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Is talking about CRM in the era of digital transformation still relevant or is it now an outdated topic?

Judging both from the trends relating to investments in CRM software at global level - which show constant growth 
with a forecast of 96 billion euros spent in 2025 (fig. 1) - and from the Italian data emerging from the 7th CRM 
Observatory (fig. 2), it would seem to be a topic that is anything but outdated.

In particular, it is interesting to note that the main priorities in which companies want to invest in 2022 to better 
manage the Customer Journey are the optimization of the Customer Experience for 50% of respondents, followed 
by the introduction of technologies and application solutions that accelerate the digital transformation of Customer-
Company relationship (38%) and CRM (36%).

Figure 1 
Source : statista.com
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Despite the fact that we have now been talking about Customer Relationship Management for two decades, and that 
we are witnessing the emergence of increasingly high-performance and complete software in terms of functionalities 
to support the relational processes of companies, CRM still represents a challenge - both for the companies that have 
introduced it as a technological platform and for those that are considering adopting it.

In fact, for successful CRM, simply relying on technology is insufficient: it is necessary to prepare the ground both 
upstream and downstream to allow a cultural, organisational and strategic transformation, which can be applied at 
an operational level by introducing of software to promote the progressive improvement of Customer Experience.

Knowing how to manage the client relationship in a traditional way is no longer enough: the digital revolution, 
which started many years ago, has been accelerated and amplified by the consequences of the Covid-19 pandemic. 
The relationship between brand and client has become even more digital: to continue selling their products and 
serving their clients, companies have had to equip themselves with tools and strategies that facilitate both internal 
collaboration between their staff and external collaboration towards an increasingly omnichannel client base with 
higher standards of experience.

Figure 2 
Source: 2021 CRM Observatory: how Digital Transformation is changing the relationship with the Customer

What are the areas in which your company will invest to manage customers and related processes more effectively?
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Data and processes: the two pillars of a high-performing CRM

The acronym of CRM (Customer Relationship Management) itself suggests its main objective: to manage the brand's 
relationship with existing and potential customers. To achieve this goal with the support of technology, the two main 
assets upon which everything centres are data and processes.

Without data there is no CRM, and without clear and defined processes software cannot perform efficiently.

The following relational processes can be supplemented and supported by CRM systems:

 – Sales: to manage the sales process from lead management to purchase and to support the offer lifecycle, from 
quote creation to order conversion;

 – Marketing: to segment and target the customer base (leads, customers), create and plan marketing 
campaigns, manage initiatives in multichannel mode, integrating CRM with marketing automation tools;

 – Customer care and after-sales: for contact management, creation and tracking of customer-related requests 
and cases, planning and management of field service interventions;

 – e-Commerce: the integration between e-Commerce platforms, software and CRM enables the optimisation of 
the shopping experience through greater personalisation and automation of messages.



We define, manage and evolve CRM processes and strategies, redesigning relationships between businesses and customers 8

CUSTOMER RELATIONSHIP
MANAGEMENT

Figure 3 
Source: 2021 CRM Observatory: how Digital Transformation is changing the relationship with the Customer

It is crucial for the whole CRM strategy to integrate all relational processes: in fact, each process contributes to 
generating data and information. To obtain a 360° customer view it is therefore necessary that systems incorporate 
every interaction between company and customer, as well as a set of information allowing to enrich customer knowledge 
of strategic data generated by IT systems used by the various company areas: typically, the systems for overall 
management, contact management marketing and e-Commerce.

The degree of strategic maturity of companies in integrating the various processes with CRM is constantly 
increasing. 
As seen in the diagram below (fig. 3), CRM is mainly used to support commercial processes (81% of respondents). Also 
in this edition, the adoption by the Marketing area is growing (70%), driven by the progressive spread of marketing 
automation platforms which, integrated with the CRM, allow to optimize the customer journey and follow the customer 
throughout its life cycle. The use for customer care processes also increases but the most significant increase 
concerns e-Commerce almost doubled compared to 2020, confirming the need for 29% of respondents to integrate 
e-Commerce platforms and processes with the ecosystem CRM.

