Lessous from the History of

CUSTOMER
RELATIONSHIP
MANAGEMENT

1980

Pre-CRM Systems Store Data and Mot Much Else

CRM bagan to bacome pozsibla
undear the guise of *database
marketing".

Tha first contact management software was developed. Simple
contact management systems allowed customer details to all be stored
in one place and easily accessed, but not much else could be done with
them. Contact management systems and functionality were extremely
basic,
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Telemagic and ACT! were considered to be major players in the
industry.

The uze of PCs became more common in an office

enviranment, and in addition, in the late 1980s client/server

architecture was introduced in the warkplace.

Inaccessible (and Therefore, Useless) Stored Data

Sales Force Automation (SFA) was
developed that dealt with pre-zales
activities such as keeping prospect and
customer data together. Such systems
were also able to be used for telemarket-
ing. lead generation and preparing sales
quotes and orders.
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The expression “customer relationship
management” was first used.
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At the same time customer service and
support (CSS) functionality were
developed that handled activities
poet-sales. C55 databases allowed for
the progression of customer contact
centers and help desks.
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All customer data was stored in the C55 database and was
not linked up with any other organizational system. This
made it challenging for organizations to do anything useful
with the data that was available to them, since other depart-

ments such as marketing were not able to correlate this data
with their own information sourced through other activities.
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Regardless of their shortcomings,
customer service support systems
became the framework under which
automated call centers were able to
function.

CRM Covers Only the Front End

However, ERP did not cover customer relationship man-
agement functions effectively and separate customer
relationship management systems were expected to do that,
This included taking care of all front end activities.

Enterprize Rezource Planning (ERP)
software companies started including
front office tasks and activities. The goal
was to include all different types of
systems into one overall software pack-
age that would keep track of all of the
organizations functions through one
system.
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The goal was that CRM systems were
supposed to handle all customer interac-
tions with the company and provide one

view of these. This included sales but also
pre-sales, post-sales and all types of
customer communication — which at the
time were telephone, Internet and email.

Paople started to lose their faith in CRM
systeams that clearly did not meet their
needs. There was a general understanding in

the buziness world that CEM was purely @
technological and there was a lack of realiza-
tion about the amount of human effort that
wollld be needed to integrate zuch zystems
into the organization.

SAP was operating in the market at this

time, as weall as Salesforce,

All-Encompassing CRM Systems That Failed

The senze is that organizations wanted
CRM systems to do too much. This led

Rapid growth of the Internet saw the development of i o to extremely complex requirements that

2-CRM systems. Organizations began to develop systems
that could handle the different channels that were required
of them. They were beginning to be able to support Internet,
as well as partner channels,

: r~ took a long time to implement. By the
time the business needs were met by

the system, the business had moved

i forward and had new regquirements.,
According to Gartner, customer relation- x -
ship managemaent projects failed in '
droves. They argue that the end users of : -

such systems did not understand the
purpose of entering the customer data into
the system and so0 user adoption of the
systems was low and data entry was
spotty.
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During these years CRM projects were Organizations developed systems

developed around one department rather without putting in place an actual
than trying to integrate departments customer relationship strategy. Without
together. For example, a system might be an axecutive commitment to customer
built around sales without considering the relationship management through a

implications for marketing. strategy as well as a system, the initia-

tives failed.

EARLY 2000s

CRM STRATEGY BEGINS

Linking Together Front Ends
= and Back Endsa
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It was not until 2002 that a really strategic
approach beagan to be implemeantad into organi-
zations with regard to CRM. Instead of looking
at just cutting down on expenses, companies
sought out appreaches that would help them to
grow their revenues by working with customers
to better understand their needs.
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Companies that began succeeding at CRM
were working to develop both front end
and back end systems. Most importantly,
the goal was to link theze systems
together, as well as tie them with systems
used by customers and business partners.

2008

EARLY SOCIAL MEDIA & CRM

CRM Starts to Mold to Social Madia

0

By 2008, Twitter was used by Comcast to
interact directly with customers. Social
media marketing was beginning to grab
the attention of organizations as the use of
Facebook began to spread rapidly through-
out the world.

Organizations began to see the power of
social media markeling to attract
customers, In turn, customers bagan to
saa how they could use the web to be
able to exprezs their thoughis about
companies online through review web-
sites,
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Organizations became aware that customers
may not bring their feedback directly to the firm
but might instead post it online, This led to
customer relationship management vendors
starting to develop and sell systems that would
address the issues created by social network-
ing, as weall as reviewing how to leverage this
for success,

20 10 SOCIAL CRM
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CRM Begins to Integrate
All Departments

CREM becomes flexible and agile. Organi-
rations have completely embraced the
concept that CRM must be strategic.
Organizations of all sizes were imple-
menting CRM solutions, nol just large
companies, but small and medium zized
companies too.

The focus began to be completely on strategy
and =alf servica CEM was increasad so that
customers were better able to halp themsealves
with their issues.
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It had become clear that everyone in the crganiza-
tion needed to be involved in customer relation-
ship management activities, not just one silo
department. It was realized that management,
staff and technology were all required to be
operating together to achieve CRM effectively.
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Cloud technology bagan to be integrated

into CRM systems, allowing organizations

to be able to pay per use.This made CRM

become more affordable for different kinds
of organizations,

2011-2012

SOCIAL GROWTH

Social CRM Uszed Heavily in
B2C Busineszzses (But Not B2B)

Social CRM was estimated to comprise 8% of all global CRM
spending during 2012, which had doubled since 2010,
according to Gartner. This was estimated to represent $1
billion of epend on social CRM which can be compared
against an overall spend of $12.9 billion during 2012.

Social CRM became much more integrated
inte customer management systems and
approaches,
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Gartner has predicted that epending on enter-
prize CRM =oftware will grow on a worldwide
basis from $12.9B in 2012 to $18.4B in 2016,
Trends that have been predicted for the future
include an increased use of cloud-based CRM to
recluce the costs of CRM,

Most of this was found to be used in
business to consumer companies, with
just ten percent being used in business to
business organizations. It is believed that
social CRM will have very large adoption
rates in organizations.

2013 & BEYOND

MOBILE CRM
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Cloud CRM, Mobile CRM,
and Bayond - Oh, My!
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The predicted goal is to reduce the on-site
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resources and equipment necessary to

deliver CREM.

Crowd sourcing is likely to become a means that companies use to get new
ideas, as companies work with their customaers to come up with new
solutions to problems, leading to greater innovation within the organiza-
tion,

This means that customers will drive innovation in a way that they never
have heen able to before, opening up CRM to new areas of the business that
it did not touch so heavily ever before.
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Business Wesk “The Evolution of Relationship Management”, httpyiferens businesswesk, com/adsections/'crmievolution. himl
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One of the most important developments will be mobile CRM as

customers look to be able to access businesses from anywhere.
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