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2   Putting the Customer Back into CRM

No matter what you sell, from financial products and 
services to software to sneakers, there’s a universal 
truth about your customer: they’re dynamic.

They change from moment to moment depending on 
their mood, their motivations, and the circumstances 
of their day.

Putting the Customer Back into CRM
Summary

Their interactions with your company, too, are dynamic. The 
very same customer who delights in a promotional email, for 
example, might scoff at receiving a text message, while the 
customer who gets aggravated speaking to a service agent 
might relish the self-service opportunity provided by an IVR 
system or bot-enabled webchat. 

To our practical mind, this seems obvious. Customers are 
human; of course, they have preferences that change and 
evolve. Every customer interaction has potentially valuable 
information that can be used to inform decisions elsewhere, at 
a later date and time. Traditional CRMs and Systems of Record, 
however, would have you believe otherwise because of their 
inherent limitations. 

In the pages ahead, we’ll take a closer look at how to put the 
customer—that dynamic, multi-faceted individual—back into 
customer relationship management and how doing so can 
result in compelling advantages for your business. 

An age of immediate gratification

Customers want their needs met instantly, 
seamlessly, and without friction.

Data & Insights need to be readily 
available

More customer choice has reset 
expectations. Siloed systems inhibit 
personalized service.

Customers expect recognition 
across all interactions
Meeting customer expectations is about 
more than just channel availability; 
personalization and tailored touches are 
expected, too.

Increasingly complex 
communications channels

The customer service landscape has 
changed. It’s now about using all channels 
seamlessly.
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Traditional customer relationship management 
platforms aren’t cutting it. 

For starters, most CRMs provide a limited view 
of the customer that fails to account for their 
dynamic nature and real-time interactions with 
your company.

How do you fix this broken system? 

With tools that bring it all together. 

Today’s customers demand easy, 
differentiated, personalized service.

CRM Today is Incomplete
The Problem

They keep communication channels siloed rather 
than treating them as smaller pieces of a larger  
on-going conversation, one that takes place 
across many different mediums.

And finally, they fail to take advantage of the 
latest technology, like artificial intelligence,  
which can provide large-scale personalization 
that greatly enhances the customer experience.

They make accessing the full range of customer 
data a challenging roadblock rather than the 
intuitive, touch-of-a-button convenience it  
should be.

A unified CRM that’s dynamic enough to sync all 
available data about your customers in a single, 
easily accessible view. One that includes pre-built 
workflows, layered channels, and boosts agent 
visibility in order to facilitate better experiences 
across the board. The results? More productive 
interactions and stronger business performance. 

51%
would switch to a 
competitor after 
a single negative 
experience1. 

74%
will switch if 
service and sales 
experiences are 
difficult2. 



Helps you find innovative ways 
to get more value from your data

Enhances customers’ impression  
of your business

Powers more positive 
interactions

Helps your employees do their  
jobs better

Many companies say they use a CRM, but what 
they really have is a system of record. And, some 
organizations have several systems of record.

What’s the difference? A system of record merely stores your 
data. Oftentimes, such systems were designed for a different 
world than the digital-first, always-connected, ever-changing 
one we operate in today. 

While there’s nothing inherently wrong with this kind of 
system—and to be sure, you need a place for all your customer 
information including transaction data to live—it shouldn’t be 
conflated with a CRM. In essence, this is the “broken” system 
we referenced in the introduction.

A purpose-built CRM, on the other hand, is more than just a 
data storage application. It not only houses your data, but helps 
you use it as effectively as possible. Purpose-built CRMs can 
be tailored to your exact business needs in the contact center, 
where more traditional and pre-built CRMs are designed for 
mass appeal to general, one-size-fits-all business use cases. 

In the contact center, you need role-based permissioning, 
specific data presentations for different agent types and 
departments, communication channels, ticketing, and the ability 
to not only sync but action essential third-party information in 
customized ways. 

Do You Have A CRM or a System of 
Record…And What’s the Difference?

