levels of customer service 

 

Customer Service Questionnaire 

Have you linked your customer service team to your client database to capture & resolve cases, 

build loyalty, and accomplish a 360 degree CRM view? 

 

Yes award yourself 5 points, Partially 3 points, and No 0 points. 

A. Have you established a prioritized work queue to manage customer service requests? 

B. Can you view all past customer interactions and information for better service? 

C. Have you created a customer service workflow to efficiently manage cases? 

D. Do you leverage a knowledge base to provide quick answers to common questions to improve first call 

resolution? 

E. Can you capture cases via multiple client channels such as email, web or phone? 

F. Can you expose customer service issues to your other teams? 

 

Total Points: A            + B            + C            + D            + E            + F            =            Total 
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 Interpreting your results: 

 0 – 5: You need to look into using CRM customer service and support tools to improve service results, 

as well as manage customer retention better and build customer loyalty. 

 6 – 10: You may not be using enough customer service capabilities. Consider implementing additional 

customer support features for better CRM results. 

 11 – 15: Good start, consider other functionality in customer service to expand your customer support 

and build great relationships. 

 16 – 20: Nice work. You may also want to capture customer service issues through other client 

channels, or improve your case workflow rules to really gain the most value of your CRM 

implementation and improve service levels. 

 21 – 25: Almost complete, consider improving on the question you scored lowest on. 

 26 – 30: World Class CRM, no changes needed at this time. 

 

Do you have the Right Reporting and Management Capabilities? 

A CRM dashboard is a reporting and management tool that gives you actionable insight to better measure, 

monitor and manage your sales pipeline. As the CRM system centralizes and organizes your data, the 

dashboard is an interface that provides dynamic, up-to-date reports that allow you to clearly view and analyze 

sales automation and other performance metrics from across your entire organization. 

  

A CRM dashboard helps to: 

 Assess your current sales efforts 

 Track and measure your performance 

 Prioritize your opportunities 

 View trends and accurately forecast 

 Define crucial issues for your business 

 Quickly generate customized reports 

 

Questionnaire 

Have you provided reporting capabilities to ensure your company is on the right track? 

 

Yes award yourself 5 points, Partially 3 points, and No 0 points. 

A. Do you have real-time CRM data analysis capabilities? 

B. Do you use built-in CRM reporting tools to analyze your business data? 

C. Do you leverage third party reporting products to further analyze CRM data? 

D. Do you integrate your CRM data with third party systems (i.e. financials) to get a true understanding of 

the complete customer lifecycle? 

E. Have you considered changing the way you analyze your business, or have you changed reporting 

techniques over the lifetime of your CRM usage? 

F. Can you easily configure dashboards or reports on the fly? 

 

Total Points: A            + B            + C            + D            + E            + F            =            Total 

 

Interpreting your results: 

 0 –5: If you are using a CRM tool you should seriously consider reporting and analyzing the CRM 

transactions you are capturing in your CRM application. 
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  6 –10: You may wish to try reporting most aspects of your CRM implementation, not just a finite 

portion of the CRM business.  

 11 –15: Decent start, consider other reporting needs (and possible analysis tools) for your business 

and expand your CRM implementation to report and analyze these needs.  

 16 –20: Great work. You may want to think about reporting and analyzing your entire CRM business 

for improved sales, better customer service processes and streamlined marketing techniques.  

 21 –25: Almost complete, consider improving on the question you scored lowest on. 

 26 –30: World Class CRM, no changes needed at this time. 

 

Do You Have the Right Technology? 

No two businesses are exactly the same. That’s why you need to have a state-of-the-art CRM application that 

can easily adapt to your unique business needs. Your CRM software should seamlessly integrate with your 

other applications, connecting your front office and back office, to bring useful information together in one 

place. This provides a complete view of customer interactions so your company can collaborate and respond 

appropriately to customer inquiries and sales opportunities. 

  

When considering the CRM application that’s right for you, ensure that it can: 

 Centralize and organize data 

 Integrate well with existing needed software applications 

 Enable front and back offices to better collaborate 

 Give you clear reports that enables your company to promptly and knowledgably respond to customer 

inquiries and sales opportunities 

 

Questionnaire 

Have you provided the necessary technology to create company wide access? 

 

Yes award yourself 5 points, Partially 3 points, and No 0 points. 

A. Do you have phone integration for outbound phone campaigns to follow up on leads and customers 

who have not been contacted? 

B. Do you use premise based applications for the most affordable long-term solution? 

C. Have you provided web access to the database from a browser? 

D. Is your product concurrent based so that all employees can have access without having to buy 

individual licensing? 

E. Have you implemented a business workflow/process based CRM application?  

F. Have you taken advantage of integration tools to help facilitate customer data across 3rd party 

systems? 

 

Total Points: A            + B            + C            + D            + E            + F            =            Total 

 

Interpreting your results: 

 0 –5: If you are using a CRM tool you should seriously consider expanding your technology to integrate 

other software that will help streamline workflow processes.  . 

 6 –10: You may want to review your current processes and implement some additional technology to 

streamline your data flow.  

 11 –15: Decent start, consider integrating your other business systems to increase your data flow.  
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  16 –20: Great work. You may want to think about  a web-based system to allow easier access for 

internal and external users.  

 21 –25: Almost complete, consider other integrations to maximize your data flow. 

 26 –30: World Class CRM, no changes needed. 

 

How Does Your Company Score Overall? 

Tally each of your totals and enter your score for overall CRM success here:   . 

 

Interpreting your results: 

 0 –30 : A CRM laggard: a CRM tool is required to help establish customer-facing business processes, 

performance reporting, and end to end customer service. 

