IS current Knowledge in CRM system                                                   Jing-Ling Yang 

Mailbox:330

· How is the issue discussed in the trade press (General: WSJ, Business Week; IS Specific: Information Week, CIO; and Industry Specific)?  What examples are given of this issue? (be specific)

CRM is more and more popular among companies. It has become prevalent for middle to small sized company. According to Business week, there are some crucial elements that can help people to choose CRM. As a result, AMR Research predicts that by 2009, hosted CRM applications will account for only 12 percent of the total U.S. CRM market. (App 1.2)

The on demand CRM system has several features that may seem to be very good to many companies with limited marketing budget. However, there are some pitfalls for the system too. According to CIO magazine, there are some myths about on-demand CRM systems. The myths are stated as following:
Customization can be problematic. On-demand package software may be easier for the company at first. However, the whole customization and more complex rollout may take longer to complete. According to Kaila in Gartner’s Inc., on-demand CRM system can be configured, of course, within the bounds set by the vendor.) Furthermore, on-demand CRM software is typically less capable than self-hosted applications, even when both come from the same vendor. (App 1.3) 
System and Data Integration problem: Companies chose on-demand CRM system would find it difficult to integrate the data from the hosted site with the onsite application back in the corporate office. If companies just need standard CRM functions without intensive IT support, on-demand CRM is the right product for you. However, there are so many situations that companies need more functions through out the enterprise, on-demand CRM system faces the same problems with those of traditional CRM software packages: ensuring the widespread user adoption and the integration of the CRM system with other integration within the company. For example, connecting Salesforce.com to Oracle and SAP applications requires buying additional connector software or creating your own connectors via Web services. The limited cross-vendor integration is why Do initially restricted his SaaS deployments of Salesforce.com and talent management application SuccessFactors to department-level applications. In addition, in the department-level applications, integration is handled at the data-exchange level and via simple API calls to trigger, for example, a data upload and the related process. (App 1.3)
The reliance of CRM provider: on Dec 20, 2005 and Jen 5, 2006, there were outage of salesforce.com. The outage lasted for several hours each time and Salesforce.com’s customers were not able to access any information in that period of time. This issue can be very serious if you need to manage your clients and the information is not accurate or even the system is not available. Because the company outsourced its data and information to CRM providers, the company can not control the security and downtime issues. The reliability of the CRM system providers has become crucial in this situation. The unpredictable down time can cause huge loss if the sales estimate is wrong or the client information is inaccurate. 
· What is said about this issue in vendor and consultant white papers? Is there general agreement on how it should be approached?  What differences are there? 
The Total Cost of Ownership: In the paper of third party (App. 1.5), the total cost of ownership is not high; it is lower than on premise application even when the additional costs are included on the contrary to the press. 
The integration problem: In the salesforce.com white paper, salesforce.com has stated that it relieves the integration problem with five strategies: 

1. Integrations are built using the sforce Web services API, which provides access to salesforce.com-based data from within popular development platforms 

2. Creating standard technology: As a Web service, integrations are based on standards and technologies of SOAs (service oriented architectures); integrations are creating using sforce in conjunction with an ETL or EAI tool, or via custom code
3. Choose technologies to implement: Understanding the business process, data transformation and application connectivity requirements for an integration before choosing specific implementation technologies
4. Making use of Web Links, custom objects, and building sforcebased Web applications 
5. The sforce.com website contains documentation, code samples and community forums to help developers quickly complete integration projects
Understanding the differences between customization and configuration: 
The CRM industry often uses customization and configuration at the same time, but these two terms do not necessarily mean the same thing – to tailor the software to meet the unique business requirement. However, configuration generally means that the system has already provided the functions that the users need but it requires the users to change the settings without serious technical support such as programming. For example, a business analyst may need to configure more complex business implementation in order to show the end to end business process. Customization means that you actually need technical users – actual modifications to the application or template through system-level properties or programming code. A good CRM system should be flexible to be changed according to the organizational changes. However, there are a lot of companies only focusing on the ease of accessibility or other perceived advantages and then due to the inflexible architecture find it inconvenient when they need to adopt the software. If the CRM system is inflexible, the company may need to heavily modify the system thus may delay the efficiency of the system. The most important reason for companies to drop CRM system is because the inflexibility of the system to adopt the changes. Before choosing the CRM system, the company has to make sure that the extent of the configuration and that of the customization are suitable for its business needs.
The Outage problem: The key questions are always around availability (the time when you can’t access the system), loading (the system is always responsive when many users log in the same system), overflow ( the system may not be down when too many people are using it) and back-up (how do you guarantee that prior and current work is protected in event of a catastrophic failure).

