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Executive Summary

Navigating through turbulent times is never easy, but today’s economic conditions are more challenging than
most companies have ever faced. The instinctive reaction is switch to defensive mode; cut all strategic
projects and then wait until things improve. But retreating behind the bailey could actually prove to be more
detrimental in the long term. These turbulent times present new opportunities for companies that invest
wisely in information technologies. This whitepaper examines how Sage is working with small and medium
sized businesses like yours today to help them protect and grow their revenues during the economic
downturn through the use of Customer Relationship Management (CRM) software. CRM enables companies
to: (1) deliver exceptional and personalised service consistently to their customers duringithese challenging
times, (2) increase their customer revenue share through highly focussed busin development
programmes (3) extend the reach and effectiveness of new business programmes and ( e significant

cost savings and on-going productivity improvements.
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The global economic downturn has been swift, sharp and
widespread across all industries. And while the timeframe f
recovery is debated on a daily basis, one certainty remains
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There has been a sudden rush to cut spending as companies use every means at their disposal to restrict or
eliminate activities that will not improve sales or the bottom-line in the near term. While this has been
understandable, cost reduction on its own will not steer a business safely through the economic downturn.
Businesses also need to examine how they can safeguard revenues and profitability, and particularly within
their own customer base. Otherwise, they are just delaying the inevitable: more painful cost reductions and
the very real possibility of sliding into an irrevocable decline.

What Can You Do?

Cutting costs while maintaining growth is a formidable challenge at the best of times, but during a downturn,
it can seem almost impossible. To meet these goals, SMBs will need to look for practical solutions that will
help them to drive productivity and increase effectiveness across their operations.
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Increasingly, companies like yours are turning to business software and CRM applications in particular, to
drive through the kind of operational improvements needed to survive and accelerate out of the downturn. By
optimising revenue-generating activities at a lower cost to your company, CRM is uniquely positioned to
assist you during the most challenging market conditions.

Why CRM?

First and foremost, CRM helps you to protect revenues from your current customers by ensuring that you are
delivering exceptional service and safeguarding their loyalty notwithstanding increasing cost pressures.
Additionally, by providing deeper insight into your customers, CRM enables you to uneaxh latent revenue

-important role to play in
and effectiveness of your
$§s improvements, productivity

this regard. In times of recession, CRM solutions altow yo
new business sales and marketing programmes
enhancements and significant cost savings

latest generation of CRM products from compay |

1. Grow your revenue
a. Understand

ower your cost-of-sale by always ensuring that your sales team is focussed on the
opportunities that are most likely to close.

b. Dramatically reduce your cost-per-lead by delivering highly targeted and consistent marketing
messages to specific prospects or market segments.

c. Introduce marketing accountability, so you can ensure that you are getting the right level of
return from every marketing dollar that you spend.

d. Ensure consistent processes are followed, with clear key performance indicators (KPI) which
create solid discipline and greater predictability for sales and service personnel.

e. Strip administration out of your organisation, so there’s less paperwork, errors and task
repetition, and less cost as a result.
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f.  Provide decentralised empowerment to your business development staff in a way that will drive
their productivity and effectiveness while still retaining central control over headline resource,
performance and budget management.

Why Now?

Your customers and potential customers are facing identical cost pressures, and they have changed their
purchasing patterns accordingly. In many cases, they are spending less than before. But in all cases, they
are looking for even greater value for money, and being far more discerning about potential purchases and
potential suppliers. As a result, you will need to work a lot harder to earn their business diiting the downturn.

downturn progresses, means that businesses are likely to experience significant
pressures as each month passes.

nti ontinue with in a
. The ’cost of doing nothing’,
hrough a series of practical
company like yours and

As a result, one of the biggest potential mistakes a company can make
‘business as usual’ mode notwithstanding exceptional trading circu
therefore, is significant. The table below highlights the potential t of inacti
examples. It also examines some of the underlying issues whichmay be affectin
discusses how CRM can help to address them.