What processes do you use or are you planning to use CRM for?
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CRM in business organizations 

Technology can support company processes if it is clearly defined upstream of technological developments. But this is 
not enough. Organisational aspects are a very important component in the success of a CRM project.

Unlike other tools, such as systems for management, order entry and contact management - which are essential to 
functional operability, the optimisation of CRM systems may in fact be compromised by organisational aspects that do 
not allow them to reach their potential as a working tool for the business areas affected.

It is important to determine the responsibility of the CRM area both in the design phase and once it is fully operational: 
the IT area can take the lead in terms of software selection, technical development and integration with other 
information systems, but a business area or resource must be identified to ensure that the functionality of the software 
is consistent with the needs and requirements of the various business processes it supports. Only in this way can user 
adoption be facilitated.

As seen in the figure below (fig. 4), the organizational responsibility of CRM is mainly entrusted to the Marketing 
area, especially in companies operating in a B2C market. In companies operating in B2B it is often entrusted to the 
Sales Department, even if the Marketing Department is increasingly the driver and coordinator of CRM both in terms 
of processes and analytics. The placement under the IT management, which generally prevails in the design phase, 
decreases. It should be noted that if in the 2020 edition of the Observatory a considerable increase in the direct 
responsibility of the General Management had emerged, probably due to the greater focus of management - as a 
consequence of the pandemic - towards technological solutions to automate and digitalize its internal and external 
processes, in this 7th edition there is a notable decrease (-8%), which can be explained because the same Management 
that introduced CRM in 2020 has created a dedicated department or delegated its management to other functions. 

Which department is responsible for CRM?

Figure 4 
Source: 2021 CRM Observatory: how Digital Transformation is changing the relationship with the Customer
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Opportunities and results 

The introduction of a CRM does not equate merely to the addition of a technological platform within the architecture 
of corporate information systems: first and foremost, it represents the introduction of a business approach that involves 
a cultural change for a part of the organisation and its resources. To take advantage of the opportunities that a CRM 
system offers and achieve results, it is necessary to shift the company's focus from a product-oriented approach to a 
customer-oriented approach.

The first and most immediate benefit is the presence of a unique database of data relating to customers and 
prospective customers. It may seem almost trivial, but building a customer datahub is actually the main complexity that 
must be overcome when starting a CRM project, because the starting point is generally that of several silos of data 
with information that is often incomplete, redundant, obsolete, and/or incorrect.

The sharing of data is another result that is made possible by CRM. Some examples: marketing can benefit from the 
information collected by Customer Care services, developing personalised messages addressed to customers who 
have made a complaint in order to regain their trust and satisfaction. Sales teams can contact customers or prospective 
customers who have received an email from the marketing division regarding a specific product or who have viewed 
the web page of that product, thus demonstrating an interest: this facilitates commercial contact and increases the 
sales conversion rate. Or: Customer Care services can be made aware of any ongoing negotiations between the Sales 
Department and the customer or prospective customer and bear this in mind in the case of any queries.

Thanks to CRM it is also possible to achieve greater efficiency and the automation of relational processes: both 
externally (to manage existing or potential end customers more effectively) and internally within the company (to 
facilitate collaboration between company resources in the same area or interconnected areas).

Finally, an important benefit is related to the analytics that CRM allows users to monitor: from the analysis of the 
composition and evolution of a company's Customer Base over time, enabling a progressive improvement of 
knowledge, to the monitoring of the results of initiatives and business processes supported by CRM. In order to 
analyse KPIs, however, it is necessary for the data to be entered into the system by all users: this brings us back to the 
issue of cultural change, which is at the basis of a good level of user adoption in CRM projects, and without which it 
would be difficult to obtain complete and reliable indicators.
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The level of maturity of CRM technology is very advanced and recent years have seen a rapid evolution of the main 
software available on the market. Since CRM is an area that cuts across several business processes, it is essential for 
companies to equip themselves with internal and external skills that allow them to understand sales processes, 
marketing, customer services and after-sales processes, and contribute to the creation of a 360° customer view .