· What concepts, ideas, terms, or techniques from your academic coursework (all of it – not just IS) are relevant to understanding this problem?  Are there general ideas that are useful for characterizing the problem? Has the specific issue been considered in some form?

Information System: In information system class, it taught me to look at things in a strategic method. The text book offers a foundation of essential concepts in current information technology issues. It shows how important it is for infrastructure of IT to match organizational design and business strategy, how to apply current technologies in innovative ways, how to make use of valuable information to gain the competitiveness in the business arena. The way it states the managerial issues makes me understand the importance of the potential impact of the information system. In the text book, there is CRM related knowledge that referring to what kind of role that CRM system is playing in the value chain. It also mentions how to manage the outsourcing the data to provider. 
Marketing Management: Marketing Management gives me good understanding on how important it is to actually manage customer relationship. There are different types of industries needing different types of customer relationships. For example, the retailing industry has to build up the royalty program or provide some discount from time to time. In business to business marketing, it is very important to manage the sales force to visit or call its customers on a regular basis to ensure that the relationship can stay on the same level to repeat the purchase. Therefore, some functions in business to business field is more important than those in consumer packaged goods marketing. 
E-commerce: It is actually e-commerce making me aware of on-demand CRM system. We talked about the features and the future of on-premise and on-demand CRM systems. We also talked about how the on-demand features can fit the long tail theory and how CRM is supposed to be in the business field. We also talked about how much that CRM can accomplish without having human to human interaction. That’s what really intrigues me. The limitation of the on-demand CRM system will face in the future and how they should focus on its business expansion—to huge corporate or stay in the middle and small sized enterprises. 

System Analysis and Design: Installing CRM system in the company also means that you have to integrate the system with other information systems. To actually manage the integration well, we have to examine how our business process is like and what we can do to modify the business process. Therefore, having a good understanding the business process might be very important in this field. In the course, system analysis and design also told us what kind of important issues we have to take into consideration when it comes to selecting information system – whether it is supply chain management or ERP system. 

Strategic Management: Companies that are truly customer-centric use every customer touch-point to stimulate interest, close business, satisfy a need and/or demonstrate commitment to the relationship. And that’s exactly what Customer Lifecycle Care does. It ensures that every touch-point fulfills its value potential—regardless of whether that touch happens in marketing, sales or customer service. How to leverage the functions of CRM system to accomplish this goal is very import. We have to choose the CRM system that fits our strategic goal. Therefore, we have to make our strategy first and then choose the CRM system.
· What general issue is your problem related to?  What does academic research have to say about how that type of issue or problem affects business?  Are there studies that identify the key factors or challenges associated with that general issue (if so what did they conclude)?     
The Definition and the role of CRM: Companies choosing the CRM system may narrow its focus on the CRM system the function of itself. However, a company as a whole should consider to put CRM on the element in the Customer support system—a proposed as multilevel inter-organizational system in order to sustain the effective and long-lasting relationship with its customers. The whole Customer Support system may need more than one CRM to work well. It also need decision support technologies and adapt them to support consumer decision making. By looking at this article, it gives me a more clear idea of what kind of role of CRM should be like in the complex corporate information systems. (App 3.1)
Total Cost Ownership Dispute: While the white paper mentioned above are stating that the companies using on-demand CRM is very cost effective, some people address other point of view. In the article of To SaaS or Not To SaaS, the author clearly stated that there are other issues that people have to address when it comes to security, performance, uptime and physical possession of critical business data. Some people advocate that the cost would not be justified or not even worth it to transfer its CRM system to on-demand CRM system. 
Criteria of a Success CRM system: No matter how many people tried on-premise and on-demand CRM system, it doesn’t change the fact that many CRM implementation do fail. In the article Methodology for customer relationship management, it stated many important aspects of a success CRM should provide. We can make use of these criteria to actually re-consider the function that has to be customized or configured while choosing the CRM system. (App 3.3)
Potential Implementation Problem: If a company wants to change the service to or initiate the implementation to an on-demand. The implementation of the CRM system is vitally important to integrate with other information systems. During this implementation period, many obstacles will occur. In the paper Cross-Functional Issues in the implementation of Relationship Marketing Through Customer Relationship Management, it discussed the problem and the enabler while developing CRM in the service sector. It also talked about the cross-functional integration between marketing and information system. (App 3.4) 

