CRM 3.0

The Bridge to the Future of
Customer Relationships

A Semplar Scientific White Paper Introducing CRM 3.0, a new marketing and sales management model
that integrates and extends prior approaches to CRM to unleash the
potential of customer relationships.

Just as the placement of a bridge has profound impact upon the
economic, cultural, and political development of the newly connected

Authors communities, the CRM 3.0 model is designed to challenge preexisting
Brian C. Glibkowski, MBA, PhD approaches to strategy, people, and technology to reevaluate them in
Managing Director, Semplar, LLC a new light, ultimately transforming them in fundamental ways.
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The New CRM 3.0 Model

CRM 3.0 represents the logical evolution of customer relationship management into a new CRM
moded that effectively integrates and extends prior approaches toward CRM.

Research has shown that conventional CRM approaches have Figure 1. Perceived Effectiveness of
not been as consistently effective as they should be. Current CRM Appmadlfsmective

According to Forrester Research, a significant percentage of Marketing 37%

executives evaluated their current CRM capabilities to be Cuslt"d’_““-’ tA;‘aI'V“CS :gi

. ndirect Sales o

poor/below average across the key CRM best practice areas Customer Data Mgt. 31%

(seeFigurel). eCommerce 30%

Customer Strategy 25%

Technology Infrastructure 23%

CRM 3.0 represents the intersection of three key perspectives Field Service 22%

required for the development of a more effective CRM T;;ffc'f s“:fet; igf

approach (see Figure 2): strategy, representing the Source: Band, 2008

organi zation’s plan of action to achieve sustained competitive advantage, people, representing
human capital practices, and technology, representing the software and hardware that unites the
strategy and peopl e perspectives to achieve efficiency.

Figure 2. CRM 3.0 Model and Contributor Profiles

Over a 12-month period, Boston Mutual identified notable gapsin current CRM approaches (CRM
0.0, CRM 1.0, and CRM 2.0). It was determined that the conventional approaches to CRM were
inadequate to meet the needs of Boston Mutual.
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The CRM 3.0 modd adopted by Boston Mutual (and is gill evolving) is qualitatively different
than earlier CRM models. This new model provides a greater depth and breadth of insght to the
business across each of the three perspectives, strategy, people, and technology. More importantly,
it caused Boston Mutual to reevaluate their preexisting approaches about strategy, people, and
technology in a new light, and ultimately has the potential to transform the organization in
fundamental ways.

The Evolution of CRM

As atool for marketing and sales management, CRM has existed in the business organization in
one form or another snce the first busness was organized as a means toward gaining a
competitive advantage through effective and efficient management of the sales reationship.
However, it is estimated that 50% of the small to medium-sized business market does not use a
formal CRM software system (Leavitt, 2010). In modern business usage, CRM has evolved to
become an integrated, sophisticated and highly informative software-based business tool used by a
widerange of organizations as the cornerstone of their bus ness strategi ¢ planning functions.

e CRM 0.0 — Thisis CRM prior to technology. At this time, marketing/sales strategy and
people management determined business success using smple, yet functional, paper or
rudimentary systems. Though founded in 1891, Boston Mutual did not fee that formal
CRM software was necessary for their business success until 2010.

e CRM 1.0 — With the advent of the computer, the focus is now on boxed, software-based
work flow automation solutions for managing and tracking high volumes of records
asociated with accounts, opportunities, and leads that needed continuous updating. At
Boston Mutual, the demand for CRM software was driven from the bottom up by the sales
representatives who wanted the efficiencies of work flow automation software to make
tasks more efficient, eliminate redundancy, and ensure accuracy.

e CRM 2.0 — CRM has matured and is now defined as “a philosophy and a busness
strategy” (Greenberg, 2008). With the introduction of Software as a Service (SaaS), CRM
Is now delivered via the internet as ‘software on demand’ (i.e., from the cloud) outside of
the traditional technical limitations, making it available to all szes of organizations, not
just enterprise-class corporations.

e CRM 3.0 — Represents an analytical framework by which CRM can be “perfected” by the
CRM industry. It also provides an effective developmental roadmap for marketing and
sales organizations of all sizes to utilize CRM perspectives (strategy, people, and
technol ogy) to gain a cons stent and sustainabl e competitive advantage.
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Boston Mutual’s CRM Development Approach

