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What does it mean to be a world-class competitor? It 
means being successful in your chosen market against 
the competition—regardless of size, country of origin 
or resources. It means matching or exceeding 
competitors on quality, lead-time, flexibility, price, 
customer service and innovation. It means picking 
your battles—competing where and when you 
choose and on terms that you dictate. It means you 
are in control and your competitors struggle to 
emulate your success. 

In today’s economic climate, striving for anything less 
than world-class status is not acceptable. 

Performance measures such as high quality product, 
timely delivery and exemplary service play important 
roles in reaching world-class manufacturing levels.  
However, these and other process-related goals must 
come together under a broader business strategy. The 
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“The CRM market essentially was flat in 2002,with 
software license revenue actually declining by 5 
percent,” said David O’Brien, a research analyst with 
AMR.  “But we expect this market to get back on track 
in 2003, and we have not changed our long-term 
growth projections, which call for compound annual 
growth rates of 19 percent through 2006, resulting in a 
$26.3-billion market.”1  As the economy gets stronger, 
manufacturers, and other organizations using CRM in 
business-to-business settings, are expected to be 
among the primary drivers of that growth. 

As discrete manufacturers move forward, they realize 
they must do more than simply automate routine tasks 
completed by the sales team to become a world-
class manufacturer. CRM technology must help them 
manage a complex selling process, mine their current 
customer base for opportunities and effectively 
handle after-sales service.  Most importantly, CRM 
technology must make it easier for the manufacturer’s 
customers to do business with that manufacturer.  In a 
nutshell, the world-class manufacturer must be easier 
to work with than the competition. 

Meeting the Unique Needs of 
Manufacturers 
As CRM functionality has grown to meet the needs of 
a myriad of industries, it becomes even more critical to 
understand the unique needs of your individual 
organization before selecting a solution.  The needs of 
insurance companies, hotels or service organizations 
are very different from the needs of manufacturers.  
The selling process, type of customer, length of 
relationship and product life cycle all demand 
different capabilities in a CRM solution. 

In general, discrete manufacturers have a complex 
selling process, tend to repeat-sell to the same 
customers, have a higher need for an integrated 
system, and potentially have a significant after-sales 
relationship.  Matching these unique needs to the 
functionality of your CRM solution is critical to a 
successful customer-centric business strategy, which, 
in turn, leads you down the path to world-class 
performance. 

 

CRM in a Complex Selling Process
A CRM solution that is integrated with configuration 
software or an advanced planning and scheduling 
(APS) system can go a long way in helping 
manufacturers improve their customers’ purchasing 
experience.  Accurate and timely responses to 
configuration and pricing requests mean reduced 
order costs, improved customer satisfaction and 
higher customer retention—all traits of the world-class 
competitor. 

In Action: 

Executives at a major industrial equipment 
manufacturing company believed that since they 
could not move their entire purchasing process to the 
Web, it wasn’t worth doing anything online.  After 
discussing their business challenges with the MAPICS 
team, they decided that combining web-enabled 
self-service with CRM technology would result in a 
significant gain in efficiency. 

The MAPICS team created a Web application that 
allowed the manufacturer’s customers to complete a 
partial configuration online.  That partial configuration 
would then become an immediate new opportunity 
for a sales person, who would complete the 
configuration and negotiate pricing and availability in 
person or by phone. 

As a result, customers could initiate the sales process in 
their timeframe as well as review configuration options 
and availability.  The sales staff was freed from pre-
sales duties and could spend more time closing sales 
and taking care of existing customers, ensuring higher 
quality and satisfaction.  

CRM and the Repeat Customer 
Nine months after purchasing a new car, you return to 
the dealer’s service shop to report a strange noise.  
The service organization knows when you purchased 
the vehicle, what the terms of the warranty are, any 
outstanding recall claims or notices, and the fact that 
you perform your own routine maintenance.  After 
fixing the current problem under warranty, the service 
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manager offers to sell you routine maintenance 
supplies at a bundled, reduced price.   

In addition, since this automobile company operates 
its service organization nationwide, you have the 
confidence of knowing that your vehicle information is 
available no matter where the service will be 
performed. 

Just as you might return to such a service organization 
over the years because they cater to your unique 
needs as a customer, your manufacturing customers 
are seeking the same level of commitment and 
knowledge from you.  World-class manufacturers 
intimately know and personally respond to their 
customers. 

Many discrete manufacturers tend to sell 80 percent 
of their products to 20 percent of their customers.  In 
some cases, as in the industrial equipment industry, 
certain machines and components need 
replacement over time.  In other industries, such as 
automotive, manufacturers want to secure business 
from future product lines or multiple divisions of a single 
Fortune 500 company. 

The selected CRM solution not only manages new 
customer acquisition but must be able to handle the 
intricacies of the repeat customer. 