Skills are the basis for defining a clear and shared strategy in both the planning and operational phases. This fosters 
the commitment of management, without which it would be difficult to make CRM a working tool that is part of the 
everyday life of company resources, maximising user adoption.

It is also essential to integrate CRM with other information systems that can provide data relating to the customer 
base, overcoming the (now obsolete) silo-based business organisation. This step can be achieved with a medium/long-
term vision of the processes and information needed to achieve the set objectives.

The key turning point that allows CRM to be perceived as a tool capable of bringing a tangible value to the company 
is when the data starts "talking", i.e. providing users and managers with indicators that allow them to monitor their 
activities and business, identify trends and make decisions based on real data rather than on intuition or their own 
experience. Analytical CRM is generally the last stage in the project route and follows Operational CRM.

Customised dashboards are built into CRM according to process, user category and hierarchical level. For more advanced 
levels of analysis, CRM alone is not enough: it must be integrated with Business Intelligence or Data Mining systems.

Analysis of the data contained in the CRM system is fundamental to understanding how business processes are 
performing, whether users are utilising the system and entering the required information, and whether the information 
entered is correct. The business culture of data is crucial in accelerating the move to Analytical CRM, because in order 
to be able to draw useful information from the insights that the system provides, it is necessary for the data to be 
entered. It is then possible to monitor the performance of the sales network only if sales managers enter their contacts, 
activities, visits, offers and outcome up to the order. The ROI of marketing initiatives can be monitored if the CRM 
can track the stages of a campaign, from selecting a target audience to sending a message, from qualifying leads to 
converting them into sales. We will eventually be able to track customers' queries to Customer Services, if operators open 
a case for each query, track interactions with the customer and enter the outcome when the query is closed.

Challenges and success factors

The importance of analytics
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Analytics and a data-orientedand customer-oriented culture are therefore indispensable and interlinked.  
If CRM becomes the main system used to provide useful information for making decisions on relational processes and 
strategies, users must enter information on their activities - otherwise KPIs will clearly show little reliability due to a lack 
of data.

We are witnessing a progressive improvement in the culture of data which has always been quite weak, as has emerged 
from the research of recent years: in 2021, 53% of respondents to the CRM Observatory declare that they regularly 
analyze data and use it to make decisions, 15% of which also use Advanced Analytics tools (fig. 9).

It is a very positive insight, which confirms a trend also detected by the 2020 Observatory.

Do you know your customer base and analyse the data you have?

Figure 9 
Source: 2021 CRM Observatory: how Digital Transformation is changing the relationship with the Customer
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The pandemic has highlighted the technological and organisational shortcomings of many companies. At the same 
time, however, it has significantly accelerated the digital transformation aimed both at the exterior of the organisation 
(customer management), and the interior (the tools available to employees). The typical relational processes of 
companies - Customer Service, Marketing, Sales - have had to adapt in order to respond quickly to changes in the 
market and customers, who now mainly use digital channels, and to a way of working that has shifted from a physical 
presence to a digital workplace in the last year.

Customer Services: omnichannel and oriented towards the customer experience

For several years now, Customer Services have been confronted with the changing needs of customers, who are 
increasingly multi-channel, digital and have higher expectations in terms of service quality.

The main transformations of Customer Care can be summarised in 3 key words:

 – Omnichannel: customers expect to be able to communicate with the company via multiple channels including 
voice, email, chatbots, instant messaging, social, mobile apps, and virtual assistant. Omnichannel management 
requires a redefinition of processes, appropriate skills and tools to integrate different channels. Only 25% of 
companies have integrated the different touchpoints into a single platform, however3. The main CRM software 
on the market allows for omnichannel management and can be integrated into the CTI: it is recommended that 
this software is cloud-based to guarantee greater flexibility, accessibility and reduced maintenance costs.

 – Training: customer Service operators have an increasingly consulting role: they can no longer limit themselves 
to closing tickets but must become true brand ambassadors. Training and the development of skills are 
therefore becoming essential: 86% of customer service managers say they make significant investments in the 
training of their employees4.

