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Executive Summary

Most businesses associate customer relationship
management with a 360-degree view of the customer
that helps increase sales revenue, improve customer
service and enhance marketing campaigns.

In essence, what CRM solution providers promised in
the past few years is the ability to increase
effectiveness and efficiency by automating and
tracking the entire customer lifecycle—from first
customer contact through the contract to cash.
However, a critical link many CRM implementations
lack is the ability to capture and manage the customer
order. As Exhibit 1 shows, the order is the center of
the enterprise and links critical front-office and back-
office business processes. Nonetheless, order
management functionality is not necessarily a core
competence of many CRM ISVs. Traditionally, best-
of-breed providers such as MetaSolv, Comergent and
HAHT Commerce, and enterprise application
providers such as Amdocs, Oracle and Siebel have
dominated sales order management capabilities.

Tying Order Management to
CRM is Critical for CRM Success

This custom report addresses the importance of tying
order management to CRM for improved business

performance along with available options and trade-
offs.

Exhibit 1

The Order is the Center of the Enterprise
Source: The Yankee Group, 2004
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I. The Market View

he CRM industry is in a significant state of flux. Many
Tenterprises express varying degrees of dissatisfaction
with the state of their CRM projects. Vendors and systems
integrators accustomed to the salad days of selling large
multimillion-dollar deals with thousands of seats find
themselves pinched by a declining appetite for large
installations. What is the reason for the ongoing debate on
the relevance of CRM? The debate continues because it is
difficult to show ROI on CRM technology beyond very basic
measures of efficiency enhancement and cost reduction.

Yankee Group research indicates that CRM (in various
guises) is still a business priority. However, the focus has
shifted to the following priorities:

e The integrated view. Enterprises will undertake greater
consolidation of disparate internal projects. These
projects will affect customer-facing departments, and
there will be a concerted attempt to unify the view of the
customer from multiple departments and systems.

The basics. Enterprises are taking care of data quality

before building a single customer profile database.
They’re also trying to understand the business process
they’ll be automating before evaluating ISVs.

Back-office and front-office integration. CRM
integration is a critical budget item for many businesses.
Most businesses now understand not only the need to
integrate across sales, service and marketing systems, but
also financial and inventory systems.

Although some companies have made great strides in
gathering customer data for independent departmental use,
many discover they do not have even basic information
required for effective decision-making.

Why is this happening? The most common business process
in any organization is the order-to-cash lifecycle. This
approach takes into account the complete customer
lifecycle—from first contact to contract to cash. However,
most businesses have cobbled together the systems and
processes. The traditional approach is full of inefficiencies,
such as verbal handoffs, paperwork, redundant data entry
and linear processes via multiple disconnected systems.

The vast majority of businesses have information scattered
throughout the enterprise—on paper, in siloed databases and
in e-mails.

As a result, many companies cannot even gain visibility into

basic performance questions, such as:

e Who are our most profitable customers and what have
they purchased?

e What are the current opportunities that our sales team
and partner network are working on and when are they
expected to close?

e Which marketing campaigns generated revenue and why?

e Are we allocating the right resources to the right
opportunities? Is the right information necessary to
complete the order available efficiently and accurately?

¢ What are the past and current service requests from this
customer and do they have an outstanding payment?

A question remains: Why is it so difficult to answer these
fundamental questions?

Few businesses have achieved the Holy Grail of leveraging
the data across departments and business units for improved
customer-centricity that drives effectiveness and
transparency. Many CRM solution providers promise
increased effectiveness and efficiency by automating and
tracking the entire customer lifecycle. However, most are
missing critical functionality to deliver results: order
management capabilities. If CRM does not connect the
order, businesses are missing opportunities.
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Il. The Importance of an Access Strategy

he success of business-critical applications such as
Tsales, service, marketing and e-commerce hinges on the
ability to capture and manage the order. Orders and purchase
history are the foundation of CRM. As shown in Exhibit 2,
there are many interdependencies. If CRM does not connect
the order, then businesses cannot answer fundamental
questions regarding the state of the business.

Without visibility and transparency into the details about the
order, applications and business processes are less effective.
These are the central issues:

* Sales representatives need access to a product list, pricing
and inventory availability to generate quotes and create
orders.

* Marketing cannot mine patterns for personalized
campaigns and cross-sell opportunities without purchase
history.

e Customer service and support require order management
capabilities for review status, making changes and
verifying entitlements.

e Customers are demanding immediate inventory
availability and visibility into the purchase history.

Exhibit 2

If the CRM Doesn't Connect the Order, You Can't Answer
Source: The Yankee Group, 2004
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lll. Conclusions on the Current State of CRM

and Order Management

epending on the size of the business and current state

Dof IT investment, companies have many options to

connect the order:

e Large Enterprises: Large enterprises already have
invested heavily in enterprise applications (such as
PeopleSoft, Oracle, SAP and Siebel), HR, financials and
supply-chain management suites. These vendors provide
order management, but not necessarily as part of the
CRM suite. As a result, the best alternative is to use
existing systems and new integration technologies that
can streamline customer information from heterogeneous
systems in near-real time. Although this is an expensive
alternative, it is critical to avoid missed opportunities.