Press 

1. Business Week:
http://www.businessweek.com/smallbiz/content/mar2006/sb20060317_666759.htm?chan=search
The report has some suggestion and criteria in terms of choosing CRM systems. It also gives me some overview of the CRM trends nowadays. 
2. CIO Magazine:

The truth about On Demand CRM

By Stephanie Overby 

January 15, 2006 http://www.cio.com/article/16546/The_Truth_About_On_Demand_CRM
This article is mainly talking about the “not so perfect” On Demand CRM system. If the company has to choose on-demand CRM, the article has some valuable information about the drawback and potential cost while implementing or maintaining the CRM system. 

3. CIO Magazine:
CRM's Integration Blues

By Galen Gruman 

October 05, 2007
http://www.cio.com/article/144100/CRM_s_Integration_Blues
Although so many on-demand companies are saying that the on-demand CRM products are not a hassle when it comes down to data integration, in reality, it’s not so easy to integrate the CRM data with the existing information system within the corporate.

4. CIO Magazine:
Salesforce.com Outages Raise IT Concerns

February 10, 2006 
http://www.cio.com/article/17634
This article has reported outage and the inconvenience while the system hosted by salesforce.com is malfunctioning. It also exemplifies the problem of on-demand services – the accessibility problem, the physical ownership of the customer information, and the reliability of the service and data accuracy.

White Paper:
1. Software-as-a-Service;

A Comprehensive Look at the Total Cost of Ownership of Software Applications

A White Paper Prepared by the Software-as-a-Service Executive Council


SOFTWARE & INFORMATION INDUSTRY ASSOCIATION (SIIA)

September 2006
This document educates end-users and decision makers on Software-as-a-Service (SaaS), where it differs from traditional software, and what the key benefits are when deploying SaaS applications. In addition, this document also provides the reader with a comprehensive look at the Total Cost of Ownership (TCO) analysis any decision maker should complete before making a choice between a SaaS or a traditional software deployment.

2. The executive guide to CRM architecture: Why CRM flexibility will impact your success
Pivotal Corporation Inc.
This document will equip me with the knowledge of the importance of CRM software architecture, Different Categories of Architectures, The difference between customization and configuration and Key CRM implementation and consideration.

Appendix 3

Academic resources:

1. Consumer Support Systems
By Levent V Orman

Communication of ACM (Associatiion of Computer Machineary)

Levent V. Orman (orman@johnson.cornell.edu) is a professor of

management information systems at Cornell University, Ithaca, NY.
2. To SaaS or not to SaaS?

By Andrew Conry-Murray
Network Computing; 3/5/2007, Vol. 18 Issue 4, p43-43, 3/4p

The article presents a situational analysis about a fictional company that plans to upgrade its customer-management and sales-automation software through Software as a Service (SaaS). Thus, the company is working with a consultant/integrator to address all these concerns and identify the total cost of ownership of a customer relation management SaaS.
3. Methodology for customer relationship management
Journal of Systems and Software, Volume 79, Issue 7, July 2006, Pages 1015-1024
By Ricardo Chalmeta
This paper describes a formal methodology for directing the process of developing and implementing a CRM System that considers and integrates various aspects, such as defining a customer strategy, re-engineering customer-oriented business processes, human resources management, the computer system, management of change and continuous improvement.
4. Cross-Functional Issues in the implementation of Relationship Marketing Through Customer Relationship Management
By Lynette Ryals, Cranfield University School of Management and Simon Knox, Cranfield University School of Management
European Management Journal Vol. 19, No. 5, pp. 534–542, 2001
In this paper we explore the three main issues that can enable (or hinder) the development of Customer Relationship Management in the service sector; the organisational issues of culture and communication, management metrics and crossfunctional integration — especially between marketing and information technology.