Boston Mutual desred a CRM software solution that enabled their marketing and sales strategy
while also meeting the work flow automation requirements of the sales reps (CRM 1.0
capabilities). Semplar, on behalf of Boston Mutual, conducted an in-depth review of the CRM
software providers for the purpose of software selection. The comprehensive review conssted of
evaluating the top 40 CRM software vendors (Business-Software.com, 2010) and included
reviewing vendor websites and marketing collateral. Then, a subset of these vendors was sel ected
for further interviews and/or demongtrations.

Currently, most of the vendors place a strong emphasis on the
technology as the dominant focus of solutions. Indeed, this technology
focus has yielded tremendous gains in workflow automation (CRM 1.0)
and promises to offer assisance for strategy automation (CRM 2.0).
However, despite large investments in CRM software technology, the
return on investment (ROI) is often less than expected as some user
needs and customer requirements often still go unsatisfied. Thisis due,
in part because the depth of the technology perspective has not been
matched by an equal depth in the strategy and people perspectives.
Within CRM 3.0, the key, overarching requirement for a CRM solution
isthat it needsto align with the firm’s specific Strategy.

When viewed through a strategy lens, CRM utilizes the technology to
deliver the strategy in a manner that the people can maximize its
effectiveness through tactical execution.

When viewed through a people lens,

effecive CRM implementation takes into

account personnd recruitment, selection,

development, training, job anayss, job

design, peformance management, and

compensation.  Additionally, within the
people lens, we examine the latest social science research in
marketing and sales, scientific methods (e.g., statistical techniques),
and organizational behavior to better understand CRM’s value to
the organization. Moreover, it has been suggested that technology
only accounts for 20% of CRM Success, with the remaining 80%
attributed to strategy and people (Goldenberg, 2008).
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As depicted in Figure 3, prior development of CRM represents incremental change, a result of
technological innovation. However, as the limitations of each iteration were understood, they
resulted in the need for further evolution. It became clear to Boston Mutual during the software
selection process that the lack of a consistent (or visble) strategy, and systems not being user-

friendly to support dtrategy were the two most lacking aspects found in many CRM software
solutions.

Figure 3. Competitive Advantage of CRM 3.0

CRM 3.0 represents transformational change. Now all three perspectives are consdered in equal
relation to each other alowing organizations the ability to implement a CRM system that
articulates the organization’s strategy effectively, consders people practices, maximizes the

technology, and is user-friendly so that the organization can now gain a cons stent and sustainable
competitive advantage.

Accordingly, the Boston Mutual CRM software sdlection (the technology) was based upon two
key criteria:

e The technology solution’s ability to model, test, and enable Boston Mutual’s marketing and
sales drategy.

e How wel the CRM software could enable human capital practices.

Based upon these criteria, CampaignerCRM was selected for implementation as Boston Mutual’s
CRM software.
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CRM 3.0 Illustrated at Boston Mutual

CRM 3.0 is dedgned to help organizations deliver fully

integrated CRM system that span and connect drategy,
people, and technology. Boston Mutual’s selection of

CampaignerCRM was only the beginning. The next step wasto
develop a framework for an effective strategy that maximizes
the technology implementation and deployment, and gains
full adoption (and usage) by the end-users at Boston Mutual.

Boston Mutual Strategy Development

Boston Mutual’s strategic development centered on
gdiminating the gap commonly observed in many STRATEGY FIRST
organi zations where little or no effort is given to objectively
analyze how the organization’s business drategy relates to _

“Strategy first, technology second, not the other
the use of CRM software. In other words, Boston Mutual way around. This sounds straightforward, but

needed to ensure that their CRM software would effectively many CRM vendors and many of our peers seem to
reverse this order to their own detriment. If you

deliver on the corporate strategy with the CRM software understand strategy, technology automation
becomi ng an invaluable component of the management ultimately leads to strategic activities within and
system. outside the CRM software.”

