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Case Study # 2: Collaboration tools and best practices – Simpleview for CRM 

--- 

Problem Statement 

Determining the best practices of collaboration tools is needed in order to effectively 

utilize for DMO (Destination Marketing Organizations). Focusing on Simpleview which is the 

leading CRM (Customer Relationship Management system) software for the travel industry 

(Heisterberg, 2017).  What sort of APIs (Application program interface) are needed when 

designing a smart ecosystem hub? Simpleview would need to present key metrics visually to 

effectively communicate data to internal and external stakeholders. Creating a dashboard 

that provides the pertinent information which has been pulled from data sources or 

application program interface (API) feeds.  

CRM refers to strategies and technologies that companies use to manage and 

analyze customer interactions and data throughout the customers’ journey (Rouse, n.d.). 

The goal is to improve business relationships with the customer by ensuring customer 

satisfaction and loyalty. One tool is creating a dashboard which contains data pulled from the 

customer’s journey. For instance, with Destination Dashboards, all of your data can now be 

viewed in charts and graphs in one centralized dashboard, eliminating multiple logins and 

manual report building. You can even connect all of your data feeds, such as Google 

Analytics, social media, blogs, airline lift, point-of-sale (POS) systems, and more 

(Simpleview, 2017). 

 

Challenges & Opportunities  

The challenge is understanding the customer’s journey or lifecycle with a company. 

Data is needed to be able to improve the relationship which will assist in customer retention 

along with driving the growth of the company. How are companies’ able to pull this 

information? How would a company manage data that sits on multiple platforms without 

having to manually consolidate the data? Luckily CRM software is available to ease this 
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process for companies. As Rouse (n.d.) states, “CRM software consolidates customer 

information and documents into a single CRM database so business users can more easily 

access and manage it. The other main functions of this software include recording various 

customer interactions (over email, phone calls, social media or other channels, depending 

on system capabilities), automating various workflow processes such as tasks, calendars 

and alerts, and giving managers the ability to track performance and productivity based on 

information logged within the system.” 

Simpleview is CRM software that is a tool that is able to provide a DMO what they need 

in addressing the customer’s needs and ensuring the experience is memorable. Simpleview 

is able to work with multiple databases and platforms to effectively present the data the way 

a DMO needs it. For instance, Destination Dashboards delivers (Simpleview: Destination 

Dashboards, 2017): 

• A web-based, software as a service (SaaS) platform 

• Simpleview CRM/CMS and strategic partner data connections out of the box 

• Connect and display capabilities from data sources with XML or API feeds 

• Manual capture and display of data within a Destination Dashboard 

• Creation of multiple Destination Dashboards such as an executive summary, internal 

sales dashboard, external board reports and partner dashboards 

 

The ability to centralize data: Simpleview CRM metrics, XML/API data feeds, Manual Data 

Metrics, KPI/Goal Metrics, Strategic Partner Metrics, and Destination Arena Overlay. 
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Figure 1. Examples of Simpleview Dashboard (Simpleview: Destination Dashboards, 2017) 

 

 

 

 

Understanding the customer loyalty is an added challenge. The software is there, the 

data is compiled but how do you track/measure the loyalty? What are the drivers to keep a 

customer? In crmtrend (n.d.), listed a series of questions to answer on trying to figure out 

what are the drivers: 

How does your business define customer loyalty? 

Are our customers loyal? To what extent or intensity? 

How do we create, build or earn customer loyalty? 

How can we use customer loyalty strategically and tactically for positioning? 
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Figure 2 (crmtrends) provides a pictorial of why customers leave. If companies are able to 

design or set up their CRM properly, they may be able to measure customer loyalty to 

ensure a long-term relationship.  

 

Figure 2. Why Customers Leave (crmtrends, n.d.) 

 

 

Business Solution  

 

Simpleview, Simpleview, Simpleview… has been the way DMOs have addressed 

customer needs. Able to combine data into software and to see the magic happen.  

Below is Simpleview’s (Simpleview: CRM, 2017) take on their CRM (note, Simpleview used 

their data to ensure their customers, DMOs, are getting what they need from them in turn, 

continuing to have a lasting relationship/partnership with them): Combining meeting sales, 

industry partner management, consumer marketing, forecasting, business analysis, 

reporting, and more, Simpleview CRM is the most widely used tool in destination marketing. 

For many of our customers it comes down to four great reasons: 
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1) It's fully integrated with Simpleview CMS: Your website and relationships don't exist in 

separate worlds, and neither should the tools you use to manage them. Simpleview CRM 

and CMS were designed to work together, letting you do more in less time. 

2) It offers peace of mind: By consolidating data and tools that are split up in a dozen 

different places today, it gives you one solid foundation for everyone to work from. 

3) It's designed for DMOs (Destination Marketing Organizations) and best practices: That 

makes Simpleview CRM more intuitive right out of the box. At the same time, it can be 

customized and configured to your needs. 

