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The Forgotten “R” in CRM

Once, when a deal sounded too good to be true, we used to wait for the catch. Now, thanks 

to customer relationship management (CRM), we wait for the upsell.

Though CRM has the potential to do so much more, many organizations have focused on 

deploying CRM solutions as a way to wring a few extra dollars out of those with whom they 

already do business. You can’t blame them. With one recession seeming to follow another 

every few years, the old adage that it’s easier to keep an old customer than find a new one 

has never been so true. Besides upselling, CRM has also been used to facilitate a lot of cross-

selling, particularly in organizations so large that the left hand doesn’t know what the right 

hand is selling, or to whom. But this is an impoverished way of thinking about CRM, and 

over time I suspect the best and brightest chief information officers (CIOs) will approach it 

differently. 

When deployed properly, CRM gives enterprises not only an insight into the opportunities 

to grow business with each customer, but a way of measuring their value. Though we 

tend to think of them en masse, not all customers are created equal. Some are a drain 

on customer service resources despite spending very little. Other customers do business 

frequently, adopt new products and services, and may even be strong influencers to their 

peers. Sales and marketing efforts toward the latter group can be prioritized accordingly. 

As the available data aggregates, CRM should also provide companies with a way of better 

understanding customer needs and wants in order to improve their portfolio and the way 

it is offered to customers. Much more than a contact database, CRM should be an engine 

that drives customer trust.

For many years, the term CRM was interchangeable with the word “failure.” I remember 

writing about some of the early products in the late 1990s, when whole conferences were 

dedicated to the subject. Analysts and consultants would shake their heads over statistics 

that anywhere from 70 to 90 percent of all CRM deployment projects ended badly. Though 

the same could probably be said about any new technology, including enterprise resource 

planning and business intelligence solutions, CRM systems seemed particularly disaster-

prone. Implementation failure was often attributed to “communication problems,” but 

Preface
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CRM: A Buyer’s Guide  

The challenge for companies selecting customer relationship management (CRM) 

software is that there is a plethora of options—“best-of-breed” solutions, software for 

verticals, add-ons, and solutions delivered on premise, on demand, or by subscription 

(software as a service [SaaS]). The best way to navigate a market of so many products to 

find the right solution for your organization is to understand how they differ from one 

another. And since many CRM vendors offer similar functionality, innovation is the factor 

that sets the leaders apart.

This buyer’s guide will show what CRM vendors are doing to differentiate themselves 

from the competition through innovation. We will first describe some of the major 

innovations in the CRM space (e.g., cloud computing, social media and collaboration 

tools, mobile technology, and extended functionality), and then review their advantages 

and disadvantages. For each category of innovation, the guide will illustrate with real-

life examples how CRM vendors provide innovative solutions to their customers and the 

associated benefits.

Innovation in the CRM world can be approached from two main perspectives: 

innovations in software, which affect the way companies manage their relationships 

with their customers (e.g., the ability to analyze customer feedback, for better customer 

service and even product development), and innovations in the market, which affect the 

accessibility and usability of CRM solutions (e.g., having CRM functionality available in 

the cloud or on a mobile device). And as the two qualities are interconnected (innovation 

in one arena generally leads or responds to innovation in the other), this guide focuses 

equally on innovations in CRM software and in new delivery models, such as cloud 

computing and mobile.

Throughout this guide, we consider CRM to be more than a set of tools and solutions 

that companies use to facilitate their interactions with customers. A complete CRM 

implementation includes strategies and best practices that companies define and apply 

in order to attract and retain customers. 
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Examples of Innovative Cloud-computing 

Initiatives

Free and unrestricted access: The ease of deployment and management of CRM solutions 

in the cloud has allowed vendors to offer limited free functionality to their customers or 

full functionality for a limited number of users. This is called the “freemium” model, a good 

option for small companies that do not have complex needs and that may wish to purchase 

more functional modules as they grow. Some of the vendors offering free CRM solutions in 

the cloud are Zoho, KarmaCRM, Free CRM, and Workbooks.