Recognizi ng this gap, Semplar developed Strategy Path Sharon Thomas, Second Vice President, Group
Modeling (SPM) as an approach to moded and assess strategy Operations, CRM Project Manager

at al levels and areas of the organization (Glibkowski,

Gillespie, Konstam & McGinnis, 2009). Strategy Path

Modding applied to CRM draws upon the scientific

disciplines of Strategy, Organizational Behavior, Human

Resource Management, and Marketing to model and measure

cause-and-effect relationships between predominatey

intangible variables (needs, motivation, attitudes, behaviors,

processes, and resources).

Based on discussions with dozens of Marketing and Sales
Executives, as wdl as a sample of CRM software audits (See
Figure 4), Semplar concluded that the marketing and sales
value chain is not captured or represented as part of CRM
software, a phenomenon we coined as the CRM Disconnect.
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For example, based upon the CRM audits (see Figure 4), Semplar found up to a 70% disconnect
between an organization’s operational marketing and sales strategy and what was actually
measured in the CRM software.

Figure 4. CRM Strategy Path Model Audit
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A Scientific Approach Toward Strategy is Needed

At the heart of the CRM disconnect between strategy and measurement is an inability to quantify
the qualitative. For example, most important variables in CRM software remain unmeasured
(e.g., relationship quality, commitment, satisfaction, value proposition). As depicted in Figure 5,
usng a cusom assessment, Boston Mutual was able to measure, with precison, their value
proposition—the reasons why clients make the decision to buy (or not buy) their product and/or
service. In mogt organizations, there may be an intuitive sense of value proposition, but that
intuition israrely matched against rigorous analysis of the empirical data.

Figure 5. Value Proposition Clarity: Two Assessment Options
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CRM Automation

As depicted in Figure 6, CRM Automation enables efficient strategy path modeling and human
capital management associated with five key CRM processes: model devel opment, data collection,
analyss, reporting, and activities. Effective drategy path modeling begins with mode
development that clearly identifies the key organizational variables, as well as the paths for each
element. It is necessary to then collect the related data and conduct the appropriate analyses to
objectively measure the model’s performance. This is then followed by creating the necessary
reporting to interpret the performance and provide insgght into activities.

Figure 6. CRM Automation of Strategy Path Modeling and Human Capital

Model development starts with creating a cause-and-effect model that executives draw on
a whiteboard to identify the key variables and paths and then use arrows to connect and
show interrelationships.

As shown in Figure 7, CRM 3.0 model development conssts of an ongoing cycle (and associated
testing) of strategy path models that continually refine the cause-and-effect paths connecting each
of the variables in the marketing and sales process. These variables can be both observed and
unobserved. Unobserved variables measure difficult to see variables (e.g., trust, commitment,
loyalty) that can have the most significant impact on operations. CRM strategy path models are
ideal for organizations to objectively analyze and evaluate these paths and trandate them into their
marketing and sal es decisions and activities.

CRM 3.0 Technical Report-i | © Copyright 2011, Semplar, LLC All Rights Reserved Page 10



Figure 7. The Bow-Tie of Relationship Marketing in the Era of CRM 3.0

It is critical to gather feedback from all levels of the organization (executive, internal operations)
aswdll as from customers. Central to CRM 3.0, feedback is critical for identifying and testing the
best ideas in order to achieve greater clarity into CRM success. It alowsthe organization (as well
as each sales rep) to separate valid intuition from false intuition. An experimental design approach
should be used that generates sales and marketing ideas, tests the ideas, and encourages valid ideas
to be embraced and spread throughout the organization. Congstent with this logic, Davenport
(2009) has identified six steps associated with successful organizational experiments. We believe
these Sx experimental design steps should be applied to CRM:

Create/Refine

. Design Test Execute Test Analyze Test Plan Rollout Roll Out
Hypothesis
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Boston Mutual has developed an experimental design
program consising of planned and ad hoc
experiments, with the goal of continually refining and
enhancing their sales process.

Planned experiments are scheduled in advance,
typically on a quarterly or annual basis. For example,
during one quarter, Boston Mutual could focus on
modeling the negotiations process, for the purposes of
better understanding variables associated with closing
more business. Gained clarity could be used in several
ways, for example, identification of negotiation tactics
best practices that can be replicated by all salesreps.