 – Measurement: the monitoring and analysis of KPIs, which are used to monitor the work and performance of 
employees and the satisfaction of customers in handling their requests and problems, have become a priority 
for the managers of Customer Services teams, which, due to the pandemic, have had to manage numerous 
company resources operating in smart-working mode. CRM integrated with AI & Advanced Analytics tools 
allows the monitoring of qualitative-quantitative KPIs as well as forecasting.

Field Service processes are complementary to Customer Service processes. In recent years CRM has increasingly 
been used for field service management activities, which allow the management of the entire assistance process 
with a single tool, from the opening of a case to signal a customer problem to the Contact Centre, to the creation 
of a work order and the intervention of a technician on site.

3 Omnichannel Customer Experience Observatory, Polytechnic University of Milan 
4 State of Service, 2020, Salesforce
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The advent of digital, social and mobile channels, combined with the criticality of the pandemic, have almost swept away 
traditional marketing channels. The consequences of these ongoing transformations have led to an increased awareness 
and a need for two elements on the part of marketers: data and technology. Customer data is the basis of the creation 
and development of the relationship with the company's customer base, and has a direct impact on the efficiency and 
profitability of marketing activities. Knowing and managing qualitative information about its customers allows a company to 
personalise its communications, anticipate the needs of its customers, and increase their propensity to buy.  
But remember: there is no data without technology. According to the findings of the 2021 CRM Observatory, 70% of 
companies use CRM to manage their marketing processes and 24% intend to invest in Marketing Automation tools.  
These tools, integrated with CRM software and other business systems such as ERP, BI, and e-Commerce platforms, allow 
the customer to be tracked throughout the customer lifecycle, supporting all the touchpoints of the customer journey in 
omnichannel mode, improving the customer experience and allowing marketers to monitor and analyse the KPIs required 
to optimise their investments and to progressively understand and personalise their messages.

From traditional marketing to a data-driven and automated approach
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The area of Sales has also undergone a phase of profound change, due mainly to the inability of sales staff to physically 
visit customers and prospective customers because of the restrictions imposed by the pandemic. Business relationships 
have had to be digitalised, meetings and negotiations have become virtual, traditional channels for meeting customers and 
generating new leads (trade fairs, events, visits) have been cancelled and replaced by online interactions.

CRM has become an indispensable support for sales teams:

 – Sellers have access to data and information about their leads and customers and can track their activities, 
sharing the outcome with the team and the sales manager;

 – interactions within other business processes - e.g. marketing and customer services - with leads and customers 
can be viewed and consulted in the system;

 – negotiations can be planned, managed and monitored; sales data and forecasts can be consulted via dedicated 
dashboards.

 

Sales: the relationship with customers and prospective customers goes virtual
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As we have already seen in the previous chapters, the processes of transforming the relationship between companies 
and customers that have been underway for several years were strongly amplified by the Covid-19 pandemic, which 
has forced all organisations to face radical changes quickly.

In Engineering we use an approach based on four 4 pillars can be composed to build a complete Digital 
Transformation strategy, towards new business models.

In the next pages we’ll find out how this approach can be applied to manage CRM projects.

While the path that organisations must take is sufficiently enabled by CRM & CXM technology and application 
platforms, it also implies the revision of strategies, the adaptation of business processes and the evolution of the skills 
and mentality of the resources involved. In addition, the need to comply with a changing environment requires timely 
design and implementation skills, as well as the continuous measurement of results.

Explore & Upskill
Research & Innovation
IT & Management Academy 
M&A & Startup Observatory

Strategy & Design
Business Consulting

Processes & Services Redesign
UX & Usability/Accessibility

Implement & Integrate
Traditional & Enabling Technologies
Proprietary & Partner Solutions
Project Management

Manage & Evolve
Application Management & Transformation 

Managed Services
Digital Workplace
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Strategy & Design for a successful CRM project 
 

CRM projects generate value when business needs meet the opportunities offered by technology. We need to define 
project objectives and priorities, the scope, the relational processes to be supported by CRM and their transformation 
path, as well as the organisational and cultural impacts to be managed in order to foster change processes that the 
adoption of a CRM requires. 