 31–60: A decent start, but you’re a good ways off in establishing a well oiled CRM implementation. 

Really look at your business and start by asking yourself which areas (or new divisions) of the business 

would benefit most from a CRM application and start there. 

 61–90: CRM Silos: You may want to consider researching and adding a few other CRM features and 

functionality that build on and complement your existing CRM implementation.  

 91–120: So far so good: Good performance with your CRM system, however you may have a 

fragmented CRM process. Consider integrating other customer data resources, or other CRM processes 

to gain a more complete customer-facing business.  

 121–150: Excellent usage of your CRM application: Your CRM implementation seems to be 

working well and is on track for great results. However, ask yourself what else could truly round out 

your CRM business needs and support your customer just that much more. 

 151 –180: World Class CRM! 

 

CRM Assessment Conclusion  

Hopefully by taking this questionnaire you have gained more insight into your customer relationship 

management process. If you fell short in any of the areas covered, rest assured that your business can 

establish a successful CRM initiative and customer strategy with just a few simple steps. As discussed in 

several sections of this assessment, the CRM system plays a vital role in marketing, sales and customer 

service business functions. The CRM system can help you manage the process across teams, your interactions 

with clients through all client communication methods, as well as capture all customer sales, marketing and 

customer service transactions. CRM applications will help you analyze and report on every component of your 

customer process so you can make well-informed business decisions and improve your entire customer facing 

business. In order for you to execute a successful CRM initiative, you must leverage knowledge gained from 

people, establish a clearly defined process and implement the right technology.  

 

If you are ready to know more about CRM but aren’t sure where to go from here, read the next section in this 

CRM Success Kit: Steps to CRM Success. 
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Step 1. CRM is more than a product, it’s a 

philosophy 

When your company chooses to implement a CRM system, it is 

taking a dramatic step forward in customer commitment. And, 

since customers drive your business, you’re also leaping ahead 

in your ability to generate and manage revenue. The benefits 

will not only come from the product you purchase, but also 

from the implementation plan you follow. The more thoroughly 

your company fully embraces a CRM philosophy, the more 

benefit will be realized from the features your CRM software 

offers. 

 

CRM philosophy is simple: put the customer first. This is a modern development of the old ‘the customer is 

always right’ adage on which so many successful businesses have been built. When your business looks at 

every transaction through the eyes of your customer, you can’t help but deliver a better experience - which 

in turn increases customer loyalty to your company. And, through customer-focused business practices, you 

often find new ways to streamline old methods and eliminate extra administrative overhead that no longer 

benefits you or your customers. 

 

Step 2. Define your customers: clients, vendors & employees 

It used to be easy to define the word “customer”. However, as companies become more diverse, with 

multiple locations, employees who telecommute and vendors who function as partners, the idea of 

“customer” now includes a wide range of end-users with different types and levels of company data. Enabling 

each of these end-user groups to easily work with your company and develop a powerful relationship 

between your customer-facing divisions and their employees will have them continually coming back for 

future business.  

 

For example, employees are customers when they need self-service information on 401(k) plans, pension 

plans or other benefits. Shareholders are customers when they’re looking for financial data. Vendors are 

customers when they need detailed specifications before they can proceed with a project. A colleague is a 

customer when you need to deliver time critical data, and of course the buyer is always a customer whose 

experience is critical to your bottom line. With a CRM system, you can serve all of the groups who rely on 

your company for important, timely data.  

 

A good CRM System will allow you to capture data from these groups to help better target their needs, allow 

your marketing teams to personalize business messages and enable your customer service divisions to 

provide offerings that set your company apart from your competitors. Understanding client requirements 

goes beyond capturing basic business card information, such as location information, or contact point 

information.  

 

In today’s business landscape of complex business relationships, you must capture detailed company data 

including purchasing history, lifetime revenue streams and profits. In some cases, this accounting or ordering 

detail is not driven by a CRM system, but by a back-office accounting or order fulfillment system such as 

ERP. If this is the case for you, the CRM application you select must be able to integrate into these systems 
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 for you to combine CRM and ERP information together in one, easy to access and view system. After all, a 

true 360-degree view of a client does not just include sales, marketing and customer service details; it also 

combines accounts receivable, invoice history, and ordering data.  

 

Developing client profiles can assist your CRM system in capturing all of the necessary data you require such 

as address, phone, and email addresses, to organization hierarchies, past sales, lifetime values, and client 

issues. To be successful with this endeavor a company should define the details required specifically for the 

CRM system, as well as key data captured in other systems within your company, enabling customer-facing 

teams to be more successful. Companies with successful CRM initiatives use these client profiles as a corporate 

memory of every client and prospect. In order for a CRM initiative to be successful, you should leverage this 

corporate memory to personalize your marketing messages, improve sales relationships and enable your 

customer service teams to improve service offerings.  

 

Step 3. Understand that CRM is not contact management 

Many midsized corporations have used some form of contact management software successfully for years, and 

at first, CRM may not seem much different.  However, if you take a closer look at CRM, you’ll see that its 

capabilities go far beyond contact management because CRM systems contain much more comprehensive 

detail about your customers.  

 

With CRM, your support and service agents have immediate access to all of the detail they need before they 

make a call - they can also evaluate past sales history, credit information and other financial data. They can 

even look at details for the company’s other offices and run reports to find out what’s been ordered and what 

special prices or terms the customer receives now or has received in the past. Open tech support calls or other 

issues are also visible. With some solutions, copies of invoices, e-mails and past proposals can all be reviewed 

- on screen and on the spot. 