e A sales executive spends six weeks closing a $50,0Q i ustoryer r than spending two weeks
closing a similar opportunity with an existing customer [
¢ A sales executive with a base salary of $80,000 per yeax sgends 10 hour: Kon sales administration [$20,000

direct salary cost per year]
¢ A sales executive focuses exclusively on a
three, well-qualified deals worth $60,000 e

ity worth $500,000 rather than pursuing

e At a company with 400 customers on $ » 30% increase in call queuing time translates
into a 15% increase in non-renewal of| $600,000 in lost revenues]

e At a company, 25% of customer 5 ; Es earning $25,000 each per year, could be
handled on a self-service ba

e At a company where an @ i g d the sales team closes one-in-five leads, lower than
anticipated demand gene jt ' ities translates into a 30% net decrease in inbound sales
enquiries from 80 per th t {

e Enables you to leverage further revenue opportunities
within your current customer base
e Ensures your sales, marketing and customer services
resources are being used to maximum effect
8 e Reduces your opportunity cost
o Fewer sale$ opportunities in the pipeline e Reduces your cost-of-sale

e Too much time spent on poorly-qualified opportunities ¢ Reduces the cost of your marketing leads

e Lower sales conversion rates e Ensures you meet customer service level agreements

e Inaccurate forecasting o Minimises administration costs

e Too much time spent on administration ¢ Protects your net margin

e Limited visibility on the real-time performance of sales, ¢ Protects and grows your revenues
marketing and customer service functions e Enables you to pinpoint underlying issues and take

¢ Shortfalls in customer service delivery corrective action accordingly

« Difficulty identifying which areas of the business are in ¢ Reduces the potential for customer attrition
growth/decline and defining focus accordingly. ¢ Ensures that your investments are all aligned to revenue

development
* Prepares you for the economic recovery
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In a downturn, therefore, CRM should not be viewed as discretionary initiative; it is now an operational and
financial imperative for all SMBs. As a supplier and consultative partner for over 5.8 million SMB customers
across the globe, Sage has an important perspective on how CRM software has helped companies like
yours to address these issues.

How Sage CRM Solutions can help your organisation

Lowering costs and driving productivity within your sales operations
Sage CRM Solutions empower organisations to sell more effectively and efficiently duyi wnturn. Sales
executives have a single point of access for calendars, accounts, reports, piﬁéline
and call lists; all of which ensure that they are producing more revenue p
analytical tools help your sales team to identify latent sales opportuniti hi

their location, device or connection, and ensurin
office.

For your sales operations, Sage CRM

A
\ horten sales cycles

Reduce sales training costs

Eliminate duplicated sales processes
Decrease time spent on administrative
tasks

Reduce sales forecast variance
Eliminate inconsistent sales practices

Maximise cross- and up-sg
Improve team col i

, only those companies whose marketing messaging and activity is targeted, compelling and
timely will survive. Sage CRM Solutions will improve lead quality and ensure higher conversion rates by
sales. The marketing team can leverage customer insights to develop retention programmes, as well as
cross-sell and up-sell lifecycle management. Marketing analytics and reporting ensure absolute
accountability at all stages in the cycle, which means that the return-on-programme investment can be
calculated with ease and marketing budget is optimised at all times.
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For your marketing operations, Sage CRM Solutions can:

Enable marketing programmes to be
planned more efficiently and effectively
Improve campaign response rates
Enable accurate measurement of
marketing campaign ROI

Ensure customers and prospects receive
the right marketing message at the right
time

Reduce marketing administrative
overhead and enables marketing
budget to be tracked and managed
Decrease the cost per customer
acquired

Reduce marketing campaign lead
times

Reduce cost per lead

<

Lowering costs and driving productivity within your customer service opera

Additionally, you can maximise the synchronisation between
ensuring that cases are progressed in a timely manner and 1

provide detailed analysis on metrics such as call vol
statistics and escalation so management can quanti
customers.