Cloud deployment also opens the system to users that are not part of the company, such 

as customers or partners who are granted access. By creating and managing portals 

and communities accessible through a Web browser, companies can stay connected 

with anyone who has an interest in their products or services or in building a business 

relationship with them.

Development in the cloud: Vendors such as NetSuite and Salesforce.com have created 

development platforms also stored in the cloud, which allow users to create additional tools 

and apps that complement existing core CRM functionality. Though they may sometimes 

require some technical knowledge, these platforms allow most users to perform basic 

modifications to the interface or workflows, or even create simple apps to work more 

efficiently. Idea2 is another interesting example of a cloud application builder.

The ease of creating and deploying apps in the cloud has led to the advent of marketplaces—

online agoras where people can share, sell, or exchange apps they’ve created. Some of the 

most popular app marketplaces are AppExchange from Salesforce.com, SugarExchange 

from SugarCRM, and Google Apps from Google. There are also Web sites that are not 

vendor-specific, such as GetApp.com. Such apps can provide functionality ranging from 

basic functions—for example, e-mail integration or calendar management—to more 

sophisticated needs—for example, electronic signatures (EchoSign), data integration 

(Talend Open Studio), and project management (Mavenlink). An interesting example is 

Insightly, a CRM solution designed for Google Apps.

Easier communication and collaboration: Cloud deployment has opened the door to 

collaboration not only between employees of the same company, partners, and customers, 

but also between virtually everyone with common interests. We will cover this in more 

detail in the social media section of this guide. CRM users can now communicate and 

collaborate more easily, exchange ideas and apps, and also share knowledge—all owing to 

cloud solutions that integrate with their core CRM product. Vendors that offer collaboration 

solutions in the cloud include Microsoft (Business Productivity Online Standard Suite),  

IBM (LotusLive), VMware Zimbra (Zimbra Collaboration Server), Google (Google Apps),  

Collaborate Cloud, and Salesforce.com (Chatter). 
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Extended CRM Functionality

Some CRM vendors are expanding beyond their core competencies to offer more flexible 

solutions, and fill the gaps left unfilled by large CRM vendors. They are doing this by 

integrating their CRM solutions with other solutions, developing newer platforms, 

forging partnerships, creating applications marketplaces, and more. Their objective is 

to offer their customers functionality that is traditionally not part of a CRM system but 

is being increasingly viewed as complementary to a solid CRM strategy, such as content 

management, human resources, business intelligence, or project management.

For many years, sales and marketing people used a separate system from accountants, 

warehouse managers, etc. This scenario changed, however, when large ERP vendors took 

a holistic approach to managing both internal and external information by including CRM 

functionality in their offerings. But vendors offering CRM-only solutions have been slow 

to create extended functionality by adding business process management, IT service 

management, product development, human resources, etc. to traditional CRM functionality.

The advent of cloud computing has allowed companies to buy and use more software 

functionality for relatively low costs, compared with on-premise solutions. Solutions 

using this delivery model are easier to integrate with other products in the cloud because 

they use similar technology and platforms; in fact, many  vendors offering extended CRM 

functionality use this model. This also creates opportunities for social media interactions—

as social media occurs almost exclusively on the Internet (except for internal communities, 

such as intranets, created by companies), cloud solutions, which are also Internet-based, 

can more easily integrate with social platforms.

In addition, Web-based systems and programming platforms and languages such as .NET 

and Java allow for seamless integration between different systems. Add-on solutions can 

now be embedded into core CRM packages, and end users can use different tools in the 

same browser or even on the same screen. When delivered in the cloud, extended CRM 

solutions are useful for companies that do not have the IT resources to store their own data 

on-premise or integrate and maintain different systems.
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Customers looking for CRM solutions, in addition to thoroughly assessing their 

business needs, should carefully review the various software products vendors have to 

offer—whether those vendors have innovated to develop new features or they focus 

on traditional CRM functionality. Innovation is great, but remember that innovative 

products can also bring challenges that your company might not be ready to deal with. 