 

Step 4. Know how CRM solutions differ for mid-sized companies 

Some software companies selling CRM would have you believe that you need to buy what they call an 

enterprise solution which includes all the bells and whistles required for the largest of global enterprises. But 

for small to mid-sized companies this may mean paying for more capacity than is necessary. In fact, the price 

of these systems is often so high that any company smaller than a Fortune 500 firm cannot reasonably afford 

one.  

 

Other vendors have created CRM solutions with the mid-sized company in mind, offering applications that 

include virtually all of the features common in enterprise solutions, but at a cost that is reasonable for smaller 

scale users. Even better, many of these solutions can be useful for companies with as few as five users to as 

many as you are likely to have in the future. With a CRM solution designed for mid-sized companies, you can 

start small and grow big without ever wasting your valuable resources on capacity you don’t need. You are 

able to purchase what you need, when you need it.  

 

Another benefit of CRM solutions is that they are easier to implement and are fully functional right out of the 

box. Maybe larger enterprises have the time and resources to spend tailoring a solution and integrating it into 

their enterprise, but mid-sized companies want a CRM solution that they can get up and running quickly, 

easily, and at minimal cost.  
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Step 5. Plan ahead 

To ensure a successful CRM project, planning is essential. Begin by defining the need for a CRM solution 

through building a business case. Arm yourself with the background information to justify the investment costs 

and demonstrate where the benefits, savings, and ROI will come from.  

 

The business case commonly involves a few concepts like project costs, business requirements and key 

performance indicators. Before you can truly obtain a cost analysis, you need to understand what business 

requirements you are attempting to implement in your CRM system. In order to create a business 

requirements document you must capture and prioritize all processes for your sales, marketing and customer 

service teams. It can be as easy as identifying what processes you have today, what you need, and your 

priorities. Structuring these business requirements is necessary. After the requirements are understood, you 

must then understand the data required to analyze the performance of your process. This analysis is 

commonly referred to as key performance indicators (KPI’s). Analyzing and reporting customer sales, 

marketing and service efforts will enable you to understand if your business is on the correct course for 

revenue goals and high customer satisfaction levels, or if you need to adjust your approach to improve the 

business. Yes, CRM systems can perform many powerful and complex business processes, but don’t forget that 

people are involved in aiding these processes throughout the customer lifecycle.  

 

Good planning will involve discussions with internal and external customers. Since end-users are key to 

creating and capturing customer data while running business processes within the CRM system, it makes sense 

to fully understand what they need and why they need it from the start. Find out the best practices for your 

sales force, marketing team, and customer service. Also consider the various types of data that are important 

to track for each group involved. Data required by different groups of system users, such as field sales 

representatives, may be different from those of customer service agents. Verify the needs of each group by 

confirming that your data requirements list is complete. Remember, any person who requires information 

available through the CRM solution should be considered a system user, whether he or she is an internal staff 

member or an external partner. 

 

A successful CRM implementation must take into consideration how different users will use the system. End 

users can come in many forms, such as executives, customer service agents, marketing managers, or sales 

vice presidents just to name a few. Each group of users will leverage the CRM system in different ways. Your 

CRM implementation should consider this so that each set of users is provided the most appropriate data, 

business processes and reports for them to most effectively do their jobs.  

 

Step 6. Build the right team 

A team should be assembled to begin the drive towards completion of the project - a drive that begins with a 

clear description of your company’s CRM objectives and any processes that will have to be modified to make 

the project successful. Start with upper-management when preparing a CRM initiative. The project will have a 

much higher rate of success if you obtain management buyoff, and more importantly a CRM champion from 

management to help drive the process.  

 

Next, define the stakeholders in the project and use the needs analysis and benefits projections as a 

foundation for establishing a common, company-wide goal for CRM. With this groundwork completed, you can 

now establish a budget, planning for the costs associated with identifying vendors, testing solutions, 

implementation, integration, training and support.  Some companies purchase technology first, meeting their 
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 immediate requirements, and then assemble the team. This could wind up costing more in the long run if you 

don’t ensure you capture everyone’s needs up front.  

 

Step 7. Understand your client communication channels 

It’s important to have a clear understanding of your customer’s purchases, locations, and CRM activities, and 

to understand how those customers interact with you. This helps two things; builds customer loyalty, since 

your customers can do business with you when, where and how they feel comfortable; and second, it will 

enable you to put your customer-facing agents at the best, most cost effective place for you to do business 

with them. Implementing cost effective client communication channels is vital to the success of any CRM 

initiative.  

 

These client interaction channels can include the phone, email, or the web and self-service. Interacting 

through these various channels enables smarter,, more cost effective marketing, better customer service 

interactions and improved sales revenues. Why? Because your team interacts with clients how, when and 

where the client elects to be engaged. By capturing customer source information, you can target your 

marketing communication efforts further. By capturing customer’s needs and communication preferences you 

can reduce cost of service and enhance quality and time to client resolution. In addition, by keeping the sales 

force focused on the right client communication mechanism you will help increase sales and close rates as 

sales maximizes their time with qualified prospects and lessens the time spent with unqualified leads.  

 

Step 8. Know why CRM should not be a point solution 

CRM solutions should provide company-wide benefits. However, many products that claim to be CRM 

applications only address a single functional area such as marketing, sales automation, or customer support. 

True, these solutions may be adequate for their specific intended purpose, but what happens when your 

requirements broaden? 