Chapter 1

A CRM purpose-built for the 
contact center:

VS
CRM

SYSTEM OF 
RECORD
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A purpose-built CRM serves many areas of 
your business:

Improving customer experience by cutting down 
on the amount of manual work required of agents, 
leading to quicker resolutions and higher customer 
retention. 

It tackles repetitive, tedious tasks so agents can 
focus on more engaging, higher-value work, which 
drives employee engagement. 

It harnesses predictive insights to help your 
associates make more tailored product and service 
recommendations, which customers are more likely 
to act on.

All of these serve to boost the bottom line. 

A study by ROI research firm Nucleus Research found 
that for every dollar a company spends on customer 
relationship management, the company gets back $8.713.

That’s more than an 800% return on your investment. It’s 
hard to think of another channel that can reliably yield 
those kinds of results. 

AVG. 
ROI800%

$8.71 RETURN

Every $1 invested in CRM

=

So, does your CRM do these things, or is it becoming 
apparent that what you really have is a system of record? 
If it’s the latter, not to worry. Purpose-built CRM solutions 
can be used to address the gaps between systems by 
tying in important data from existing systems of record 
for all-in-one views of relevant customer information.

Next, in Chapter 2, we’ll explain some tangible ways 
you can put an all-in-one customer relationship platform 
into action to bring the customer back to the center for  
your business. 
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One of the biggest downfalls of legacy CRM 
systems is that they keep departments siloed 
because they don’t provide a consolidated 
view of data to keep everyone updated on 
actions and events from around the business. 
Sales might have one system for tracking 
clients, while customer service uses another 
system entirely. 

Why is this a problem? They’re different departments, 
after all, each with their own functions and objectives. 
But while different departments might do their jobs just 
fine on their own, their effectiveness can be multiplied 
when they work in tandem and bring greater value to 
the organization. 

Take marketing and customer service, for example. The 
former promotes the company’s products to customers, 
while the latter helps customers use the product to solve 
their problems. 

If marketing is running a promotion on product A, it 
makes good business sense for customer service to 
prioritize recommending product A when it’s appropriate 
for the customer’s situation. More products are sold and 
customer problems are solved—it’s a win-win.

Another example that pertains specifically to the financial 
services world is the handoff that happens between 
sales and implementation. Consider a loan origination 
workflow, where one department handles the lead 
generation and capture, then hands off to a processing 
department, who hands off to an underwriter, and so on. 
This lack of transparency and easy access to data is a 
major breakdown point for traditional CRM.

A unified CRM ensures the customer onboarding and 
success teams are delivering on the promises made by 
the sales team during the buying cycle by sharing data. 

The Essentials: Unified Data & 
Workflow Automation

Chapter 2

UNIFIED 
DATA
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These examples of symbiotic relationships are 
ideal, but they can only happen if each department 
is in the loop about what the other department is 
doing—and how the customer is interacting with 
each of them. Unified data makes this possible. A 
CRM without it creates missed opportunities. 

The rise of omnichannel communications only 
heightens the need for unified data as customers 
intuitively move between platforms when 
interacting with a company. Without giving it a 
second thought, for example, a customer might 
open a support request on social media, follow 
a link to move the conversation to live webchat, 
and field a follow-up message from an agent over 
email. By not unifying data, customers are forced 
to repeatedly revalidate their identities and restate 
their issue(s). 

A unified CRM facilitates the consistent transfer of 
knowledge across the departments and employees 
that manage each of these channels. The transfer 
happens in real-time as the conversation unfolds, 
eliminating the need for agents to go hunting 
down information about the previous interaction or 
making the customer repeat themself.

Given the examples above, it should come as no 
surprise that companies that successfully align 
sales, marketing, and customer service are more 
profitable and have better business outcomes. 

According to a study by Aberdeen, companies with 
sales and service alignment saw an average of 
20% growth in annual revenue. That’s compared to 
only 4% growth among those with poor alignment4.

Theoretically, it’s easy to see that unified data is 
a more practical approach to managing customer 
relationships. But perhaps the best way to illustrate 
its tangible power is through automated workflows. 