Ad hoc experiments will represent spontaneous and
ongoing ideas for how to improve the sales process.
For example, during Boston Mutual’s weekly sales
meetings, ideas can be solicited and green-lighted for
testing during the following week in the CRM
software.

Using this approach, Boston Mutual isable to use both
planned and ad hoc experiments to create a scientific
and evidence-based sal es approach.

Boston Mutual uses the Sales Process Tool embedded
within CampaignerCRM to create separate lead and
opportunity process views to make complex strategy
path models actionable and approachable for their sales
reps. Usng the ongoing process of experimentation,
Boston Mutual can easily monitor the effectiveness of
each aspect of the current sales processes and then
benchmark, evaluate, and refine the effects of changes
occurring within each process. They have developed,
and are continuing to evolve, a portfolio of lead and
opportunity processes that guides sales activities (see
Figure 8).
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EXPERIMENTATION

“We are using experimental methods to uncover the
attributes associated with brokers that are the best
fit for Boston Mutual. Using science, we can then
calibrate our efforts to meet the needs of this ideal
broker profile.”

Paul Quaranto, Vice President, Boston Mutual

“As Sales Reps, we have the ability to test ideas, get
evidence, and clarity on our sales approaches. It is
empowering and exciting. This is a game changer.”

Joshua Police, Group Territory Manager,
Boston Mutual
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Figure 8. Strategy Path Model Process Views within CampaignerCRM Software’

! These processes are representative samples taken from the portfolio of lead and opportunity processes at Boston
Mutual. Each process view is a screen shot from CampaignerCRM software.
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Data collection involves the collection and creation of information to assess the various

drategy path models. For Boston Mutual, data can be directly reported within the
CampaignerCRM software by their sales repsand internal employees (see Figure 9) by following the
interactive sales process checklist. It is then synchronized with existing systems (e.g., Boston
Mutual has a rate quote system that isintegrated with their CRM software), and other external data
sources (e.g., cusomer assessment surveys).

Figure 9. Boston Mutual Initial Assessment of a Prospective Business Partner within CampaignerCRM

One shortcoming of existing data collection approaches within many CRM software systemsis the
inability to include and measure intangible variables such as trust, customer engagement, loyalty,
satisfaction, and value propostion within the software. As CRM 3.0 matures, developing an
automated menu-of-variables approach will make it easder to measure and manage the sales
process by capturing this type of data. Complex sampling designs are also not automated within
older CRM 1.0 and 2.0 software. In other words, existing approaches do not provide flexibility in
assessment approaches (see Figure 10). Moreover, assessment options should alow for data
collection to be capped when adequate sample sizes having been reached. As CRM 3.0 matures,
these types of complex sampling designs will become standard and a valued addition to the data
collection component.
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Figure 10. lllustrative Complex Sampling Automation Capability

Analysis consists of reviewing the data collected based on two aspects. descriptive

statistics (e.g., means and variance associated with variables commonly used in CRM 1.0
and 2.0) and predictive analytics (cause-and-effect analyss between variables central to CRM
3.0). As strategy is about creating impact, it is measured by predictive analytics. CRM 3.0
organi zations utilize a stati sti cal -based approach to gain understanding of how a CRM value chain
and associated processes create unique value to the marketing and sales management process.
Unfortunatdy, predictive analytics have not been regularly utilized by organizations. The effect,
according to a Forrester report, is that nearly 40% of executives feel their organizations are
deficient in analyzing marketing performance over time (Band, 2008). Of high-performing
organizations, 65% reported dgnificant decision-support/analytical capabilities while low-
performing firmsreported just 23% (Davenport & Harris, 2007).

CRM 3.0 is based around predictive analytics with the goal of providing clarity to understand
exactly how antecedent variables impact subsequent variables within the process view. For
example, using a multiple regression analysis would allow an organization to understand which, of
several, value proposition dimensions are the most important reasons a customer buys from them
(see Figure 5). Currently, many CRM software and analytical solutions are heavily weighted
toward summarizing past and current data and fall short of an effective predictive capability.
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Reporting directly follows from analysis and has three primary purposes. (1) to influence
or validate decison making, (2) guide ongoing activities or tactics, and (3) predict future
sates (Kellen, 2002). All three purposes are facilitated by predictive analytics.