In an environment where multiple employees may be 
selling to, responding to or servicing the same 
customer, it becomes critical to have a complete, 
accurate and timely view of all customer data in one 
place.  Such a singular view facilitates a successful 
customer-centric business strategy. 

Consider how easily a sales person can focus on the 
whole customer if he can share the fact that a sister 
division purchased the same equipment that the 
current contact is considering—and that custom 
configurations have already been completed.  Or that 
another account manager addressed outstanding 
payment issues the day before with the same 
individual.  Or that a service request was placed and 
not yet closed.  In this environment, the organization 
demonstrates, through the actions of its customer-
facing staff, its commitment to know and service the 

customer at world-class levels. 

Think how valuable a Web site could be to your 
customer if the site could retrieve product 
configurations from an order placed two years ago, 
process changes and provide updated quotes based 
on customer-specific pricing agreements.  Integrated, 
timely, accurate data that matches the product 
delivered leads to satisfied, long-term customers. 

As a single access point for all customer-related 
information, the CRM solution can not only provide this 
information to employees working directly with 
customers, but can also serve as a storehouse of 
information for more effective, targeted marketing. 

Using the information gathered during customer-
facing activities that are now stored in the CRM 
system, a manufacturing organization can refine its 
marketing activities to focus on specific groups of 
customers.  Catalogs and new product information 
can be sent to only those customers expected to buy 
certain items within the next year—based on the 
historical information in the CRM system.  Cross-selling 
and up-selling become much easier with accurate 
information.  And in some cases, CRM solutions may 
track equipment that changes hands over the years, 
providing a unique opportunity for new customer 
acquisition. 

A CRM solution can help manufacturers truly change 
the nature of long-term customer relationships. 

In Action: 

Although a Midwest food storage manufacturer sells 
long-life products, it relies on its CRM solution from 
MAPICS to collect customer information that increases 
its cross-selling and up-selling opportunities. 

As field employees service and install equipment at 
customer locations, they note what other equipment is 
present.  Information about all of the equipment and 
its condition is then fed into the manufacturer’s CRM 
system, providing the sales staff the opportunity to 
cross-sell more effectively. 
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In addition, the manufacturer has improved the 
effectiveness and reduced the cost of its marketing 
efforts.  Instead of producing one 500-page catalog 
for their entire customer base annually, they can now 
produce 75-page catalogs that are targeted to 
specific segments of their customer base. 

CRM and Integration with ERP 
After receiving a gift purchased online, you decide to 
return it.  Instead of contacting the online storefront, 
you’d like to return the gift at the bricks-and-mortar 
store where you’ll be running errands this afternoon.  
Since the organization has an integrated system 
corporation-wide, the department store accepts the 
return and asks if you’d like to apply the funds to your 
spouse’s outstanding credit card balance. 

Few department stores have achieved this level of 
integration because of the complexity of not only 
managing the merchandise, but of managing the 
data as well.  Managing historical, transactional data 
in an integrated fashion across the company is also 
one of the biggest challenges for discrete 
manufacturers.  Since much of this historical data is 
stored in back-office enterprise resource planning 
(ERP) systems, CRM solutions must be tightly integrated 
with ERP systems in order to successfully meet the 
business needs of discrete manufacturers. Integration 
between this business process transaction engine and 
CRM is critical to achieving the performance levels 
expected of a world-class competitor. 

The CRM solution must provide sales and customer 
service staffs with timely, ready access to credit, 
material availability, manufacturing capacity and 
account status.  Manufacturers must also be able to 
provide order history with configuration specifications 
as well as access to the pricing information. 

In addition, exposing different levels of integrated 
information to sister sites, suppliers and customers, can 
be extremely important in determining capacity and 
availability throughout the supply chain. 

In Action: 

Manufacturing executives at a corporation based in 
the Northeast realized that using a stand-alone sales 

force automation tool was not enough.  The customer 
service staff relied on a hodge-podge of applications, 
paper files, and corporate knowledge to work with 
their customers on a daily basis.   

Much of the company’s critical customer information 
was stored in the enterprise system but was difficult to 
retrieve.  The organization had invested significant 
time and resources to capture this valuable customer 
data, but the information had to be cross-linked to 
specific customer and opportunity information. 

Working with the MAPICS team, this manufacturer re-
tooled its business processes to make collecting and 
distributing customer and order information easier.  By 
establishing a real-time connection to its ERP system, 
the manufacturer was able to provide up-to-date 
information on item pricing and availability to 
employees.  Ensuring correct contact information for 
customers through automation eliminated 
communication problems, reduced costs and 
improved customer service. 

CRM and After the Sale 
You configure and purchase a personal computer 
online and it arrives at your door one week later.  
While you set up the computer in your home office, 
you run into a snag and call the support line.  
Someone answers immediately and can help you with 
your request.  Six months later, you encounter a 
hardware problem.  A return merchandise 
authorization (RMA) is executed easily and efficiently 
and the problem is resolved.  One year later, you run 
into a software issue.  After a call to the support line, 
you are able to download a fix for the problem.  
Although the positive purchasing experience certainly 
contributed to your attitude toward the computer 
company, the ongoing responsiveness after the sale 
makes an even greater impact. 