A unified CRM ensures the customer onboarding and success teams are 
delivering on the promises made by the sales team during the buying 

cycle by sharing data. 

20%
Average growth 
rate of companies 
with sales & service 
alignment 

4%
Average growth 
rate among 
those with poor 
alignment
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Here’s what one might look like:
A customer calls the company’s phone support center. 
Thanks to unified data, we know the customer owns 
product “A”, so their call is routed to an agent who 
specializes in product “A” support.

Their dynamic customer record tells the agent that they 
called last week about a connectivity issue, so the agent 
is prompted to ask about that first, without making the 
customer recap the problem. 

An automated script provides the agent with follow-up 
questions to troubleshoot the most common connectivity 
issues, solving the problem quickly. 

After the call, a net promoter score survey email goes out 
to the customer, who, having just had such a productive 
interaction, gives a high rating. 

This is just one example of how automated workflows 
can be used to add value to the customer and place 
the focus on their desired outcome, driving positive 
outcomes for the business in the process. The ripple 
effects of centralized access to customer profiles can 
be felt throughout your agent front line, with reduced 

handle time, faster speed to resolution, and shorter wait 
times for customers. 

Such instant customer gratification wouldn’t be possible 
without a central location for processing customer data.

In Chapter 3, we’ll take customer data insight one step 
further with a look at automation, artificial intelligence, 
and the large-scale customer value it provides.
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12% Increased Agent 
Productivity
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From name-branded soda bottles to Cameo 
shout-outs from celebrities, customers want 
personalized experiences. The concept isn’t 
a new one—just ask any seasoned bartender 
who rakes in higher tips by memorizing what 
their regulars order and serving it up before 
they even have to ask.

Executing personalization at scale, however, is a 
different story. At a certain point, it becomes logistically 
impossible to manually tailor experiences to every one 
of your customers. That’s where artificial intelligence 
comes in. 

We often think of AI in terms of its ability to speed up 
our work and make our lives easier. And, of course, 
it’s great at those things. But it’s also a CRM secret 
weapon businesses can leverage to deliver delightful 
experiences and cull invaluable customer insights on a 
large scale in three key ways: 

AI in CRM Provides Large-Scale 
Personalization & Insights

Chapter 3

Targeting and Segmentation

Extracting business insights 

Providing speedier, more 
effective service 

Key Benefits of AI in CRM



Targeting and Segmentation
When you have thousands or even hundreds of 
thousands of customers, you won’t win by using 
the same messaging on all of them. 

Instead, AI-powered list management, lead 
qualification, and profile segmentation help 
you send the right message to the right group 
of customers at the right time, maximizing the 
efficacy of your marketing campaigns.

Providing speedier, more effective service
Customer service channels also have much to gain 
from implementing AI-enabled CRM software. 

With intelligent account scoring, you can assign 
priority to accounts based on value so that your 
most profitable customers always receive the 
fastest service. AI also helps you cut down on 
service times for all customers through the rapid 
deployment of applications like chatbots, virtual 
agents, and conversational IVR. 

In addition to reducing customer wait times, these 
technologies also lighten agent workloads, which 
has a compounding effect on the quality of the 
service they’re able to provide.

Extracting business insights
Sure, any manager can tell you that call volume 
spikes on Monday mornings or gets lighter 
overnight, but can they predict how many agents 
you’ll need working on the second Thursday in 
June or how many customers will upgrade their 
service this month? AI can. 

AI has immense power to derive meaning from 
historical data and make future predictions, 
which can be used to make practical decisions on 
staffing, training, sales strategy, and more. That, 
combined with real-time reporting on channels, 
agent activity, and campaigns, gives you 24/7 
oversight of your business performance.

Thus far, we’ve discussed how a unified CRM 
drives better outcomes for your customers, but 
it’s not only about them. The easier it is for your 
agents to do their jobs, the more they can focus on 
providing best-in-class service. The right CRM can 
make your agent workflows easier, which is one 
more way to put the focus back on the customer. 
More about this in Chapter 4.