The CRM 3.0 model requires more analytics driving insights to better accumulate, assess, predict,
and optimize the effectiveness of marketing and sales expenditures. To aid in interpretation,
reports need to more clearly provide actionable prescriptions for sales reps and management. For
example, most CRM reporting applications do not incorporate s mple, straightforward red, yelow,
and green light indicators associated with variable scores and impact scores (associated with paths
between variables).

To our knowledge, no CRM software incorporates true predictive analytics (impact scores) into
their sandard analysis and reporting offering. A related shortcoming, no CRM software
incorporates a cause-and-effect report view to aid in the interpretation of strategy. For example,
as depicted in Figure 11, Boston Mutual is interested in developing high-quality partnerships with
brokers (intermediaries they sell through). As summarized in takeaway #1, Boston Mutual found
that fit (between the broker and Boston Mutual) and relationship quality (broad scope, long term
and investment oriented) were the most important statistical predictors of value creation (problem
identification and search for alternatives), which in-turn was directly related to developing
business opportunities. Prescriptively, it was clear that Boston Mutual should focus on fit and
relationship quality in developing partnerships.

Figure 11. Developing Partnerships: A Cause-and-Effect Report View

Additionally, takeaway #2 indicated that potential partnerstend to be very rate focused (a concern
of some sales staff), but the evidence indicated that rate focused had no statistical bearing upon
developing the subsequent relationship. In other words, it was true that brokers tend to be rate
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focused, but this would not impede the reationship development process. This insght was
important to move previously reluctant sales managers beyond a false intuition: ‘if prospective
partners are rate focused I cannot work with them.” Again, there was no evidence to support this
sentiment. Absent the previous mental road block, sales reps could productively develop
partnerships with the existing rate focused broker population.

Activities represent the basi ¢ aspects of the sales process (e.g., appointments, contacts, and

follow up tasks). In CRM 3.0, activities are strategic because they are embedded directly
within strategic cause-and-effect process views within Campaigner CRM for use by sales reps as
wel as other internal employees (see Figure 12). As discussed next, strategic activities are made
more effective when human capital management approaches are utilized to ensure best practices
for amore congstent and efficient approach.

Figure 12. Automation of Strategic Activities within CRM 3.0 at Boston Mutual
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Human Capital Practices

As previously stated, it has been suggested that people practices are the most critical factor in
CRM success (Goldenberg, 2008). People management isimportant because it represents the heart
of sustainable competitive advantage—ultimately success or failure depends on people and ther
ability to execute Strategy.

As illustrated in Figure 6 in our CRM 3.0 framework, people management impacts strategic
activities associated with CRM software. It is necessary to outline a framework for human capital
management that is readily accepted by human resource managers. Semplar has identified five
peopl e practice areas that are important to CRM 3.0 and successful human capital management:

1. Performance Management: This is the micro-approach to assess employee performance.
Nearly 25% of companies rate their CRM performance management practices as poor/be ow
average (Band, 2008). One major issueis that CRM software is generally not integrated with
performance appraisal. CRM 3.0 software will allow sales executivesto administer assessment
approaches, such as 360 degree feedback, directly in software in a nonthreatening, constructive

manner.
Figure 13. Five Principles of Evidence-Based
Some senior marketing and sales professionals Management
remain redsant to the analytica and
predictive dimensions of CRM 3.0, preferring 1. Face the hard facts, and build a culture in

to make decisions based on “gut feelings.” which people are encouraged to tell the

This cultural and organizational barrier must
be overcome because the present and future of
marketing, sales, and service will be driven by
fact-based decision-making relying upon
metrics to achieve optima performance.
Evidence-based management (see Figure 13)
IS a growing movement in management and is
has a strong influence on CRM 3.0. In today’s
market, more than ever, CRM needs to tell the
sdling professional what will likely happen,
when, why, and what can be done in
anticipation. However, as outlined in Figure
7, intuition will always be related to new ideas
at the frontier of knowledge. Therefore, in
CRM 3.0, tested intuition contributes greatly
to CRM evidence. Source: www.evidence-basedmanagement.com

truth, even if it is unpleasant.