Our Engineering CRM & CX Consulting Services supports clients throughout the entire digital transformation process, 
complementing and supplementing the abilities of the Engineering Group in the design and implementation of CRM 
and CXM systems.

From support in the definition of a new strategy and the redefinition of customer relationship processes, to change 
management; from the selection of the application suite to support services for managing its adoption. A portfolio 
of extended services designed to address the technological transition as well as the organisational and cultural 
transition. 
 
Our team brings together traditional and digital marketing experts, sales and customer service professionals, market 
analysts and digital innovators.

Experience, skills, a methodological approach, innovation to carry out initiatives within the CRM environment and CX 
that can align business strategies, processes, people, technologies, and applications.

+20
Professionals

+90%
Customer satisfaction

+50
Customer

+20 years
 of experience
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Our team brings together traditional and digital marketing experts, sales and customer service professionals, market 
analysts and digital innovators.

Experience, skills, a methodological approach, innovation to carry out initiatives within the CRM environment and CX 
that can align business strategies, processes, people, technologies, and applications.

With our range of services, we support our clients throughout the entire project cycle.

Before the implementation phase:

 – through Visioning | Envision sessions we facilitate the design of a new CRM - CX strategy;

 – we support our stakeholders in understanding their own level of digital maturity and in defining a 
transformation roadmap, through the specific activities of the Digital Maturity Assessment;

 – as a result of the services assessment carried out, we recommend the redesign and/or evolution of processes 
related to customer management in order to innovate the customer experience and, as a consequence, the 
enabling technological and application architecture;

 – we assist our partners in the selection of technologies and applications to support the transformation project 
through Software Selection.

During the implementation phase:

 – we assist the client in the direction of the entire transformation programme and the evaluation of the results 
obtained through the Governance of the whole project;

 – we design and implement all change management activities to facilitate the adoption of new technologies and 
applications with the services of Change & User Adoption Management;

 – we support companies in the design and implementation of a new Customer Experience, starting from User/
Customer Research in the fluidity of physical and digital contexts, and moving on to the definition of unique 
User/Customer Journeys that can establish a two-way relationship and mutual communication throughout all 
moments of contact with their customers.

Throughout the process we provide training services focussing on CRM, Relational and Digital Marketing, the 
Customer Experience & Service Management.

Thanks to the creation of the CRM Observatory we can analyse companies and the Italian market as well as their 
maturity in terms of CRM & the Customer Experience by offering extensive annual surveys.

For us, this is a space for reflection and discussion with professionals with an interest in these issues, who contribute 
to the development of a community. It is an indispensable tool for research and observation, allowing us to 
understand the needs and expectations of companies, identify trends, and intercept insights to orientate ourselves in 
the continuous evolution of the company-customer relationship in this digital era.
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CRM: Implement & Integrate 

 
The most delicate part of the technological development phase is the integration of CRM within the 
architecture of the company's existing applications, so that it can be fed with strategically and operationally 
relevant data for process management purposes. The main CRM software can easily be integrated with 
existing business systems and the current trend is for complete application suites to offer 360° management of 
customers, rather than being limited to the relational processes typically supported by CRM software.

Together with our Competence Center Engineering Enterprise Solutions we help companies evolve 
towards Intelligent Composable Business, thanks to a consulting approach and the best technology from SAP, 
Microsoft,Oracle and Salesforce Vendors. The Competence Center has more than 1,600 resources and has 
carried out more than 1,000 projects worldwide. Its Intelligent Enterprise model aims to constantly improve 
performance, applying a form of business management that uses new technologies and digital services to 
ensure that the company is data-driven, constantly operational, customer-centric, efficient and responsive to 

change.

+1.600
Consultants worldwide

+1.000
Projects worldwide

Global Coverage
Stars Alliance

Partner 
SAP, Microsoft, Oracle, 

Salesforce
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Microsoft

Engineering Enterprise Solutions is one of the first partners in Italy for Microsoft business solutions. Over more than 20 
years we have gained expertise in Microsoft Dynamics, markets and processes, and developed innovative and strategic 
services in more than 500 projects worldwide.