For your customer service operations, Sage CRM S ons can:

@
Q)

Provide web self service
Increase productivity of agent
Ensure issues never “get Io
cracks”

Enable agents to M ale
from customer in

customer support costs
Uce the average time to resolve an

issue
\ Decrease the number of customer cases

that are re-opened
Decrease the number of customer

Improve respons service escalations
requests

Increase custame

action car be taken earlier in the cycle when it has maximum impact. Integrated with your back-office
applications, CRM provides a complete view of the business and streamlined end-to-end business
management capabilities.

For your senior executives, Sage CRM Solutions can:

Reduce margin erosion
Reduce cost-of-sale

Reduce customer attrition
Reduce administration cost
Eliminate process bottlenecks
Reduce budget variance

Drive revenue growth

Improve profitability

Provide improved support for strategic
decision-making

Enable real-time corporate performance
management
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Drive productivity across the entire Reduce performance variance
organisation
Improve business/shareholder value

Why Sage?
Unlike any other company in our industry, Sage has focussed exclusively on the business software needs of
small and medium-sized organisations for the last 28 years. With over 5.8 million SMB business applications
customers around the world today, Sage is globally recognised as the market leader in this important
segment.

challenges. We understand that each business is unique; therefore we
suit businesses of all types and requirements. Sage CRM Solutio

f market-leading

RM lutions are provided

on-demand service
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paé led business applications

face-to-face with an expert and
rits lifetime.
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Over 30,000 Sage-certified partners
specialising in business applications
Direct presence in 26 countries
Relationships with over 40,000
accountancy practices

28 year's experience

Over 5.8 mi
Over 14

X \‘

lo

CRM: A Business Imperative for Companies during the Global Economic Downturn



" Sage ASIA (Regional Office)
210 Middle Road

10! Plaza #06-04

Singapore 188994

+65 6336 6118
www.sageasiapc.com

Sage Germany

Sage Software GmbH & Co. KG
Emil-von-Behring Str. 8-14
60439 Frankfurt am Main
Germany

+49 (0)69 500076300
www.sage.de

Sage Australia & New Zealand Sage India
Suite 5, Ground Floor, 23-27 100, Okhla Industrial Estate Phase-IlI
Scarborough Beach Rd Scarborough 1 Floor

6019

Western Australia

+61 8 9245 0600
www.sagesoftware.com.au

New Delhi-110020
+91 11 40712488
www.sagesoftware.co.in

Sage Austria

Business Software GmbH
Primoschgasse 3, A-9020 Klagenfurt
+43 (0) 463 3843-0

www.sage.at

Sage Ireland

3096 Lake Park Drive
Citywest Business Park
Dublin 24

Ireland

+353 1800 255300
www.sage.ie

Sage Belgium/Luxembourg
Sage Bob Software
Excelsiorlaan 3

1930 Zaventem, Belgium
+32 07022 21 20
www.sage.be

Sage Middle East

Office No. 211, Building<
P O Box 500198
Dubai Internet Cit

+971 (4) 390018
www.me.sage.co

Sage China

Suite 2605 Liu Lin Tower
No. 1 Huaihai Zhong Rd
Shanghai 200021

+86 21 6385 0097
www.sagechina.cn

Sage France

10 rue fructidor

75834 Paris, Cedex 17
France

+33 (0)825 825 603
www.sagecrm.fr
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Sage Portugal

Edifi cio Olympus I
Av.D.Afonso Henriques, 1462-2
4450-013 Matosinhos

+351 22 120 24 00
www.sage.pt

Sage South Africa
Softline

Softline Technology Par
102 Western Services Roa

Gallo Manor Ext 6, 219
South Africa
+27 11 304 10
www.softline.cQ:
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plications consisting of ACT! by Sage, Sage CRM, and Sage SalesLogix. Over
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