 

If you implement a dedicated sales automation solution, for instance, and down the road realize that you also 

need to automate your marketing efforts, you have to start from scratch, looking for vendors, trying products - 

and implementing a new system all over again. Plus, you’ll be faced with two separate products, two separate 

vendors and no single point of contact for support and problem resolution. Even worse, with multiple point 

solutions, how will you share information across your company? Will information captured by the sales 

automation solution be leveraged in new marketing campaigns? Will marketing campaign data find its way to 

the customer support center where cross-selling opportunities could be made, or lost? 

 

While it’s true that custom code can be written to integrate products, a true CRM solution provides the 

functionality of any point solution, as well as a seamless way to add features and capabilities whenever you 

need them.  

 

Don’t settle for anything less than a comprehensive solution that delivers on the true promise of CRM: 

 Marketing campaign management 

 Sales automation 

 Customer care 

 Contact management 

 Task management / scheduling 
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Step 9. Use CRM to drive sales effectiveness 

Sales Automation (SA) tools of a CRM implementation can improve efficiency and effectiveness of your sales 

team by helping sales track client activities, manage customer communications, or maintain a consistent 

selling approach. Other organization benefits for SA tools include sales management’s ability to understand the 

pipeline and forecast their business properly. CRM business functions can help increase meetings, improve 

close ratios, and cut sales cycle times. 

 

The Correlation between Marketing and Sales 

The key to easy, successful sales can often reside in the hands of the marketing team. Better sales starts with 

well-qualified leads and these well-qualified leads can be created based on the definition of an opportunity with 

a high closing percentage. The only way to capture this definition is for your sales and marketing teams to sit 

together in a room and for your sales representatives to openly discuss what defines a high percentage 

opportunity. This definition can then be used by your marketing team to create campaigns with the right target 

audience, via the right channel and with the right messaging. If implemented correctly, a CRM system can help 

sales managers clearly understand a good opportunity. Then marketing managers can leverage this definition 

to create campaigns that are more effective. Thus, delivering better qualified leads to sales quickly. 

 

Sales Coaching Capabilities 

Your CRM system can be used as a sales coach. Sales methodologies and systematic processes can improve 

your sales agents’ selling capability and can be implemented directly into your CRM application. Any relevant 

task, meeting or sales activity within each selling stage can automatically be exposed to the end user so they 

retain key steps in the selling process, ultimately allowing for better management of the entire selling process. 

Companies that leverage a sales methodology are proven to increase sales revenues. Major successes of your 

CRM initiative can be tied directly to closed deal performance and the increased revenue gained by 

implementing a proven sales coaching mechanism. 

 

Step 10. Stay focused on the goals of CRM: improved customer satisfaction, 

shortened sales cycles, and increased revenue 

Studies show it can be 7 to 10 times more expensive to secure new clients when compared to keeping your 

existing customers. CRM initiatives can help enhance customer service. Customer service features of your CRM 

system can help customer service teams manage customer support tasks such as issue tracking, service 

activities, call-volume and time-per-call for customer-service representative. “Soft” metrics can be achieved as 

well through improved customer loyalty, client satisfaction, and improved service efforts from the CRM system 

process and control. Never lose sight of the fact that the customer is the reason for your CRM implementation. 

Get feedback from customers to see if their satisfaction levels are really increasing, or if there are 

improvements they would like to see. If you chose your CRM solution carefully, it should be flexible enough to 

adapt to evolving customer needs.  

 

Don’t overlook your end-user groups. They may have ideas regarding ways to improve the system, or create 

custom reports linking data within your new CRM. Equally important, never overlook the power of CRM to self-

monitor. Set up metrics that the system can track and always be sure that you are: increasing customer 

satisfaction, shortening sales cycles, improving efficiency, winning customers from the competition, increasing 

profitability per customer and boosting bottom-line sales.  
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Step 11. Choose the right software and deployment 

As discussed earlier, one of the more important factors driving CRM success is having your CRM strategy led 

by the business executives who manage customer interactions, more specifically Marketing, Sales and 

Customer Service. However, your IT department should be involved early on since IT plays a major role in 

implementing and supporting your CRM initiative. The IT team should treat CRM as they would any other 

technology purchase, like security and infrastructure management, evaluating its features and benefits, how it 

works with the overall IT infrastructure and what the key technical requirements are to fully implement.  

 

Choosing the right deployment for CRM and defining the business drivers and requirements provide much of 

the definition for what the right CRM tool should be. CRM manufacturers provide multiple methods of accessing 

CRM business functions over the web, while mobile or in the office.  Choosing the access method(s) that are 

right for your business processes plays another part in the success of your overall CRM initiative.  

 

For many businesses, flexibility, adaptability, integration and economies of scale play important roles when 

choosing a CRM solution, with each option requiring a bottom line investment. There will be costs and benefits 

obtained from your CRM initiative. The cost/benefit analysis must be another important attribute for your 

implementation as it not only aides in the overall structure, but a cost/benefit analysis can also help prioritize 

business needs during your purchase and implementation phase.  

 

Step 12. Do your homework  

After you get your local input, gain the global view too. In today’s climate – most companies operate on a 

global basis, the input and perspective of teams outside of your own can add immeasurable value. Companies 

who succeed with their CRM initiative enlist outside expertise to help in decision-making, requirements 

gathering, process understanding and advice. Expertise, knowledge and learned lessons from prior CRM 

initiatives can be invaluable. This advice can also be obtained from the vendor / software manufacturer, 

industry reviews, industry associations, and peer-to-peer relationships. Honest input can be found in these 

areas listed, but more important the clearest inputs can be found internally. Leveraging both internal and 

external resources will help your CRM initiative be successful.  