New technology and old business logic can be a terrible combination. New 

programming languages and platforms can be used to create user-friendly interfaces, 

dashboards, and widgets to group and display information into a single screen, but this 

is not very useful if the data is not stored and managed based on business logic and best 

practices that make it easier to retrieve and analyze.

To avoid falling into the trap of acquiring new technology with old business logic, test it 

before you buy, and focus on the operations that your employees perform on a regular 

basis. Sometimes a new interface is just a way to make a solution look better, which may 

make it more accessible, but may not help with business processes and workflows.

Innovative technology doesn’t always fit well with your existing tools. If you found 

a great tool to gather customer feedback using social media, but you need to first export 

the results manually in order to import them into your CRM system and then analyze 

them in a separate BI tool, the whole exercise might not be worth the investment. 

Look at the tools that the new solution needs to integrate with, starting with the ones 

that are critical for your daily operations. Try to estimate the resources required for 

implementing and using innovative technology, as well as their costs, and compare 

them to the expected output. For instance, using a portal for account receivables may 

not help if your customers prefer to receive invoices by e-mail. 

Beware of Innovation 
for Innovation’s Sake
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Casebook

Case Study

KANA Software Customer Success Story

Yahoo! Listens Proactively to Customers to 

Deliver Good Experiences

The Challenge

Yahoo! Music, an online music site and one of Yahoo! Inc.’s content-driven business units, 

gives users free and subscription-based access to songs, music videos, Internet radio, and 

more. New versions of software are frequently released to introduce the latest features and 

improve performance. 

Yahoo! faced challenges in collecting and quickly analyzing site feedback to monitor 

content, software releases, enhancements, performance, and error detection. Analysis of 

customer feedback in real time is key to ensuring that software releases go smoothly in 

terms of performance and error detection.

SEM Experience Analytics (Overtone) 
Approach

KANA’s solution, SEM Experience Analytics, provides continuous, deep textual analysis of 

customer comments in real time, and detects errors and discovers technical issues typical 

of online software applications. When Yahoo! Music’s customers complained that their 

anti-virus programs were detecting a new download as a potential security threat, Yahoo! 

Music could nip the problem in the bud. The problem was detected in the large volume of 

constant feedback and routed to the appropriate person in the organization. Once alerted, 

Yahoo! Music made sure customers could download the software they needed to keep on 

having good experiences.
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A customer relationship management (CRM) implementation was undertaken within the 

framework of standardizing processes across Gazprom Neft to improve the efficiency of 

wholesale, small wholesale, and retail sales, in accordance with the introduction of uniform 

accounting policies. A CRM system would enable the company to standardize and unify 

product sales processes and customer relationship process. The CRM implementation was 

piloted in Gazprom Neft–Tyumen. 

Client Profile

Gazprom Neft–Tyumen is a leading sales division of Gazprom Neft, one of the largest and 

fastest-growing oil and gas producers in Russia’s Tyumen region. The company is engaged 

in wholesale and retail sales of oil products through a network of gas stations and oil 

depots; distribution of fuel from the Omsk oil refinery; storage of fuel; quality control of 

petroleum products; and related services. The company operates through a network of 

100 gasoline stations and five oil depots throughout the Tyumen region and in the town 

of Tavda in the Sverdlovsk region.

1C-Rarus Customer Success Story

1C:Enterprise 8 Implementation for 

Gazprom Neft–Tyumen

Case Study

“

“

Today we have the ability to improve the operational efficiency of each 

transaction, correct a manager’s actions, and cross-reference specific 

contacts, persons in charge, and documents. The CRM system that we have 

implemented allows us to react as quickly as possible to our customers’ 

requests. It also allows us to generate analyst reports with comprehensive 

information about our clients in order to more effectively and efficiently 

manage the Company and build a successful customer relationship strategy.