According to research by McKinsey, 
such personalization has the potential 
to cut acquisition costs in half and 
provide the following results:

lift in revenue5-15%

increase in efficiency  
        of marketing spend610-30%
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When an agent picks up a customer ticket, 
how many steps do they have to take to get 
the information they need to resolve it? We’re 
talking logins, clicking, scrolling, transferring, 
and so on. If you’ve never quantified these 
steps, it’s well worth doing—the number might 
surprise you. 

Ineffective CRM systems often require agents to toggle 
between several screens, wait for multiple pages to 
load and sometimes even log into several different 
applications to access the information they need on 
the customer and product. Meanwhile, the customer is 
waiting on the other end of the line, growing ever more 
frustrated with each passing minute. 

A fully customizable contact center platform eliminates 
the click-and-wait headache, putting all the information 
an agent needs right at their fingertips. Drag-and-drop, 
efficiency-driven setups are populated specifically for 
the needs of contact centers, so your agents never have 
to tell a caller “sorry, my system’s being slow today!”

Customize Agent Desktops with Ease
Chapter 4

In addition to being customizable for your agents, an 
effective CRM must be able to be tailored to the evolving 
needs of your business. The KPIs you used to measure 
success five years ago likely aren’t the exact same ones 
you rely on today, so you need a CRM that can change 
with you as you grow. 

Whereas legacy CRMs require a bundle of money and a 
major infrastructure overhaul to update, a modern one 
can be easily adjusted to meet shifting demands. A low-
code CRM means you can design visually and easily 
connect workflows to complex backend systems, without 
prior knowledge of business process management or 
engineering ability.

Lower response times, as issues are 
resolved more quickly 

Lower absenteeism and turnover as 
a result of more satisfied employees

Greater employee satisfaction, as 
workflows become less tedious

Lower staffing costs, as agents are 
able to tackle more tickets in the 
same amount of time

When your agents are empowered 
with an intuitive dashboard, it leads to:

Integrating CRM data with call flow and routing lets 
agents focus on the most important tasks while giving 
customers the freedom to self-serve.

What do all of these things have in common? You 
guessed it—they contribute to more effective service, 
which drives positive perceptions on the part of the 
customer. 

70%

89%

Decrease in time spent per agent 
on self-serviceable issues

Reduction ins self-serviceable calls 
going to agents7
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At the end of the day, every one of your CRM’s features 
should tie back to the customer and how it can be  
used to create better experiences. Improving efficiency 
and cutting costs are without a doubt priorities, but 
putting the customer back in CRM is the fastest road 
to better response times, higher quality scores, and 
yes, increased revenue. 

CRM systems aren’t merely a place to store and 
access data. There’s a new generation of CRM 
applications reimagined as tools for refining the 
customer experience and managing it intentionally 
with purpose-built, flexible integrations that make the 
customer and their needs the central focus. 

All Roads Lead To The Customer 
with Unified CRM

Conclusion

About LiveVox
LiveVox is a next-generation contact center platform that powers more than 14 billion interactions a year. We seamlessly integrate omnichannel 
communications, CRM, AI, and WFO capabilities to deliver an exceptional agent and customer experience while reducing compliance risk. 
Our reliable, easy-to-use technology enables effective engagement strategies on communication channels of choice to drive contact center 
performance. Our battle-tested risk mitigation and security tools help clients maximize their potential in an ever-changing business environment. 
With 20 years of cloud experience and expertise, LiveVox’s CCaaS 2.0 platform is at the forefront of cloud contact center innovation. Our more 
than 500 global employees are headquartered in San Francisco, with offices in Atlanta; Columbus; Denver; New York City; St. Louis; Medellin, 
Colombia; and Bangalore, India.

To learn more, visit www.livevox.com or call one of our specialists at (844) 207-6663.

The term ‘CRM’ typically conjures up 
thoughts of technology, data, and workflows, 
but business leaders would be well-
served to remind themselves what those 
three letters actually stand for: customer 
relationship management. 


