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Customer relationships are complex. Today, more than

ever before, implementations of these relationships touch 

larger lines of business and require multiple stakeholders of 

reviewers and approvers.

Modern Customer Relationship Management (CRM) 

solutions are now layers of back-end connections and 

systems, growing exponentially in capabilities. As a result, the 

modern CRM system houses data and information that not 

only manages the day-to-day and forecasted operations  

of multiple departments, such as sales and marketing 

departments, but also produces metrics about the 

effectiveness of their initiatives.

The intricate characteristics of this modern CRM make it 

easy to forget that at the end of the day, CRM solutions 

are the tools that help merge the “relationship” aspect of 

technology and people.

Here’s a hypothetical situation to illustrate how this works: A 

college professor joins a new university and is offered a  

plan by a financial institution for retirement savings. To the 

professor, the relationship with the financial institution via the 

university seems organic and seamless. However, behind the 

scenes, a network of product offerings encased in technology 

builds and platforms intertwines a delicate relationship between 

vendor and client. When that same professor leaves for a 

new role at a new university, those back-end products and 

technologies need to come alive to offer new options for that 

college professor that’s based on a personalized data exchanged 

between multiple systems and organizations.

The human element of the relationship often gets lost in the 

technology mix. Exacerbating this misplaced element are 

external factors like rapidly developing technologies, such as the 

Internet of Things (IoT), mobility and social media.

Each of these external factors deserves attention to make 

sure you’re incorporating the right value in your CRM mix. 

This paper examines some key points to consider and 

process within your organization around each topic.

Technologies Impacting the 
Customer Relationship 

Internet of Things
Devices are not only getting smarter, but environmentally 

aware. The IoT in many ways leads this trend. The IoT is the 

network of physical objects—devices, vehicles, buildings, 

and even everyday items such as refrigerators—that are 

embedded with software, sensors and network connectivity, 

which lets these objects collect and exchange data, creating 

interconnected ecosystems. The management consulting 

firm McKinsey & Co. predicts the global economic value 

from the IoT could reach $11 trillion by 2020, when as many 

as 50 billion devices will likely be connected.

For industry, interconnected objects can mean significant 

changes in the way companies design, produce, and 

inventory and distribute products to customers. According to 

Accenture, the conditions are ripe for the widespread 
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adoption of the IoT—a proliferation of data- rich sensors 

and devices that open up connectivity and a universal 

demand for faster, more efficient ways to work and reduce 

operational expenses and other costs.

Fiat, for example, is looking toward connected cars as the 

next growth opportunity within the automotive industry, 

noted Accenture’s “2015 Business Technology Trends” 

report. Partnering with leading-edge companies in the 

navigation systems, media, social media, and entertainment 

sectors, Fiat is creating its own UConnect platform to 

provide drivers with communication, entertainment

and navigation features that can help them stay focused on the 

road and the safe operation of their vehicle. This data needs to 

be housed somewhere in order to be utilized effectively when 

relating to customers in a personalized way—that’s where CRM 

comes in, able to house and associate the information in a way 

that creates workflow and actionable steps.

Despite the advances in the IoT and the technology’s impacts 

on CRM, it’s only a part of a broader disruption that started 

with the insatiable drive toward mobile computing. Mobile 

computing, or “mobility,” is the driving force behind always-on 

customer interactions, a new service model with which CRM 

solutions are still struggling to integrate.

Mobility

Few perpetually disruptive technologies impact the client 

relationship as profoundly as mobile technology. The 

inexorable growth in mobile computing is making us ever 

more interconnected. As part of their overall business strategy, 

managers must determine where mobility fits into CRM 

implementation and project management.

According to Gartner Inc., key questions are:

• What resources are there to plan, operate and support 

mobility technologies?

• How do you prioritize mobile projects for funding and 

resources, given so many competing demands?

• How will you track and manage fast- changing, 

nonstandard technologies?

• Where will you place your bets between competing mobile 

solutions?

Although Gartner provides valuable insights with its analysis 

of mobile technology, one key insight that these questions 

overlook is: How does an organization account for the customer 

journey within a mobile platform? The hyper-connected 

consumer has more channels of communication than ever 

before: e-mails, RFIs, text, social media and so forth.

Whether you sell widgets or financial services, mobility has 

extended your reach to a global market. It has provided 

your clients with the expectation of always-on services. It 

has changed the way they interact with you and, as a result, 

increased the importance of considering the mobile customer 

journey when configuring your CRM. Think about the 

touchpoints your consumers will have within mobile across 

sales, marketing and service and how you can provide a 

superior experience.