	 	 Pushmin Anatoliy Vladimirovich, 
General Director, JSC Gazprom Neft–Tyumen
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When a leading manufacturer of personal electric mobility aids landed a large national 

contract to provide its products onsite at a big box chain, it knew that service management 

would be a key element in the program’s success. Tapping into its existing dealer network 

across the United States and Canada to quickly provide third-party service was the best way 

to assure solid geographic coverage. But with so many mobility products in the field being 

used by anyone who could climb onto one, service volumes along with parts inventory and 

returns management became a real business issue that demanded immediate attention. 

The company knew that its HarrisData ERP manufacturing software could handle the 

inventory management, but what it also needed was a customer relationship management 

(CRM) system that would be able to handle asset management, service, warranty, parts, 

billing, history, and much more. Once again, the company turned to HarrisData. 

HarrisData’s RTI Software division had just the robust product the company needed to 

manage all aspects of its new nationwide customer service initiative, and manage its 

third-party service affiliates. RTI now provides the tools that lets the company respond to 

customers quickly and efficiently, while managing all aspects of customer service, including 

third-party service, contracts, billing, parts, warranties, returns, and much more.  

HarrisData Customer Success Story 

Leading Manufacturer Employs RTI Software’s 

Closed Loop CRM to Manage Its Nationwide 

Customer Service Initiative 

Case Study

“

“

We have been able to separate ourselves from our competition because we  

can provide cost control of the repair work, ad-hoc reporting, and a complete 

service network. All this would not be cohesive without the characteristics  

of RTI. Their ongoing efforts to help us meet, and exceed, our customers’  

expectations are critical to our ongoing success.

Manager, Information Systems
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Private investors, corporations, hospitals, and endowments rely on Halbert Hargrove’s asset 

management discipline, investment knowledge, and objectivity to help them achieve their 

strategic financial goals.

In the volatile world of private wealth management, data, speed, access, and accuracy are 

critical to streamlining business processes and ensuring overall operational excellence.

Halbert Hargrove’s investment expertise consistently illustrates how wealth creation 

can grow significantly over time. The firm delivers its signature multifaceted financial 

management processes with the expertise and technology to integrate a wide range of 

services into its investment offerings and consolidated reporting tools. Prior to working 

with Infinity Info Systems, the firm was unable to offer its clients access to “real-time data” 

on their investment portfolios.

By deploying Microsoft Dynamics CRM, Halbert Hargrove was able to take its customer 

service to the next level.

The Challenge

Halbert Hargrove felt its existing customer relationship management (CRM) system was 

falling behind, as the company wasn’t able to keep up with its growing client needs and the 

rapid changes in the marketplace. Its existing system also lacked the ability to easily integrate 

with Microsoft Outlook, which was a major concern to the company’s management team, 

as it was impossible to control and track how employees were accessing and leveraging the 

different modules of integrated data available.

Infinity Info Systems Customer Success Story

Infinity Info Systems Streamlines Workflow 

for Leading Wealth Management Firm 

Halbert Hargrove

Case Study
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Case Study

Microsoft Dynamics CRM Customer Success Story

Microsoft Dynamics CRM Gives BioMedix 

Vascular Solutions Better Insight into 

Business Execution

Business Needs 

BioMedix is a medical software and device company 

based in St. Paul, Minnesota, United States. The company 

sells medical devices, software, and platform technologies 

to enable primary care physicians to better diagnose and 

treat their patients throughout their treatment history.

For its customer relationship management (CRM) needs, 

BioMedix relied on a number of custom and off-the-shelf 

applications; however, sharing information between these 

applications was often difficult. It was hard for people to 

find and share the useful information. In the words of 

John Romans, chief executive officer (CEO), “There was too 

much data, and too little information.”

BioMedix also needed the ability to automate the com-

plex process of implementing, training, and supporting 

customers in using BioMedix products. It needed to put 

information and business logic together in one place. 

They chose Microsoft Dynamics® CRM 2011 in conjunction 

with Microsoft Dynamics GP. Says John Romans, “We plan 

to run our entire business through these two platforms.”