 

If you are ready to take the final step in research regarding a CRM solution for your company, read the next 

section, Buyers Guide - How to Choose a CRM System, for the essential information you need in order to make 

the best decision possible. 
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When it comes to customer relationship management (CRM), it’s important to 

understand all of the benefits of an integrated CRM system before beginning 

your selection process. This guide is designed to help you build the business 

case for a CRM system, form an effective project team, ask the right questions, 

identify the challenges involved, and much, much more. We look forward to 

helping you successfully choose the CRM system that’s best for your 

organization.  

 

Getting Started 

Most companies require that you justify the need for a new system before 

making a purchase. As we discussed in the previous section, it is important to 

determine all of the different ways your company will benefit from the implementation of the right CRM 

system. Building a case for CRM provides the necessary background information to help you define the need, 

justify the cost, and demonstrate the value of the investment. If you have already determined your 

organizations’ need for a CRM solution by taking our questionnaire in Part 1 of this Success Kit - you’re on the 

right track. Your next steps should include getting the key people in your company to agree on and share a 

unified vision for customer relationship management —from executives and programmers to customer care 

personnel. Everyone should have the same goal in mind and agree to work to that end. This is, of course, 

always easier said than done! 

 

Set your goals 

Your team should have a shared understanding of your CRM goals. To achieve this, identify your objectives 

and focus on processes that require reengineering, and discuss the appropriate courses of action. 

 

Examine your current processes 

Analyze your existing business processes from many viewpoints, both internal and external, to find out how 

they impact both your organization on an internal as well as external levels. Ask your sales representatives, 

marketing department, and customer service team to identify and document your organizations best and worst 

practices. You will then be able to identify what’s working and what’s not, and prepare to implement a new 

CRM system that emulates the most effective strategies for achieving success. 

 

Ask questions 

It’s important to ask questions, especially if you’re finding that your organization is not as productive as it 

should be. Think about the challenges your company currently faces in marketing, sales, and customer 

support.  

 

Here are some questions you may want to address: 

 How are inaccuracies negatively impacting your organization? 

 What do you need in order to accurately track marketing campaigns?  

 What information or reports are being requested that cannot currently be generated or delivered? 

 Which reports are produced that include information that exists “somewhere” and needs to be manually 

completed? 

 How can your current system integrate with your e-business initiatives? 

 What information do you need to make strategic decisions? 
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Part 3: Buyers Guide - How to Choose a CRM System 



 

 
Involve the Right People 

A true CRM strategy involves the collaboration and support of multiple 

groups throughout your company. The decision to choose a specific CRM 

system should be delegated to a core team of individuals that serve and 

represent the functional needs of all applicable departments within your 

organization. It’s important to have several points of view, after all - a 

CRM System doesn’t only affect one department, but your company as a 

whole. 

 

For a smooth process, you’ll want to involve and interview the people that 

will be directly and indirectly affected by the new system. This requires 

full cooperation and collaboration among the following five groups:  

 

System users 

This group interacts with the system most often, typically dealing directly 

with your customers. A few examples of system users are customer 

service agents, sales representatives, and marketing associates.  

 

System managers 

System managers oversee activities for their departments and provide 

business analysis and reports to upper management. System managers 

supervise, direct (and sometimes train) system users on effective use of 

the system. 

 

System integrators 

Responsible for all technical considerations, system integrators oversee 

and contribute to the implementation and integration of your CRM system 

and provide regular maintenance. They are usually IT staff; however, you 

may want your system programmers and system architects involved in 

the process as well. In some cases, a software reseller may be required 

to perform the integration of a CRM system. 

 

System customers 

Any person who requires information supplied by the CRM software is a 

system customer. This group relies on reports, summaries, account 

status, and other data generated by the system.  

 

System customers can be found inside the organization, in marketing, 

sales, customer service, accounting, and human resources—as well as 

outside the organization, such as your business partners. To gain a 

clearer picture of the capabilities your new system should include, find 

out what data your system customers use most and how they use it 

during your internal interviews.  
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8 Helpful Hints for 

Promoting CRM as a 

Business Culture: 

1. Build a case for change. Think 
about the impact of the CRM 
strategy on people— the benefits 
and consequences of changing, or 
not changing. 

 

2. Hold regular meetings across 
all departments to communicate 
project progress, problems 
encountered, and resolutions for 
any outstanding issues. 

 

3. Keep employees in the loop by 
providing information and clarity 
about what is happening, when 
changes will take place, and how 
they will be impacted.  

 

4. Encourage employees to speak 

up about the changes and listen 
to what they have to say.  

 

5. Give employees time to make 
the transition and adjust to the 
new approach. 

 

6. Support the managers who are 
leading the CRM march. Do your 
best to provide them with the 
necessary tools to successfully 
implement the strategy. 

 

7. Understand that effective 
implementation of CRM is a 
cultural process; it will take time 
for everyone to adjust to new 
ways of doing business. 

 

8. Inform customers about the 
company’s vision for a customer-
centric organization. Ask for 
customer feedback and then use 
that information to improve your 
customer interactions.  



 System signoffs 

These individuals make the final purchasing decision. Usually, system 

signoffs are the people to whom you will present your initial business case 

to, and can include senior management and directors, board members, or 

other advisors.  

 

Choose a Consultant 

Consultants offer special expertise in evaluating and implementing CRM 

systems, bringing considerable value to your organization. Consultants can 

help in three important ways: 

 They can evaluate your needs and suggest the best system for your 

company. 

 They can save your company time and money during system install 

and subsequent training. 

 They will help you get the most out of your implementation, based 

on your organization’s needs and requirements. 