2. Be committed to "fact based" decision
making -- which means being committed to
getting the best evidence and using it to
guide actions.

3. Treat your organization as an unfinished
prototype -- encourage experimentation
and learning by doing.

4. Look for the risks and drawbacks in what
people recommend -- even the best
medicine has side effects.

5. Avoid basing decisions on untested but
strongly held beliefs, what you have done
in the past, or on uncritical
"benchmarking" of what winners do.
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2. Compensation and Benefits: Because CRM 3.0 is strongly based upon predictive analytics,
Boston Mutual is developing a compensation plan for sales reps to be compensated based upon
two factors: (a) performance and (b) predictive clarity. Conventional performance
management approaches emphasi ze performance—the productivity of a sales individual/team
(e.g., deals won, dollar value of deals). CRM 3.0 will additionally require sales reps to be
compensated based upon predictive clarity. For example, Boston Mutual plans to compensate
sales reps who suggest actionable and measurable improvements to the existing sales process.
Thisalowsthe CRM software to increasngly become a knowledge management system where
intelligence is actively shared between sales reps for the benefit of the entire seling
organization. For example, if the sales organization collectively understands 50% of the
factors of how to get the “next appointment” (in the sales process) and an individual sales rep
comes up with an idea that explains an additional 5% variance in getting the next appoi ntment
(representing millions of dollars in potential incremental deals won for the organization), then
that sales rep should be compensated for this “intelligence” (predictive clarity) that helps all
salesreps close deals, irrespective of the particular salesreps ability to actually close deals him
or herself (performance).

3. Job Analysis and Design: Analyssrepresentsan objective review of the work flow associated
with the strategy. Job design involves the active process of (re)designing jobs based on the
analyss. Both job analysis and design involve the examination of activities, context, human
attitudes and behaviors, tools, and performance standards. Existing CRM software providers
all conduct job analysis and design; however, the depth of thisanalyssis often shallow. CRM
3.0 will require more in-depth and scientific approaches toward job analysis and design. Job
analysis and design is especially important because it directly influences decisions in three
specific areas:

e Candidate recruitment and sel ection — identifying appropriate candidates to recruit and hire
e Employee performance management — effectiveness of employeesin their role
e Employee training and devel opment — developing knowledge, skills, and abilities

4. Training and Development: This is the organization’s planned efforts to improve knowledge,
kills, and abilities associated with job-related activities. Training tends to be formal, and
employees are removed from everyday activities. Development tends to be informal and
embedded into everyday activitiess CRM 3.0, driven by predictive analytics, will provide
greater clarity into the sales process, which in turn will place greater emphasis on training and
development to improve and optimize performance. For example, integrative negotiation or
“win-win” negotiation consists of three phases. problem identification, search for aternatives,
and outcome selection (Sebenius, 1992; Walton & McKersie, 1991). If assessmentsreveal that
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sales reps are most deficient in one area (e.g., problem identification) the training prescription
is clear. Employees may need additional training on how to decipher problems, perhaps
indicating an inability to discern symptoms from causes. As CRM 3.0 systems mature, there
will be more emphag's on effective training and devel opment approaches, and these methods
will beintegrated within and analyzed by the CRM software.

5. Recruitment and Selection: Finding and hiring the right people for the right rolesis critical to
an organization’s success. CRM 3.0 will offer organizations a more complete strategic sales
process, which will aid in recruitment and selection. For example, CRM 3.0 will provide more
realigtic, evidence-based job previews by way of detailed selling processes and associated
automated tools. Additionally, CRM 3.0 represents a more analytical and scientific selling
method that will attract better employees in addition to offering expanded roles for existing
salesreps and mangers.
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Conclusion

Customer Relationship Management (CRM) is arguably
the most important processin an organization. The CRM
revolution started with CRM 0.0, emphasi zed people and
grategy; CRM 1.0 introduced software that focused on
workflow automation of administrative activities (e.g.,
appointments and contact records); and most recently
CRM 2.0 has been introduced to focus on the interface
between technology and strategy. Moreover, each new
generation of CRM is incremental, in that it includes
advances of prior generations.