Organization Size: 200 employees

Software and Services: Microsoft Dynamics CRM

Vertical Industries: Life Sciences Industry

Country/Region: United States

Partner(s): Meritide 

The availability of competent 

integrators enables us to stay 

focused on our business. 

Partners who can customize 

Microsoft Dynamics CRM 2011 to 

meet our business needs were a 

big factor.				  

			   John Romans, CEO, BioMedix

“

“
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Case Study

SugarCRM Customer Success Story

USA FACT Drives Higher Revenues with Sugar 

Professional™ and Empowers Sales On-the-go 

with Sugar Mobile™

Company Profile Headquarters
Riverside, California, USA

Founded
1977

Company Description
USA FACT offers comprehensive human resources (HR) hiring solutions with Human 

Resource Information Systems and Applicant Tracking System integration and consulting. 

Core areas of value include pre-employment background checks, drug screening services, 

Human Resource System selection and implementation services, and integration solutions 

for all forms of HR systems. 

Solution
Sugar Professional™        

Solution Partner
Epicom

 

When it comes to CRM customizations, you can accomplish a lot with 

unlimited funds. The beauty of SugarCRM is that you don’t have to break the 

bank to get what you want.
Matthew Taylor, President & COO, USA FACT

“
“
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5th Finger 
USA

www.5thfinger.com 
newbiz@5thfinger.com

+1 415-294-2040 @5thFinger x

AbleBridge 
USA

www.ablebridge.com 
See online form

 
1-877-600-2253

@AbleBridge x x

Accept360 
USA

www.accept360.com 
info@accept360.com

 
1-866-423-8376

@accept360 x

Adage Technologies 
USA

www.adagetechnologies.com 
See online form

+1 312-258-1200 x x

Adapt 
USA

www.adaptcrm.com 
See online form

+1 714-389-1584 x x

Adito 
Germany 

www.adito.de 
info@adito.de 

+49 8743 9664-0 @adito_software x x

Adobe 
USA

www.adobe.com/marketing/ +1 408-536-6000 
1-888-649-2990

x

Advanced Solutions 
International 
USA

www.advsol.com 
info@advsol.com

 
1-800-727-8682

@advsol x x x x

Allegiance 
USA

www.allegiance.com 
support@allegiance.com

+1 801-617-8000 
1-866-794-4785

@allegiancetweet x x x

Alterian 
UK

www.alterian.com 
bristol@alterian.com

+44 117 970 3200 @Alterian x x

Amdocs 
USA

www.amdocs.com 
See online form

+1 314-212-7000  @AmdocsInc x x x

Antenna 
USA

www.antennasoftware.com 
info@antennasoftware.com

+1 201-239-2300 
1-888-723-2832

x

Aplicor 
USA

www.aplicor.com  
See online form

+1 561-347-0300  @aplicor x x x

AppShore 
USA

www.appshore.com 
sales@appshore.com

 @AppShore x x

Aprimo 
USA

www.aprimo.com 
info@aprimo.com 

+1 317-814-6465 @aprimo  x x

APT Solutions 
UK

www.aptsolutions.net 
enquiries@aptsolutions.co.uk

+44 1952 214000 x

Artificial Solutions 
The Netherlands

www.artificial-solutions.com 
See online form

+31 35 646 26 02 @ArtiSol x x x

Astute Solutions 
USA

www.astutesolutions.com 
info@astutesolutions.com

+1 614-508-6100 @astutesolutions x x x

Attensity 
USA

www.attensity.com 
sales@attensity.com

+1 650-433-1700 
1-800-721-0560

@attensity  x x

Attentio 
Belgium

www.attentio.com 
attentiocontact@attentio.com

+32 221 84 226 @Attentio x x

AuraPortal 
USA

www.auraportal.com 
info@auraportal.com

+1 781-569-5940 @AuraPortal_en x x x

Autonomy 
UK

www.autonomy.com 
autonomy@autonomy.com

+44 1223 448000 @AutonomyCorp x x x

Vendor Directory

Vendor
Headquarters
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