 

Even if your internal staff has the time to implement your new CRM 

system, you still may want to seek an outside expert who can focus on 

analyzing, installing and maintaining your system for you. 

 

Some of the best CRM consultants are software resellers. Software 

resellers have a valid stake in your success- they want to be the company 

you turn to for additional services in the future. Many resellers also offer 

services including strategy development, business process management, 

technology implementation, and training.  

 

For larger CRM systems, resellers often have the additional consulting 

support of their software vendors to help manage the implementation. A 

good software vendor will have an experienced professional services group 

to focus on education, training, and systems implementation. 

 

Narrow the Field 

The best CRM systems are those that go beyond fulfilling the basic CRM 

functions. Look for a system that integrates with your back-office 

accounting software — so customer information can be updated in real 

time, while being shared and employed effectively across your 

organization. Be sure that your system is robust and versatile enough to:  

 Be accessed from any location. 

 Integrate with a wide range of third-party, or other internal 

software systems. 

 Enable your organization to operate more efficiently and realize 

greater economies of scale.  
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What to Look for in a 

CRM Reseller 

When evaluating a software 
reseller, ask yourself these 
questions:  

Can the reseller provide a 

complete service package? 

Critical elements of any software 

implementation are training, 

technical support, and future 

maintenance and upgrades. Find 

a reseller who can assist you with 

the immediate sale and 

installation and with longer-term 

training and service. 

 

Does the reseller listen 

effectively? 

To make the best 

recommendations for your 

organization, a reseller must 

learn about its current capabilities 

and what is still needed. Has the 

reseller attempted to learn as 

much as possible about your 

organization? 

 

Does the reseller 

communicate clearly? 

Be wary of resellers who spend 

their time discussing the features 

of a program. Your reseller 

should focus on the benefits a 

CRM system can bring to your 

organization. 

 

Can I work with the reseller? 

You will be working closely with 

the reseller over a period of days, 

weeks, and maybe even months. 

That’s why it’s important to find a 

reseller who fits with your 

company’s philosophy and 

culture, and who you feel will 

provide professional expertise 

and consultation.  



 

 Increase communication channels 

Look for a system that supports multiple communication devices (such as Web browsers, handheld 

computing devices, and WAP-enabled phones) to allow user access to customer data anytime. Choose one 

that will meet the functional needs of your system users.  

 

Keep a global perspective 

The ability to support a global reach is a vital investment in your company’s future. The software should: 

 Support products in the countries in which you do business (or may do business with in the future.) 

 Provide multicurrency support. 

 Be available concurrently in languages other than English. 

 

Look for maximum flexibility 

Choose a system that is built specifically for the internet so it can be accessed using a wireless device or 

PDA. You will want the most up-to-date system currently available. 

 

Deploying Your System 

There are more ways than ever to deploy a CRM system. Before making a decision, evaluate all of your 

options to determine what is best for your organization. 

 

Build it 

If you require complex customization and integration, you’ll probably need a consultant to help you get the 

most out of your new CRM system. 

  

Purchase it 

Not all organizations require extensive customization to implement a successful CRM system. There are many 

off-the-shelf CRM packages to choose from—all supporting and fulfilling the sales, marketing, and support 

functions of an organization. If you can do without the bells and whistles, you may be better off with a 

packaged application.  

 

Some systems also include back-office integration capabilities and built-in customization tools so you can 

modify the system to suit your unique requirements. These are usually ready to install out of the box—saving 

you time and reducing implementation costs. 

  

Outsource it 

You can purchase a hosted service from an Application Service Provider (ASP). ASPs host and manage 

applications and coordinate the support, maintenance, upgrades, and administration of your CRM system in a 

secure data center, allowing your employees to access the system remotely. In return, you only pay on a per

-month, per-user basis.  

 

Weigh your options 

How you decide to deploy your CRM system will depend on the size of your organization, time frame, and 

budget.  Benefits of on-premise include:  

 Control of data 

 Customizable 

 Advanced integration 

 Robust report capabilities  
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 However, using a hosted solution has benefits that include: 

 Minimal upfront investment 

 Lower total cost of ownership 

 Faster implementation schedule 

 Predictable cost model 

 

Other benefits of hosting include guaranteed uptime, regular data backups and maintenance, software 

upgrades and customer support. The hosted model is particularly beneficial for businesses that need to 

conserve capital or get up and running quickly. 

 

However, keep in mind that all hosted solutions are not created equal. Know what services you are paying for 

before you commit to a provider. For the same fee, some providers may offer only the traditional sales 

modules, while others may provide a more comprehensive CRM system that is better suited for you. 

 

Consider the big picture 

The two graphs below depict the monthly running total expenditures from two different size CRM 

implementations. Figure 1 represents a basic 15-user system. Figure 2 represents a larger 60-user 

implementation. Considering a hypothetical five-year snapshot, the option of purchasing becomes more 

attractive to the larger sample organization, while all other factors remain equal. Conversely, a smaller 

organization may prefer the reduced monthly payments that a hosted solution provides. 

 

 

 

 

 

 

 

 

 

 

 

 

 

While using a hosted CRM solution allows you to test the system and determine whether or not it meets your 

needs before making a large capital commitment, not all service providers offer their hosted solutions as full 

systems. Likewise, not all full systems are offered as hosted versions. If you are in the market for a hosted 

solution, be sure that you understand the migration path should you decide down the road to purchase and 

implement the system.  

 

Select a System that’s Right for You 

Now that you’ve done your homework and evaluated a number of possible systems, it’s time to make a 

decision. Remember that you’re not just selecting a CRM system— you’re also choosing a business partner. 

