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Management Overview

Over the past two decades Customer Relationship 
Management (CRM) has become an essential tool 
to support sales and marketing activity.  It has also 
been extended to improve customer support, with 
organisations using the integral case management 
functionality to track customer interactions.  
The technology is proven, effective and indeed is now 
an essential component in any sales person’s armoury.

More recently, however, a number of technology changes have reignited 
interest in the potential role of CRM outside its traditional remit.  Firstly, the 
rapid proliferation of mobile technology has transformed user expectations of 
real time access to information, creating strong demand for remote real time 
access to customer information anytime, anywhere.

Secondly, the perception of the value of that information has also changed 
as a result of the new generation of user led Business Intelligence (BI) tools 
that have transformed the way individuals can access and explore company 
information.  There is a growing awareness that the information held within 
the CRM system not only supports effective day to day activity but should 
underpin strategic direction.

Yet even with these huge technology changes, the focus of CRM deployments 
remains firmly placed on sales and marketing, with BI focused predominantly 
on looking at sales orders, sales history and customer behaviour. 

CRM can and should have a far wider role within the business.  Combining the 
depth of customer information resource with highly effective workflow, CRM is 
easily customised or adapted to meet a raft of key business challenges, from 
streamlining administration to enabling web service.

In this white paper, CPiO outlines a number of ways organisations across the 
UK are already extending the use of CRM to drive significant cost benefits and 
improve operational efficiency. 

There is a growing 

awareness that the 

information held within 

the CRM system not 

only supports effective 

day to day activity but 

should underpin strategic 

direction.

I  CPiO White Paper  I  Extending CRM Beyond Traditional Boundaries



CPiO
Part of the Waterdale Group of Companies 3

T 0844 880 6140
E marketing@cpio.co.uk

The Reinvigoration of CRM 

Global IT spending is set to reach $3.7bn by 2014 as the 
economy improves, according to Gartner’s Worldwide 
IT Spending Forecast – and a significant proportion of 
investment is related to improving Customer Relationship 
Management (CRM) deployments.

The analyst predicts that enterprise software spending is on pace to grow 
6.4% in 2013, with expanded spending on e-commerce, social and mobile as 
organisations boost customer relationship systems.

According to Gartner, CRM buyers are focusing on technologies that enable 
more targeted customer interactions in multichannel environments – including 
online channel and marketing campaign management – and technologies 
enabling customer loyalty management.

“Across the board we expect organisations to make strategic investments 
in CRM. Companies want to invest in big data, social and multichannel 
marketing to improve CRM,” Richard Gordon, research vice-president at 
Gartner Gordon explained.

Yet despite this increase in CRM spend, organisations are still missing a 
trick: there is far more to CRM than sales and marketing.  The core elements 
of CRM - opportunity management, account management and case 
management - are based on highly effective workflow that can be deployed to 
streamline operations in many areas of the business.

 Extending Workflow

 Workflow is a key component in CRM, enabling organisations to streamline 
sales and marketing activity – from automating product discount approvals 
to creating event triggered marketing campaigns. Products such as Sage 
CRM enable organisations to quickly and easily build powerful workflow 
processes that extend the foundation level workflow available in the 
standard solution. This can be used to include customers, employees 
and suppliers within the workflow, providing the chance to impose greater 
control over the entire business, from product acquisition through customer 
acquisition to customer support. 

 Workflow can be triggered manually or automatically via alert driven 
processes, ensuring the business responds immediately and consistently  
to events – such as a supply chain glitch or customer query, and  
enforcing company rules and procedures.
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 Fast, Simple Integration

 With the shift towards mobile and web enabled CRM access combined 
with integration to social media, CRM is fast becoming the information hub 
of the organisation. Indeed, one of the most compelling benefits of building 
business processes around the core CRM solution is the ease with which 
the organisation can improve cross-business visibility.

 These highly expandable solutions can provide not only an  
unprecedented depth of customer history and customer interaction 
information but also provide a fast view into other related business data. 
Rather than embark upon complex, expensive and often risky integration 
projects, a business can simply view applications’ data and use CRM as 
the information hub to provide immediate visibility of other systems. 