World-class manufacturers must also be able to 
manage warranty and service contract agreements 
accurately, execute RMAs quickly and efficiently, and 
track customer incidents in order to improve solutions 
more effectively. 
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Customer service representatives who have up-to-
date, accurate warranty information or access to 
service contract agreements can better respond to 
customers’ calls.  For example, a customer might call 
in with a complaint on equipment purchased a year 
ago.  The customer service representative pulls up the 
account and sees that service payments have not 
been made.  The customer explains that payments 
have not been made because service requests have 
not been completed to the customer’s satisfaction. 

At this point, the customer service representative 
reviews the service contract agreement and initiates 
an RMA.  When CRM solutions are tightly integrated 
with ERP systems, incoming RMA requests can 
immediately become work orders.  Customer service 
people can provide an accurate promise about the 
repair time based on access to the production 
information.  Needed supplies are ordered and 
machines are scheduled to complete the RMA—
perhaps even before the return is received—providing 
quick responses to existing customers for increased 
satisfaction. 
 
In the meantime, the customer service representative 
records the incident within the CRM solution, adding 
to the manufacturer’s knowledge base regarding that 
particular product.  Once a solution is completed, that 
information can be made available to employees 
company-wide so that the next time a similar problem 
arises, the solution is readily available. 

In Action: 

A luxury boat manufacturer on the west coast turned 
to MAPICS for a CRM solution that would help the 
company manage pre-sales as well as post-sales 
activities.  The first phase of the project focused on 
improving the operational efficiency of the services 
organization.  Each of the company’s boats are 
tracked by a vehicle identification number so that as 
the boat changes hands, the manufacturer can 
maintain accurate configuration and service records.

Since the boat manufacturer sells and services 
through a distribution channel, a detailed level of 
information must be maintained and delivered 
through an indirect channel.  Distributors are able to 

access the unique configuration of the boats around 
the clock through the boat manufacturer’s web site, 
allowing them to provide better sales and service 
support to their customers.  The manufacturer lowered 
its costs of supporting the service channel while 
improving service. By providing a means for distributors 
to deliver exceptional customer service, the company 
successfully expanded its sales channel. 

Reaping the Benefits of a Customer-
Centric Strategy 
In a nutshell, a well-selected, well-implemented CRM 
solution means all customer-facing employees and 
partners work in concert to meet customers’ needs.  
This, in turn, leads to satisfied, loyal customers—a 
critical element of world-class manufacturing.  More 
specific benefits include: 

� Reduced Order Management Costs.  Since more 
data is available to more people, manufacturers 
can increase the number of orders completed 
with no increase in the number of staff.  For 
example, one customer service organization 
reduced the cost of each order from $75 per order 
to $7 per order by exposing information online and 
reducing phone and fax communications for 
order status. 

� Improved Up-selling and Cross-Selling 
Opportunities.  Since CRM serves as a single 
collection point of all customer information, the 
sales staff now has a more complete and 
accurate picture of each customer account.  
Armed with detailed data, the sales staff can offer 
more targeted products or upgrades. 

� Better Customer Retention.  World-class 
manufacturers that know their customer intimately 
provide better service and more accurately 
anticipate future needs.  Customers prefer to work 
with manufacturers who already understand, 
appreciate and are committed to their account—
and manufacturers more easily recover customers 
before they make the final step of selecting a 
competitor. 

� Increased Close Rates.  With highly targeted 
marketing efforts, manufacturers not only reduce 
the cost of blanket marketing but also improve 
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their close rates on sales.  CRM solutions help 
manufacturers paint a better picture of who is 
going to buy and when they will make their 
purchase. 

� Fewer Customer Complaints.  Since each person 
working with a customer now has all the account 
information in one place, that individual can 
address pre-sale issues, service requests and 
account questions during one meeting or phone 
call.  Having all this information at one’s fingertips 
reduces the number of times a customer will call in 
with complaints. 

� Differentiation From Competition.  In a competitive 
environment where quality product and service 
are required to simply stay in business, world-class 
manufacturers must find a way to differentiate 
themselves from the competition.  Customer-
centric organizations using CRM solutions help 
manufacturers do more than sell—they make the 
purchasing and after-sales service experience 
better and easier. 

 
In order to reach world-class manufacturing status, 
discrete manufacturers must perform five to ten times 
better than their competition in key metrics and be in 
the top 25 percent in their industry.  It’s a challenging 
level for any company to reach and a customer-
centric business strategy must be at the core of the 
world-class manufacturing effort. 

 

 

 

 

 

 

 

 

 

 
1MSI Magazine, February 2003, “Next-generation CRM: Manufacturers’ 
B2B strategies will drive new CRM software sales,” Sidney Hill, Jr. 

 