CRM 3.0 is designed to address the gaps found in CRM

0.0 to CRM 2.0 that relate to integrating strategy, people,

and technology perspectives, and to allow for building a greater depth for each perspective.
Although all three perspectives are important, CRM 1.0 and 2.0 (the current CRM approaches)
tend to overemphasize technology, and underemphasize the strategy and people perspectives.
Effective CRM strategy is the primary deficiency found in CRM 1.0 and CRM 2.0. In CRM 3.0,
drategy path modeling enables, measures, and analyzes CRM dtrategies. Strategy path modeling
allows for genuine drategy automation within software.  Second, in CRM 3.0 the people
perspective, the ability of CRM to aid in developing human capital, is important to cusomer
relationship success. The people perspective enables effective performance management,
compensation and benefits, job analyss and design, training and devel opment, and recruitment and
sdlection.

Boston Mutual believesthat CRM 3.0 will have a transformational effect. Just as the placement of
a bridge has profound impact upon the economic, cultural, and political development of the newly
connected communities, the CRM 3.0 model is designed to challenge preexisting approaches to
drategy, people, and technology to reevaluate them in a new light, ultimately transforming themin
fundamental ways.

CRM 3.0 is a clear roadmap for marketing and sales organizations interested in achieving a
sustai nable competitive advantage. Though there are challenges inherent in the evolution to CRM
3.0, there are al'so sgnificant opportunities. As Boston Mutual has already discovered, usng CRM
3.0 asthe foundation of its customer relationship approach is not only helping transform the CRM
design and implementation, it is also helping to transform the entire organization. Other
organi zations would be well served to objectively consder CRM 3.0 and its effect on their CRM
software — as well asther entire busness organization. CRM 3.0 isthe bridge to the future, cross
it now.
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Semplar, LLC

Semplar Scientific isan applied science solution provider. Our visonisto bridge the gap between
practice and science. We are pioneers of grategy path modeling—an approach to model and assess
drategy at al levelsand areas of the organization. The name Semplar reflects our focus on modeling
pathsto success, and sems from the L atin words semita (path) and exemplar (model). Our solutions
are desgned and implemented by applied scientisswith PhDs. We are trusted advi sorsto innovative
and evidence-based bus nesses and ingitutions. Semplar Scientific publishesthe Science of CRM
Blog (www.scienceofcrm.com). To learn more about Semplar vist www.semplar.com or email Brian
C. Glibkowski, MBA, PhD, Managing Director at balibkowski @semplar.com.

Boston Mutual Life Insurance

Founded in 1891, Boson Mutual Life I nsurance Company hasa proud higory of solid financia
performance. Our vison isto become "the bes niche marketer of insurance products and services'.
Although not a new vison, this gatement clearly focuses our efforts on what we need to accomplish to
make our Company successful now and in the future. Boson M utual's dedicated employees and
professona salesforce have continually made progress towardsthis vison. We have a successful core
benefits srategy and enhanced our product offeringsin our Workste Marketing Divison, have
increased our agent recruitment and product portfolio in our General Agencies niche markets, and
continue to focus on core products and quality producersin our Group Divison. To learn more about
Bogon Mutual vist www.bogonmutual.com or call 800-669-2668.

CampaignerCRM

Passionate people are behind CampaignerCRM, the next generation in customer relationship
management solutions. Built by salespeople for salespeople CampaignerCRM incorporates a process-
driven approach to allow sales professionalsto not only simply to track sales, but actually close

bus ness faster and more effectively. CampaignerCRM isthefirs CRM system that combines sales
process cond gency with sales performance to transform individua performers into aworld-classteam
of condgent producers. CampaignerCRM isthe firda CRM system that combines sales process

cond stency with sales performance technology to transformindividual sales performersinto aworld-
classteam of cong gent sales producers. CampaignerCRM codifies proven, best-practice sales processes,
provides sep-by-gep sales guidance to create a high-touch and unique buying experience for the
customer, leading to cong stent sales performance and results. To learn more about CampaignerCRM vist
www.CampaignerCRM.com or call 1-888-845-4544.
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