 For example, a user clicking on a specific customer account in the CRM 
System will be able to see credit information from the finance system, 
enabling better decision making regarding sales plans and pricing. 
Providing visibility of other applications, from ERP to grant applications, 
maintenance management to logistics, can transform the depth of 
information available to users without requiring expensive integration.  
In essence CRM becomes the information hub that provides deep 
customer information and a simple view into any related business data.

 User Experience

 Extending the role of CRM to embrace customers and suppliers, as well  
as social media, is creating a 24x7 model. Organisations need to enable 
out of hours working for both employees and customers – both via 
mobile and web portals – and they must deliver information in a way that 
increasingly reflects the consumer rather than business experience.  
The way individuals interact via tablets and smartphones, Apps and social 
media, has changed expectations. If CRM is to become a truly effective 
information hub, it is essential to match that excellent user experience.

How can an organisation extend CRM and leverage the workflow, integration 
and user experience in practice? CPiO has three examples in use today 
that demonstrate the value of extending CRM to provide a business-wide 
information hub.
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Example 1: Extending Self-Service 

Customer and employee self-service has become an 
increasingly important component of business practice in 
recent years.  

From enabling employees to update HR details to providing customers with the 
ability to log problems online, even access credit information and order history, 
24x7 self-service is convenient for the user and offers the business the chance to 
significantly reduce costs by streamlining administration. 

A key aspect of that model is the integration of web self-service with CRM, 
which is an increasingly common feature within CRM solutions.  Exploiting this 
functionality ensures that when customers or prospects register an interest on the 
web site, the information is automatically captured within the CRM. This enables 
the business to respond via marketing messages or use the case management 
functionality and workflow to deliver a rapid, controlled response to customer 
problems. Effectively the customer is now a user of the CRM system – they can 
input data, see data and manipulate data.

So how else could this self-service use of CRM be exploited to deliver a better 
customer experience?  For any organisation that relies on customers providing 
information to instigate the interaction, self-service offers significant opportunities to 
streamline processes, reduce costs and improve the quality of service.

For example, organisations that require some kind of application form – for 
investment services or grants, for example – typically have long, manual, paper 
based processes. Customers fill in the paper based form which is then sent to 
the organisation; the information is retrieved from the form and manually entered 
in the requisite system. Not only is this process time consuming, it often demands 
a great deal of customer commitment, with constant toing and froing between 
organisation and customer to address inconsistencies in the information. 

This entire process can be transformed by integrating web self-service with CRM. 
When the customer completes the application forms online, the information is 
automatically dropped into the CRM System which then triggers the requisite 
workflow.  And this is key to successfully streamlining the process: CRM’s in-built 
workflow ensures that at every stage the application has the correct information 
and is approved, before moving onto the next stage. 

Data quality issues can be addressed by offering customers drop down menu 
selections, while any free text input is automatically flagged for proofing as part of 
the CRM workflow before the application is progressed to the next stage.

In addition to reducing the time taken to handle applications, improving the quality 
of information and transforming the customer experience, using a CRM system 
to manage this process creates a full history of every customer interaction. This 
provides the required accountability and tracking, as well as enabling the business 
to analyse the application process and flag up any areas enduring unacceptable 
delay. Furthermore with this depth of information, organisations can significantly 
improve management reporting, removing the delay associated with reconciling 
multiple spreadsheets to deliver real time insight into this key area of the business.

I  CPiO White Paper  I  Extending CRM Beyond Traditional Boundaries

Self service offers significant 

opportunities to streamline 

processes, reduce costs 

and improve the quality of 

service.



CPiO
Part of the Waterdale Group of Companies 6

T 0844 880 6140
E marketing@cpio.co.uk

Example 2: Mobile is Changing CRM in More 
Ways Than One 

Mobile is fast changing the way CRM is used by 
organisations. A recent survey of CRM decision makers 
by Nucleus found that 74 % of companies had enabled 
mobile access to CRM applications – increasing sales 
force productivity by 14.6 %, with nearly a third citing a 
productivity increase of more than 20 %.

But why limit mobile CRM to the sales force?  The workflow and case 
management within CRM makes it an ideal solution for organisations with 
extensive engineering field forces and strict Service Level Agreements (SLA) 
with customers.  Rather than invest in complex, expensive, dedicated mobile 
maintenance management solutions, CRM has the flexibility to support hundreds 
of different workflows to reflect different SLAs, terms and conditions and 
product/service requirements.