Consider the following when selecting a software vendor: 
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Figure 1 - Cost Comparison Between Purchasing and Hosting Figure 2 - Cost Comparison Between Purchasing and Hosting 



 

 Interview resellers before the demo  

Familiarize yourself with the various CRM systems available on the market so you can be confident about your 

top picks when you short-list the best options for your company. By interviewing as many software resellers as 

possible in advance, you can avoid wasting time sitting through lengthy, irrelevant demonstrations. 

Pick the best three systems and ask each reseller to provide the following information: 

 Estimated license costs for your implementation 

 Estimated build-out costs to adapt the system to meet your needs and requirements 

 Timeframe for implementation 

 Annual support and maintenance costs 

 Training methodology and costs 

 A plan for integrating your back-office systems, as required 

 

How to Prepare for Demonstrations 

The software demonstration is an excellent time for your team to understand the features and capabilities of a 

particular system. Take full advantage of this opportunity by following these guidelines: 

 Inform software resellers about your specific needs in advance. A software demo is a reseller’s 

opportunity to profile products and services. By informing your reseller of your specific needs ahead of 

time, you direct the demonstrator’s attention to your interests, not your reseller’s.  

 Make sure your entire team is able to attend the demos. Since each team member has a different area 

of expertise, it’s important for everyone on the team to be at the demonstrations in order to get the 

most out of each demo. Encourage team members to remain in the room through the entire demo; 

shared concerns can be flagged more effectively if everyone is present to hear questions raised by 

others on the team. 

 Plan your questions. You may also want to plan the sequence in which the questions will be asked, to 

ensure that everyone stays on topic during each demonstration. 

 Establish a system for scoring each issue addressed by the demonstrator. Keeping tally for individual 

issues will make the scoring process more efficient, and will prevent situations in which someone from 

your team forgets how a particular demonstrator addressed an issue. The scores will also come in 

handy when it’s time to make a final decision. 

 Ask the reseller to follow up on issues not fully addressed. The reseller may need to consult with 

colleagues or the software manufacturer before providing answers to more in-depth questions. Be sure 

someone on your team follows up on any unanswered questions after the demo.  

 

Get to Know the Software Manufacturer 

Are you familiar with the company that makes the software? Is it a respected name in the software industry? 

How long has it been in business? What is its vision for the future—for its products and for the company? 

These are just some of the questions about the manufacturer you want to address when evaluating CRM 

systems.  

 

Insist on user-friendly software 

Regardless of the number of features your system promises, if your system is not user-friendly, your staff 

won’t be able to maximize the full benefits. Make sure you select a system that’s logical and easy to use. Ask 

these questions during your interview process:  
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  How easy is it to use the software interface—the primary screens 

where data is entered or otherwise managed? 

 Can the interface be modified to more closely match the needs of 

my organization? 

 How easy is it to navigate between modules of the software? 

 What type of software documentation and training will be provided? 

 

Evaluate the technical support 

Your consultant will be a good resource regarding technical questions or 

other issues that arise. But you may still need to rely on the software 

vendor’s technical support team as well. 

 

Here are some questions to ask regarding the vendor’s support team: 

 How quickly are calls taken from customers? 

 What are the hours of operation? 

 What options are available for after-hours questions or concerns? 

 What charges or service plans are involved? 

 

Inquire about the customer service department 

Does the software developer have a team devoted to non-technical 

inquiries? Look for a company that is dedicated to regularly providing high-

quality service to customers and has the resources to deal with product 

questions, customer feedback, order tracking, and software registration. 

 

Get flexible reporting 

Look for a system with the capability to produce the reports your 

organization requires. When reviewing your options, find out if customized 

reports can be created with a minimum of time and effort. Also see if the 

system will allow you to manipulate the data any way you choose. 

 

Ask about customizability 

Does the software allow you to modify all aspects of the system? Are 

customization tools easy to use? Do you have the ability to create and 

modify fields, screens, tables, views, scripts, and security settings on the 

fly? 

 

Look for e-business strength 

Does the CRM vendor sell other e-business applications that complement 

and integrate with the CRM system? Can the vendor extend the capabilities 

of the system to connect your existing back-office functions? 

 

If the company offers a line of e-business products, it’s a good indication 

that it is committed to its customers by developing products that can 

further enhance and expand its customers’ e-business capabilities.  
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Top 10 Features to 

Look for in a CRM 

System 

 

1. Sales cycle analysis. 

 

2. Integration to your 

back-office systems. 

 

3. Scalability to 

accommodate future 

business growth. 

 

4. Flexible licensing. 

 

5. Seamless flow of 

information between 

corporate systems and 

remote employees.  

 

6. Real-time reporting 

and analysis. 

 

7. Automated workflow. 

 

8. Contact and campaign 

management. 

 

9. Multiple language and 

multicurrency capabilities 

to support global 

business. 

 

10. Ability to easily 

customize your system to 

fit your business needs. 

 

Remember—the customer is 
why CRM exists. As you choose 
a system, think about the 
impact each feature will have 

on your customers! 



 

 Ensure options for growth 

A good software company invests heavily in engineering and develops new product features and 

enhancements regularly. It stays abreast of new technologies and makes sure that its customers do, too. 

Often, software upgrades cost far less than the retail price of the full program. Some vendors even provide 

upgrades within their support programs. A good software manufacturer will provide product upgrades at 

reasonable prices or as part of a yearly service agreement. 

 

Does it fit your budget? 

Remember that your CRM system is a business investment. As such, your return on investment (ROI) should 

be a major component in determining which CRM system you select and how you choose to deploy it. 

