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Introduction

Technology has become the great leveller in
the last decade, putting much more control

in the hands of consumers and business
buyers alike. Thanks to digital disruptors such
as Zoom, Amazon, Airbnb, Netflix and Uber,
buyers expect organisations to know their
preferences and needs, regardless of whether
your organisation is selling technology,
equipment or services. Seamless transactions
across multiple devices and 24/7 access are
the new norms across industries.

Setting your brand apart from your competition
begins with providing a customer experience
that is consistently better and more memorable
at every touchpoint that your prospect or
customer has with your brand. This is achieved
through a deep understanding of their needs
as they research, evaluate, buy, and use your
product or service.

Customer Relationship Management (CRM) has
emerged as the solution for this customer-first
transformation. When it comes to traditional
CRM systems, even those who have benefitted
most often haven’t used it to its full potential
with traditional CRMs being complicated and
time-consuming to use. But the modern CRM
solution has come a long way from its more
modest beginnings.

In this whitepaper we’ll explore why a CRM
solution should be a pivotal part of your digital
transformation journey and what CEOs and
their leadership team should be considering
throughout the planning, vendor selection,
design and implementation of a CRM solution.

Digital Transformation
Strategy

A Digital Transformation Strategy is a plan of
action describing how an organisation must
strategically reposition itself in the digital
economy. As customer habits change so
organisations need to adapt and evolve to
remain successful. They need to innovate,
change operating and business models and
leverage emerging technology.

Many different paths lead to a digital
transformation and each organisation’s journey
will be unique to them. For example, an
organisation might introduce artificial intelligence
or cloud computing to enhance its customer
experience. It might redesign its supply chain
to make better use of machine learning. An
organisation can even make smart predictions
about the products customers will want in a
few months’ time, then shift production to meet
demand.

In every case, though, starting a digital
transformation journey requires a new mindset.
It is a chance to reimagine how an organisation
does things, often from the ground up.

A digital transformation strategy is a high-level
plan outlining your organisation’s objectives and
digital initiatives.



When developing this strategy, it's important to keep
following elements in mind.

1. Business Assessment

Your digital transformation strategy should begin
with a detailed assessment of your current
organisation. This initial assessment should include
your strategic goals, key performance indicators and
potential growth opportunities.

2. Marketplace Insight

After your initial assessment, it is important to
understand how you compare to your direct
competitors as well as your industry. Are your
competitors in the midst of their own digital
transformation? What digital solutions are they
working on? What new technologies or tools

are being implemented within your industry? A
competitive analysis will help you understand the
market and identify opportunities to build a thriving
organisation.

3. Prioritise Digital Initiatives

Each digital initiative will be different in scope,
resources and return on investment. Prioritise
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your initiatives based on their value, impact and
estimated efforts. Start with simple projects with
essential features to test your digital solutions
viability.

4. Create an Implementation Plan

The implementation plan should include a road
map for each initial digital initiative, resource
requirements and criteria for measuring results
before beginning the development stage. Identify
all development and delivery processes to build
standard practice for your entire organisation.

5. Build a Budget and Business Case

Most digital transformation efforts fail because of
insufficient budget. When you create your budgets,
anticipate delays and plan for when the new
technology makes current investments obsolete.

6. Build a Strong Project Team

Technology is not your only cost. It is crucial to
assemble a winning team with the right skills and
mindset to put your strategy into action. Conduct an
assessment of your current capabilities and who you
need to achieve your digital initiatives.




Customer behaviour and converting insights into
intelligible information.

CRM becomes the foundation that fully integrates
with four other key digital transformation building
blocks.

Data and analytics: CRM contains and/or
integrates with your robust data and analytics
tools to provide deep customer insight so you
can personalise your communications and
services.

Social media: CRM can works hand in glove with
your private and public social media communities
to ensure you regularly receive social insight
from your digital customers.

Customer engagement: CRM contains the
customer journey mapping tools and digital
survey tools or integrates with third-party tools
SO you can engage better with your digital
customers.

Emerging technologies: CRM puts into place
digital triggers and other emerging technologies,
like artificial intelligence, that drive next steps/
next actions to not only keep your digital
customers satisfied and loyal but also turn them
into digital advocates.

While competing in the new arena of customer
experience, organisations need to develop

their processes starting with ideal customer

journey and link them to their operations to

deliver superior value. Today’s customers expect
integrated processes across products and multiple
communication channels. Misalignment of products,
services, policies and processes with customer
priorities cause a negative customer experience in
many situations. Developing processes, starting with
the customer interactions, will help to avoid this. This
will not only benefit the customer, but will also help
to identify and fix inefficiencies, directly affecting the
bottom line.

Service experience blueprints clarify roles &
responsibilities at every touch point and can be
used as a starting point for a customer-centric
process landscape. By designing processes

from a customer point of view, organisations can
streamline processes and eliminate the waste that
is currently impeding efficiency. One important
factor to consider here is that companies often have
inefficiencies in their operating model that need

to be solved first before you can bring the new

customer-centric process landscape to life.