Using CRM as the hub, customer service requirements – such as security 
alarms or IT systems failure – can be logged either via a telephone hot line or 
by the customers direct online.  Each log triggers a customer specific workflow 
to determine which engineer should be allocated the task. Additional tools can 
be integrated to further streamline this task, such as the use of geo-location on 
mobile devices to identify the closest engineer.

The engineer receives a request via email on the mobile device, which is then 
accepted or rejected depending on that individual’s ability to respond. When an 
engineer accepts the job, the CRM workflow then triggers a notification to the 
customer as well as providing the engineer with all the requisite information – 
from customer location and fastest route, to product set up, previous history and 
potential parts required.

In addition to providing an incredibly flexible and scalable case management 
solution, CRM has the ability to handle highly complex, customer specific SLAs. 
The process is streamlined and the company has a complete audit trail of 
interaction and communication. In addition to ensuring any problems or issues 
can be tracked and analysed, the CRM solution provides the ability to search by 
customer and provide an in depth report on the number of calls logged and the 
speed of response.

Critically, in what is by necessity a customised solution, CRM is not only far 
easier, quicker and cheaper to customise and tailor than other solutions but by 
default also provides a highly effective sales and marketing tool. Organisations 
can analyse performance to gain a far better understanding of performance, 
of profitability by client or product/service type, and build on that insight with 
powerful sales and marketing to improve the way the business interacts with 
both prospects and existing customers on new sales opportunities.
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Example 3: Generating Revenue in Further 
Education 

There are also real opportunities to extend the existing 
ways an organisation uses CRM to support additional 
administrative tasks. Within Further Education, for 
example, CRM has become increasingly important 
in recent years to manage the growing international 
student population.

With government funding reducing, both Further Education (FE) and Higher 
Education (HE) colleges are under pressure to diversify and gain access to 
new revenue sources. Many have offered services direct to local businesses, 
from courses and lectures to classrooms and apprentices; while overseas 
students now contribute significantly to annual revenue.  Data from the HESA 
Student record for 2011/12 shows that there were 2,496,645 students in higher 
education in the UK in 2011/12, of these 17.4% were from overseas.

CRM has become a key tool to ensure the different FE and HE teams dealing 
with local businesses are fully in the loop and working together effectively 
to maximise revenue opportunities. It is has also been extended to include 
relationships with the international agents that play a key role in influencing the 
uptake of places at specific locations and courses. 

Again, CRM can become the information hub by providing access to the student 
record system to provide a link between students and international agents.  
This enables better understanding of each agent’s influence, improving the 
college’s ability to prioritise overseas activity.  In addition, colleges have a duty to 
provide these overseas students with access to accommodation, often in local 
households. Using the case management aspect of CRM, the college can track 
and manage any problems flagged by students with the accommodation.

The result is one CRM screen that can provide a list of all the overseas students 
that have applied for a certain course, the agents used, and any on-going issues 
with these students. As a result, the college can not only improve its targeting of 
key international agents but also track the students’ experience which will be a 
key factor in influencing agents to recommend the college in the future.  

This is a highly competitive marketplace and the ability to combine complete 
student history information with the relevant international agent enables a far 
more effective and relevant sales activity whilst also supporting the administrative 
aspect of student support, especially within key areas such as accommodation.
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Conclusion - CRM is Clearly Changing 

The core functionality of products has been extended 
with mobile and web access and the ability to rapidly 
customise workflow.

Organisations are looking to integrate social media to further extend the 
depth of customer interaction information and improve cross platform 
marketing. 

More significantly, CRM now provides a platform upon which to create a 
complete, business wide information hub. It is highly tailorable and can be 
rapidly extended with additional applications to support business innovation 
- from adding mobile geo-location to improve access to the right personnel 
and ensure they get the fastest route to the customer, to exploiting user led 
BI to provide unprecedented business insight, from real time dashboards to  
in depth analysis. 

CRM clearly has so much more to offer to a business than improving sales 
and marketing. With the right approach, CRM can become the foundation for 
a fundamental transformation of efficiency and competitiveness across the 
business.
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