Microsoft has always been interested in CRM: the real revolution came with the advent of Microsoft Dynamics 365, a 
scalable, modular, and flexible solution that integrated ERP and CRM all-in-one functionality into the Cloud. 
 
Companies, especially medium and large ones, require a form of operations management that is agile and automated, 
with data-intensive activities. For these companies, CRM systems are a vital tool that allows them to reduce overheads 
and operate at margins that would otherwise be unsustainable without software-as-a-service solutions (SaaS). 
 
Dynamics 365, a CRM solution based on Artificial Intelligence, guides sales staff and agents through the right actions, 
provides them with real-time information, and optimises campaigns, product configurations and pricing.

During the pandemic, Customer Services became the focus of CRM activities. Efficient and effective customer services 
help to reduce costs and support customers in their queries. Microsoft Dynamics 365 allows users to manage historic 
customer support requests in a homogenous way (even for companies operating at an international level), to avoid 
repeating mistakes and to ensure that the agent understands where support is needed. This ensures consistency for 
both the customer and the company, which can use the data received to create increasingly high-performance models 
with the support of AI & Advanced Analytics. 
The Competence Centre develops many projects related to Customer Services and Remote Assistance. It guides 
partners in a structured process of reorganisation and evolution of remote assistance, using Microsoft's Augmented 
and Mixed Reality technologies, with the aim of digitalising and optimising the entire process of after-sales services in 
manufacturing companies with a view to Service 4.0.

Engineering Enterprise Solutions handles the use of CRM especially in the Manufacturing sector. Mindful that, with 
Digital Transformation, competitive advantage is no longer based on product offerings alone, the company supports 
stakeholders in:

 – improving the customer experience, understanding and anticipating their needs

 – innovating faster, as online channels are rapidly increasing and manufacturers expect better factory 
connectivity that can help them increase production levels

 – creating service-based business models through the improved synchronisation of business processes.

FO
CU

S
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CRM is thus becoming a valuable ally for a Connected Factory, where the physical and virtual worlds come together 
to create a factory that is intelligent, always-connected, data-driven and increasingly efficient.

CRM can therefore support:

 – Remote Monitoring, which allows companies to continuously monitor the health and performance of 
individual assets and entire factories to predict potential problems and manage changing customer demands

 – Predictive Maintenance, which - thanks to AI & Advanced Analytics models and IoT technologies - simplifies 
maintenance costs and avoids downtime, leading to significant savings throughout the production cycle

 – Supply Chain Optimisation, to predict customer demands, detect changes in demand and supply, and 
respond quickly to unplanned events

 – Smart Connected Field Service, which helps to improve the Customer Experience and optimise customer 
loyalty, because the management of past events allows for a better understanding of possible issues and 
enables the provision of personalised support.
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SAP 

For over 25 years Engineering Enterprise Solutions has been one of the main players on the Italian market in the 
field of SAP. With more than 1,200 SAP specialists and over 500 internationally active projects, the company designs, 
implements and maintains innovative SAP ERP solutions worldwide.

SAP Business Technology helps companies to link processes and experiences, act with integrity and trust, and 
promote innovation, which is fundamental to achieving success in the Experience Economy. Designed with flexibility 
and agility in mind, the platform facilitates the extension and creation of applications and is able to integrate and 
connect entire scenarios with the aim of delivering superior business results. The platform enables companies to 
connect and manage data from SAP systems as well as third parties, enable new data-driven innovation scenarios, and 
offer flexible deployment strategies with integrated business processes.

The benefits of SAP Business Technology are numerous: the open architecture platform allows partners and customers 
to integrate their IT environments, whether physical or Cloud-based, to create new functionalities while leveraging 
existing ones. Unified in data and processes, technology, functionality and the user experience, SAP Business 
Technology not only reduces the impact of data transfers, but also preserves data integrity and reduces TCO.

SAP CRM solutions are continuing to evolve and EES is constantly adapting to change with its skills in terms of 
processes and technology.

The SAP Customer Experience Suite, SAP C/4 HANA, consists of five cloud solution portfolios to create a connected 
customer journey, based on empathy and trust, and to help the business innovate, integrate and be agile:

 – SAP Marketing Cloud

 – SAP Commerce Cloud

 – SAP Customer Data Cloud

 – SAP Sales Cloud

 – SAP Service Cloud with the addition of Qualtrics.