For one, CRMs are consumed by users in order to achieve  

“on-the-go business” capability. Moreover, mobility and 

CRMs are capturing and analyzing how the consumer 

connects with the brand. In this manner, CRMs and mobility 

produce innumerable new technologies, every day, to gauge 

the customer journey while utilizing mobile to understand 

engagement within apps, in stores and across geographies.

This journey occurs while other solutions bring in new data, 

which must be ingested by an organization: from marketing 

and sales, to service and finance. This process needs to occur 

efficiently and with actionable context. It’s this actionable 

context that drives the appropriate organizational decision 

making and that makes an effective CRM so crucial in 

connecting not only the data, but the numerous new systems 

that arise to fill a niche market.
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Mobility: Because mobility is omnipresent, it’s important 

to understand the extent to your salesforce’s mobility. Also 

determine the Bring Your Own Device (BYOD) policy at your 

organization. The CRM you implement needs to work properly 

on their favorite tablet or smartphone in order to achieve peek 

adoption.

Social Media: The emphasis on communication needs to 

transcend the organization and reach the customer. One 

way to do so is to let your customers and key stakeholders 

get involved with your IT efforts. Think of ways this can be 

accomplished with social media. Often times, this end-user 

involvement leads to an end product that’s more dynamic 

and nimble versus static and rigid. The key to effective 

communication is to help drive focus on the CRM and 

encourage your organization to think outside of just tasks, and 

instead consider the overall business goals for every project.

Communicate Value

Effective communication is crucial before and during any 

technology deployment, including CRM systems, and at 

all levels of the enterprise. It calls for teamwork, effective 

planning and end- user involvement as part of fostering 

understanding of the project’s vision and objectives, as well 

as overcoming resistance to the project. Gathering and 

responding to feedback from users and stakeholders is also 

critical, keeping the ultimate focus on business processes 

and objectives.

Ongoing communication among and between upper manage-

ment, mid- level staff and end users can go a long way toward 

successful implementation. The more comprehensively users 

understand the project, the more willing and able they will be 

to use the new CRM system.

IoT: Organizations have to understand that connected devices 

are going to flood them with new data—both structured and 

unstructured. Therefore, plan now for how IoT devices will be 

used by your organization to better the customer experience 

and how that can lead to better communication.

Social Media

In the way that mobility makes it harder for organizations to 

adopt CRM solutions, social media is making it more difficult 

for organizations to strategize CRM deployment. Through  

a multiplicity of interfaces, customer engagement is now 

ubiquitous. Experts say that social media is now a vital 

consideration in any business expansion or transformation 

strategy. Moreover, a recent Pew Research Center study of 

social media found that multi- platform use is on the rise as 

52 percent of online adults now use two or more social media 

sites, a substantial increase from two years ago, when it stood 

at 42 percent of Internet users.

Taking that same view of the customer journey, how can 

organizations provide a client relationship value via social 

media? Successful social media campaigns often entail 

bi-directional conversations, a key factor in understanding 

how to architect CRM processes. The key to integrating 

social media in an effective CRM solution is to find CRM 

systems that not only allow for record keeping, but that aid in 

understanding the context of those social interactions so that 

those interactions are used to bolster customer relationships, 

and drive new sales/marketing opportunities.

Navigating the Impacts to CRM

Further driving into the tools necessary to incorporate the 

technological factors into an effective CRM implementation 

requires a deeper understanding of three main elements of 

any project plan: communication, training and onboarding.
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IoT: How the IoT may impact the customer and the CRM 

should be part of the training and change- management 

discussion. This further aids the communication of the new 

features and data that will be sent to your organization and 

your customers.

Mobility: Leveraging mobility in training is crucial to leading 

adoption on a new service or tool. Training needs to be flexible 

and accessible and mobility can help.

Social Media: Social media is a good way to both engage 

employees in training and help improve adoption for a smooth 

implementation. Training is in many ways the toughest 

part. With regard to change management, training needs to 

start with defined needs and determined goals and—most 

important— consideration regarding the organization’s 

commitment to changing internal processes.  