* SMBs: Some midsize companies and divisions of larger
companies also have invested in a variety of stand-alone
CRM and accounting applications. Integration tools can
assist with invoice visibility by tying the front office to
the back office. However, order management capabilities
are usually manual. Even worse, many companies are
still using spreadsheets and contact managers to track
customer information, which places considerable critical
information in unstructured repositories. Depending on
the existing IT investment, integrating additional order
management from existing vendors or evaluating suites
that have integrated order management capabilities are
available options.

The true measure of any business initiative is the value it
creates for the company. With the economy poised for a
rebound, enterprises are ready for business processes and
technology solutions that produce better customer insight
and improved business performance. Investments in
customer relationship management are at the heart of
future success. However, to succeed, enterprises must be
demand-driven, integrating front-office systems (including
newly added Web operations) with the back office to
maximize profitability.
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The Yankee Group... '
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Is the world's most trusted name for communications and networking
research and consulting, focusing on strategic planning assistance,
technology forecasting and industry analysis.

Has unmatched expertise across telecommunications, wireless/mobile
communications, IT business applications and consumer technologies.

Was founded in 1970 as the first research and advisory services firm.

Maintains research staff in North America, Latin America, Asia-Pacific,
and Europe/Middle East/Africa.

Employs approximately 200 skilled professionals.

Offers a portfolio comprising nearly 100 service offerings—advisory
services, decision instruments, signature events and consulting.

Provides complete technology and management consulting capabilities.

Showcases a full calendar of technology-related conferences and
seminars held around the globe.

Delivers a full line of reports and research notes via the Internet.

Copyright 2004, the Yankee Group. All rights reserved. 5
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The Yankee Group is the global leader

in communications and networking research and consulting.
The company helps businesses understand

the opportunities, risks and competitive pressures of
developing, deploying and consuming products and services
that drive communication or information exchange.

Now in its fourth decade, the Yankee Group is based
in Boston with research staff throughout
North America, Europe, Latin America and the Pacific Rim.
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Advisory Services

Yankee Group AnalystDirect advisory service annual memberships offer clients access to research and one-to-one
expert guidance.

Advisory services represent our best value for clients. The services help our members understand industry, regulatory,
competitive and market-demand influences, as well as opportunities and risks to their current strategies.

Membership includes an invaluable in-person strategy session with Yankee Group analysts, direct access to a team of
analysts, research reports, forecasts, research notes and regular audioconferences on relevant topics.

We offer advisory services on almost 30 selected topics in Telecommunications; Wireless/Mobile Communications;
Consumers, Media & Entertainment; and Information Technology Hardware, Software & Services.

Decision Instruments

The Yankee Group offers a full portfolio of technology and market forecasts, trackers, surveys, and total cost of
ownership (TCO), return on investment (ROI), selection and migration tools. Decision instruments provide our clients
the data required to compare, evaluate or justify strategic and tactical decisions—a hands-on perspective of yesterday,
today and tomorrow—shaped and delivered through original research, in-depth market knowledge and the
unparalleled insight of a Yankee Group analyst.

Trackers

Trackers enable accurate, up-to-date tactical comparison and strategic analysis of industry-specific metrics. This
detailed and highly segmented tool provides discrete proprietary and performance data, as well as blended metrics
interpreted and normalized by Yankee Group analysts.

Surveys

Surveys take the pulse of current attitudes, preferences and practices across the marketplace, including supply,
delivery and demand. These powerful tools enable clients to understand their target customers, technology demand
and shifting market dynamics.

Forecasts

Forecasts provide a basis for sound business planning. These market indicators are a distillation of continuing
Yankee Group research, interpreted by our analysts and delivered from the pragmatic stance our clients have
trusted for decades.

Signature Events

The Yankee Group’s signature events provide a real-time opportunity to connect with the technologies, companies and
visionaries that are transforming Telecommunications; Wireless/Mobile Communications; Consumers, Media &
Entertainment; and Information Technology Hardware, Software & Services.

Our exclusive interactive forums are the ideal setting for Yankee Group analysts and other industry leaders to discuss
and define the future of conversable technologies, business models and strategies.

Consulting Services

The Yankee Group’s integrated model blends quantitative research, qualitative analysis and consulting. This approach
maximizes the value of our solution and the return on our clients’ consulting investment.

Each consulting project defines and follows research objectives, methodology, desired deliverables and project
schedule. Many Yankee Group clients combine advisory service memberships with a custom-consulting project,
enabling them to augment our ongoing research with proprietary studies.

Thousands of clients across the globe have engaged the Yankee Group for consulting services in order to hone their
corporate strategies and maximize overall return.

The Yankee Group believes the statements contained in this publication are based on accurate and reliable information. However, because our information is provided from various
sources, including third parties, we cannot warrant that this publication is complete and error-free. The Yankee Group disclaims all implied warranties, including, without
limitation, warranties of merchantability or fitness for a particular purpose. The Yankee Group shall have no liability for any direct, incidental, special, or consequential damages
or lost profits. This publication was prepared by the Yankee Group for use by our clients.
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