Today’s technology enables companies to facilitate
or even automate a significant amount of their
processes. Adapting process automation for CRM
purposes is beneficial from two perspectives, as

it decreases process cost (manual handling) while
improving process performance (cycle time, faster
process output). Although primarily adapted for
trivial, highly repetitive tasks, some companies have
already started to automate more sophisticated
processes using the current opportunities of Al

in a mix with defined business rules. Common
applications are “next best offer” processes or
excluding currently unsatisfied customers from
cross-selling and up-selling initiatives.

When it is time to implement a new CRM, organising
your team with the right people is critical. When a
CRM is going to be at the core of your operations,
the input of employees who know the organisation’s
processes needs to be considered as you get
ready to select and deploy the best available
solution. Executives can be unfamiliar with process
specifics that can be different from organisation to

organisation. Lacking this qualified guidance from a
true executive sponsor may result in a CRM system
that does not work the way your organisation does.
Users will have to compromise each time they
interact with it unless you take corrective actions,
which could result in rework or major configuration
changes. The more actively key people from the
business groups are engaged, the easier it will be to
ensure user adoption of the new CRM system.

You also need committed executive sponsorship
throughout the duration of your CRM project. The
executive sponsor can make or break the success
of the CRM deployment. This role is more than a
contract-signing figurehead who writes an email to
the organisation about what to expect or with praise
for the team that got the work done.

The sponsoring executive needs to be an
ambassador for the project, evangelise it in the
context of the organisation’s strategy and goals, and
communicate its milestones, expected changes, and
desired outcomes to the organisation. The executive
sponsor takes responsibility for their team’s



contributions to keeping the project on track,
negotiates adjustments in schedules, budgets, or
functionality, and readies people for the changes
and improvements they can look forward to with
their new CRM solution.

A study in 2019 by Villanova delved into the
importance of executive sponsors for project
management in general. The study says that
“successful executive sponsors have detailed
knowledge of a project and understand how it
aligns to the overall strategy of the business.”
With that knowledge and their positions in the
organisation, they are expected to use their
authority to move the project along, whether it’s
to remove obstacles or make effective decisions.

Villanova found that there are three areas that
executive sponsors have the greatest impact
upon project outcomes:

Visibility — Productive executive sponsors
remain involved throughout a project’s lifecycle
and take ownership of the project’s outcomes.
They are responsible for providing necessary
resources, offering input to ensure the project
stays aligned with overall strategy and keeping
other executives informed on the project’s
progress.

Communication — Employees impacted

by change want organisational leaders

to be transparent. Frequent and concise
communication is an important duty for an
executive sponsor to clearly communicate why
project changes are important and risks that
come with not implementing them.

Coalition building — Executive sponsors
are expected to take the lead in building and
maintaining a group of leaders who support
change and are willing to legitimise it in other
parts of the organization.

Executive sponsors are just one way to ensure
CRM implementation success, but they are a
hefty part of the overall process. Make sure
your CRM project is set up for success at the
beginning, so your project doesn’t become
another failed CRM implementation horror story.




Final Thoughts

The term digital transformation describes the
actions taken by an organisation to change or
adapt its current business model to a new market
reality, which helps drives change not only
improving the customer experience but also the
employee experience.

Regardless of channel, customers want
seamless digital experiences. A good CRM
solution lets you tie all the digital channels in
your organisation together in one place, to
provide a user-friendly experience for prospects,
customers and employees alike.

A good CRM solution must possess an easy-
to-understand and engaging user interface.
This engagement can also be increased by the
use of embedded collaboration tools as well
as integration with other key systems such as
email, calendaring and access to back-office
information. The most important feature that a
CRM should possess is the ability to provide
contextual intelligence gathered from both
internal and external resources. This too, from a
single user interface.

If you're at the stage where you know that
greater technology adoption would elevate
your business and accelerate growth, you
need to then think carefully about the part that
people play in this change — your workforce
transformation. Digitisation can involve a
sizeable work culture shift. It is not just changing
the way of working and digitising processes
but encouraging your people to embrace this
change instead of resisting it. You will need to
work hard to get the buy-in.

The key to success in technology adoption is
dependent on how well the new technology is
introduced and ‘sold’ to the employees, so that
they can see the value it brings, not just to the
organisation but to their everyday lives. Show
them how it can simplify things and make their
lives easier. Show them how it can save time and
help them be a more effective member of the
team.

To find out how ViewPointCRM ¥ o eme of
can help your organisation, Viewrointer
click here to arrange an initial pert
meeting with our team.



mailto:mailto:sales%40viewpointcrm.com?subject=

About StyleTech

We Are All About You

Joshua Chapman
Marketing Director
Trust Scientific Laboratory Supplies

Security

Award-winning

Specialists

2

viewpointcrm

StyleTech Solutions Ltd. StyleTech Solutions Ltd.

3 Iridium Court, Owen Avenue Kemp House, 152-160 City Road

Priory Park West, Hessle, HU13 9PF London, EC1V 2NX

01482 325779 020 3887 4626
hello@viewpointcrm.com £2 @viewpointcrm
www.viewpointcrm.com @ linkedin.com/company/viewpointcrm/



mailto:hello%40viewpointcrm.com?subject=