Training Value

Effective training and knowledge transfer are also central to paving the road to successful deployment. It should be offered 

before, during and after implementation to ensure operational end-user knowledge. Change management is one of the most 

difficult aspects of the implementation process. If resistance is phased out strategically, then change can be phased in. Metrics 

can be used to track the implementation’s progress and success. At the top, leaders and “C-suite” executives—the chief financial 

and information officers, especially—need to understand how intrinsic change management measures are to CRM deployment.

Incentives can also help stakeholders accept new systems, engage users and aid in key staff retention. Measures like revised 

titles, letters of merit, and recognition certificates can help inspire staff involvement and commitment to CRM implementation.

Given the increasing intricacy of CRM adoption processes, bringing in outside support—in the form of a go-to partner—can 

provide critical support in communication, training, retention, onboarding new users, change management and other areas 

where there might be internal skill gaps. The Project Management Institute (PMI) says that a go-to partner can bring knowledge 

and experience to an implementation, including supplying a supporting environment and the necessary leadership.

Before requesting proposals from potential partners, PMI suggests that enterprises need to build stakeholder consensus on 

the need to hire a CRM rollout partner. As part of the process, you should identify long-term organizational goals and how the 

partner can assist in attaining not only the project goals, but ultimate business objectives, PMI says. For internal assessment, 

make a list of current skills, gaps in expertise, determine what internal resources there are and clarify roles and responsibilities.

Organizations continue to grow in scale and scope—and take on ever more 
complicated projects—but they have not necessarily made the same advancement in 

their project-management practices, processes or methodologies - PMI
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Communicate Value

Properly onboarding current and future employees to a new 

service or tool often requires a close partnership with a CRM 

vendor. There’s a need to document and identify links that 

drive processes, provide helpful information and drive the 

“What’s in It for Me” aspect of onboarding, for both the end 

users and the C-suite executives.

IoT: Training needs to start the onboarding process and 

continue through to the onboarding process of an employee. 

Therefore, understanding IoT and CRM integration is crucial 

throughout this lifecycle in order to drive smoother CRM 

adoption. Taking staff through a full customer journey can help 

add context to processes.

Mobility: Onboarding needs to be flexible and accessible 

and mobility can help. Utilize mobile experiences to complete 

certain tasks during onboarding to emphasize any of your 

desired engagements.

Social Media: Onboarding is another variant of engagement. 

Engage employees with social media in onboarding like you 

engage a customer to improve adoption. Put clear social 

policies in place for new employees and create a culture 

that fosters the right types of social interaction. Understand 

how CRM implementations can facilitate new relationships 

between customers and staff.

At the heart of the onboarding process is retention, which 

drives down costs and drives implementation value. Slowing 

the tide of customer attrition is at the center of most CRM 

tools and can best be addressed by a partnership with a CRM 

vendor that pairs the B-B-C relationship with customer needs 

and communicates that information to new employees.

Going All in With B-B-C
The rallying cry should be: Let’s make CRMs central to 

technology deployment and meeting business goals! The 

relentless growth in cutting-edge technologies, combined 

with the use of new e-commerce models, changing the nature 

of consumer and business relationships—instilling a more 

ubiquitous B-B-C model. The top three takeaways for a 

successful CRM implementation are:

• Audit the sales process to remove inefficiencies and 

streamline the sales pipeline.

• Invest in integration. A portion of the CRM budget 

needs to go toward removing information silos and data 

duplication.

• The CRM is only as good as the data. Bring in other 

departments to understand where data is coming from 

and how it’s used.

Finally, outside the scope of standard technology offerings, 

consulting and adding partners with the experience to drive 

customer engagement needs to be the top priority for any 

successful CRM rollout.

This starts with your organization’s senior 
leadership and their commitment to support 
the change initiative. Determine how ready 
the organization is to accept and adopt the 
changes recommended by the consultancy
Project Management Institute
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About Avtex
Avtex is a full-service Customer Experience (CX) consulting and solution provider focused on helping organizations create 

better experiences for their customers. With an unparalleled breadth of knowledge and experience, and partnerships with 

leading technology vendors like Microsoft and Genesys, we are uniquely suited to address any CX challenge.

 

Our portfolio of solutions and services supports our unique approach to Customer Experience, which includes two key phases, 

CX Transformation and CX Orchestration.

• Our CX Transformation solutions and services aid in the process of defining and improving CX. From Journey Mapping to 

CX Design Thinking, we provide the support you need to set the foundation for CX success. 

• Our CX Orchestration, solutions and services enable the realization of your CX strategy through people, processes and 

technology. From technology implementation to training, we ensure you have the capabilities to execute your CX strategy.