4) There are no surprises when it comes to cost: Upgrades are always free, so there's no 

need to budget for the latest and greatest. And annual licensing includes big bundles of 

support. 

 

  

In addition to having CRM software to facilitate the company’s next move, the tool should 

adhere to the best practices at hand. Overall CRM best practices outlined by Schiff (2016) 

can also apply to obtaining the appropriate software, such as, Simpleview: 

1. Need to ensure the customer data is reliable and up to date 

2. See that everyone (touchpoint) who interacts with the customer knows the history 

3. Know how and where customers are interacting with you 

4. Understand where customers are in the purchase process/cycle 
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5. Provide the personalization customers crave; sending relevant information that caters 

to the customer 

6. Eliminate pain points 

7. Don’t underestimate the value of human interaction; can’t always talk to a bot 

8. Ensure that customer service representatives are well-trained 

9. Have your sales, marketing and customer service departments share customer data 

(collaboration of big data) 

10. Be mobile 

11. Follow up with the customers 

 

Lessons Learned/Business Case 

CRM has evolved since Salesforce.com led the movement; Salesforce.com, a sales 

force automation package that was delivered as an online service for an affordable monthly 

subscription fee. It ignited a new sector of the software industry, referred to as the cloud and 

software as a service (SaaS) applications (Heisterberg, 2014). Even though software is able 

to consolidate big data into one central location, it doesn’t mean the software itself can drive 

success for a company; there is still the human factor. The piece where someone makes the 

decision based on the data. CRM will do little to improve a company's business. Years of 

vendor hype have perpetuated a near-magical aura around CRM; and many companies 

implicitly believe that the application itself can affect better sales or service (Holland, n.d). 

Holland (n.d.), “While having a high-performance, well-implemented CRM system is 

essential for ultimate success, it's the use of the CRM application that leads to business 

improvement. Thus, while companies always start their CRM implementations with the best 

intentions, implicitly high expectations often aren't balanced with a realistic timeline and plan 

to permeate a customer centric company culture throughout the organization and gain the 

backing of key user communities such as Sales, Marketing and Customer Support.” Holland 

BUS4248  Page 6 of 9 



BUS4248: Case Study #2  J.Moore 

provides an example of how companies fall into the trap of not addressing the learning 

curve/having an unclear implantation plan: 

“For example, if a company hasn't aligned or adapted its sales or service goals and 

processes to directly correlate with the software implementation, unclear or 

inconsistent software utilization can then cause people not to use the system and 

result in a negative spiral of unrealized benefits, instead of an incentive to use the 

new system as intended. Moreover, most organizations experience a productivity 

trough of 60 to 90 days after the CRM system goes live. It takes this long for users to 

become knowledgeable and comfortable using the application. During this period, 

negative user feedback can range from modest complaints to departmental uprisings, 

unless the company has carefully considered how to adjust users' goals and 

performance measures to incent them to use the CRM application.” 

 

Therefore, regardless of the tool that is used for CRM, it is crucial it is implemented 

and utilized correctly. If not, the impact can be catastrophic for both the customer and the 

company. Luckily companies are getting the hint and ensuring the CRM initiatives are on 

track. We cannot look at our customers as matrix data but we need to truly understand what 

are their needs, what direction should be going or are we on the right track? What is our 

vision, who are our clientele that we are targeting? “Science is burying the art of customer 

relationships. As such we are stalling as marketers as we fail to innovate. Our industry has 

historically been the most innovative in the marketing realm. In this increasingly competitive 

environment, let us not forget our innovative heritage. After all, "scientists can explain the 

world, but only artists can give it meaning."”(crmtrends, 2017). 

 

Why I Care  

Relying on great service and customer rating is not sufficient to develop relationships 

with customers. Poor service will definitely not get you anywhere and great service may get 
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you somewhere however, how do you address long term relationship with your customer if 

you do not continue to learn about their needs and preferences? “It is essential to have a 

solid grasp of which factors in your business relationship with your customers are most 

important to them. Listen to your customers and then begin developing your CRM strategy 

because if you don't satisfy your customers, they won't come back” (crmtrends, n.d.). 

crmtrends list some valuable reminders for companies to keep in mind: 

• CRM isn't CRM unless it affects the customer's experience 

• CRM is a strategy, not a project 

• CRM should improve ROI 

• Technology is a means, not an end 

• You want a 360-degree of your customer  

The tools are available but we need to ensure that we apply best practices to them to ensure 

we are able to grow with our customers and run a successful company.  

Lastly, the tool should be set up in a collaborative way; mobile. When managing virtual 

teams synchronous Groupware is essential. Synchronous groupware includes (Duarte, 

2006): 

• Desktop and real-time data conferencing 

• Electronic meeting systems (EMS) 

• Electronic display  

• Instant messaging 

Having a CRM, Simpleview, that is collaborative where teams and stakeholders are able to 

look at data in real time at their fingertips is crucial and a “win”.  
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