Spending too little could result in an inadequate system that does not meet the needs of your customers or 

your organization, while overspending may put your business at risk. If you are honest with your reseller 

about the factors that will ultimately influence your decision, you should be able to make an informed decision. 

 

Justify the investment  

Once your evaluation team has reached an agreement about which product to purchase, you may find it 

helpful to create a document or presentation to explain your choice. This document should detail the features 

of the system, their direct fiscal benefits, and the resulting long-term benefit to the company. It should also 

outline the total cost for implementation, training, and ongoing maintenance. You can use this type of 

summary document to help you get final approval and buy-in from upper management. 

 

Implementing Your System  

Once you have chosen the vendor and product, and purchased the software, it’s time to install the system. It 

will take time to adequately install the new software without compromising or invalidating your existing 

system. Inevitably, there will be a few kinks to work out. What is the best way to make the implementation 

process a smooth and successful one?  

 

Create a blueprint 

To smooth the implementation process, create a “blueprint” of your CRM-related business processes with your 

consultant and/or reseller. This provides a pre-determined plan and a set of guidelines to help you reach your 

goals. It will allow you and your consultant to determine the best plan for you. The expectation is that the plan 

itself may change, but if the goal and guidelines remain the same you will have a successful installation.  

 

Appoint a primary contact 

Another way you can help speed implementation is to appoint someone from your core team to be the primary 

contact for any questions the consultant may have. Providing a single contact for questions will save time in 

getting the right answers to the consultant. 

 

Prepare for modifications  

Each organization has very different business processes. Consequently, no CRM package can address all of 

your needs. CRM software generally comes with some core functionality and toolboxes for adapting to your 

needs. Some CRM systems also offer additional feature sets that can expand system capabilities. So, if you 

need software that can meet the unique requirements, be prepared to make modifications after installing the 

system. 
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 Get everyone involved 

Getting employees to understand and support the new CRM system is an important step in the implementation 

process. It’s safe to say that employees who don’t feel confident using the new system won’t use it. You can 

avoid this situation by continuing to get everyone involved.  

 

Communicate the CRM vision and progress to your staff; explain the advantages for the organization and the 

functional benefits for the users. Also, reassure them that proper training will be provided. This is a sensitive 

and crucial step involving the heart of your organization—your employees. Consider how the changes will 

impact your staff, and plan to resolve anticipated problems early-on to ensure a smooth and favorable cultural 

adjustment.  

 

Provide good training 

Employee buy-in is the key to a successful CRM implementation. So good training, tailored to the different skill 

levels of employees is essential. Don’t bore a technically adept sales manager with a beginner’s level 

dissertation on using a computer-based scheduler, and don’t intimidate a new customer service agent with 

techno-speak about the ins and outs of back-end integration. Just as you tailor the product for your 

environment, tailor the training to the end-user.  

 

These training programs should begin before rollout to ensure end-users are ready to use the system when it 

is ready for them. In addition, this early training will add to the enthusiasm for the rollout and lay the 

groundwork for widespread acceptance. 

 

Bring people up to speed 

Regular review meetings during the implementation stage will also help people become familiar with the new 

system. Keep your users informed—let them know when changes will occur. Encourage the management team 

to stay involved during the implementation process by attending meetings and training sessions. 

 

Test before you launch 

When it comes to something as valuable as your customer data, you will want to beta test every system 

component and make certain it is functioning properly before you take the system live. For example, you can 

have your field salespeople enter mock customer data and see how well the system receives and processes the 

information.  

 

Plan for ongoing evaluation 

Plan to regularly review and evaluate the system based on desired criteria, such as one month following 

implementation, three months, six months, etc. Be sure to inform your consultant and vendor of any 

challenges you encounter along the way. Keep in mind that your CRM system will always be evolving. As a 

result, implementation never completely stops. Ongoing evaluation of your business processes will help you 

maximize the benefits CRM can bring to your organization. 

 

Hot Tip! 

Before launching your new system, perform a trial conversion of your existing data into your new database. 

Then ask your employees to explore the database. Since they will already be familiar with the customer 

information, this exercise will help them to better learn the new system. It will also help you to identify 

potential conversion problems. 
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About CRMPlus Consulting 

To understand how someone goes from prospect to client and better control 

costs, companies need a 360-degree view of their customers and processes. 

Whether you are looking for Marketing, Sales or Customer Service automation, 

CRMPlus Consulting can provide an effective business solution to help 

eliminate missed opportunities and build better customer relationships. And 

that equals success. 

                                                                                                                                 

With decades of combined experience in customer relationship management 

software, the team at CRMPlus Consulting has the expertise to fully 

understand your business requirements and what needs to be implemented to 

help you achieve your long- and short-term goals. 

With offices in Tampa and Orlando, Florida CRMPlus Consulting has worked 

with customers in industries such as health care, construction, insurance, and 

technology to name but a few. Through a thorough review of your company’s 

current workflow and processes, CRMPlus Consulting can recommend a 

customized solution based upon your needs and budget that will help you 

better understand how your customers are taken care of at each and every 

stage of the relationship. 

                                                                                                                                  

One size doesn't fit everyone. Some companies require on-line capabilities. 

Others need robust synchronization and customization. Solutions designed for 

selling to businesses can be overkill if you sell directly to consumers. We can 

help you define your needs and implement the right solution for your business. 

With the help of robust customer relationship management solutions like ACT! 

by Sage, SageCRM, SageCRM.com and Sage SalesLogix, CRMPlus Consulting 

is quickly able to implement a business automation solution to help you improve 

productivity and reduce costs. 
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