Among these solutions, SAP Customer Data Cloud allows users to:

 – create seamlessly integrated customer experiences and onboarding processes;

 – assure customers that their customer data (profiles, consents, privacy) is protected;

 – break down data silos for more effective contextualised marketing;

 – offer customers transparency and control, in full compliance with GDPR regulations.
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Qualtrics, the world's first experience management platform, is designed to allow users to collect, analyse and act on 
key Experience Data (comments on social media, feedback from various touchpoints, surveys, etc.).  
The software, which is cloud-based, allows teams to access, analyse and share all data wherever they are, without the 
need for hardware or maintenance.

Thanks to SAP technology for the Customer Experience, the Competence Center can satisfy the three key elements 
that characterise Customer Experience Success:

 – listening and understanding the customer in an omnichannel way

 – carrying out in-depth customer studies that are predictive and customised

 – promoting actions and processes that transform the organisation by ensuring that the customer is always 
placed at the centre.
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Salesforce 

The Salesforce CRM model has built its success on approaching the customer experience with care and attention. 
It offers advanced Cloud solutions for the 360° management and automation of marketing, sales and post-sales 
processes with a SaaS (Software-as-a-Service) model that helps customers to accelerate innovation with solutions 
that are more secure, more scalable and constantly updated with new state-of-the-art functionalities. These SaaS 
services are based on a multi-tenancy Cloud architecture so that all users and applications share a centrally managed 
and optimised common infrastructure.

But Salesforce does not limit itself to supporting the Customer Relationship Management processes of its 
customers. In fact, through its own PaaS (Platform-as-a-Service) services, it has extended the common IaaS 
(Infrastructure-as-a-Service) model with a set of Cloud-based services to enable developers and enterprise users to 
quickly and intuitively deploy and distribute user-friendly applications. All this is done without the need to buy and 
manage any hardware components or install and update any software, as it is harmonised through the Cloud.

Part of the Engineering Enterprise Solutions competence center, with over 300 professionals and more than 20 
years of experience, WebResults is focused on multi-cloud technologies that revolve around the ecosystem of the 
Salesforce.com platform.

It is a Consulting Certified Partner which can boast over 400 certifications and more than 400 successful projects 
implemented in various market segments and for different Clouds. It is also an Independent Software Vendor 
Partner of Salesforce, and able to build and distribute products through the Marketplace AppExchange, extending 
the portfolio of solutions aimed at accelerating customer innovation with Salesforce through vertical, market-specific 
modules.

Its approach to projects' implementation follows the Best Practices of the Salesforce platform, combining the power of 
its solutions with the EES strategy, Digital2Evolve, allowing customers to maximize the use of composability.
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Even in scenarios where this solution model is difficult to apply (typically due to the complexity of the specific 
architectures or processes that the customer has adopted and which often constitute its competitive advantage) the 
need for customised solutions emerges. These must, however, be engineered in a modular way to adopt a level of 
configurability that responds adequately to future evolutions, while guaranteeing performance stability and scalability 
over time.

From the point of view of business processes, the evolution of CRM processes in terms of the Omnichannel Customer 
Experience is increasingly crucial in WebResults' approach. This approach offers the company notable benefits: from 
improving the level of perceived customer satisfaction to increasing customer engagement and potentially increasing 
sales.

The range of services offered by WebResults synergises completely with clients so that - together - they can build the 
professional services that best suit their needs with:

 – consulting, evaluation and solution design services;

 – the study and realisation of CRM implementation and end-to-end integration projects that harmonise with 
the customer's application map;

 – client support regarding training for the new system with particular attention to user-adoption for both 
Business users and IT users;

 – support services and evolutionary maintenance of the systems in production, including the design of 
Continuous Delivery Integration processes to ensure that system evolution processes are robust.
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Marketsuite 
 
Digitelematica, a company that is part of Engineering Group, is an e-Commerce specialist for large-scale distribution 
and retail with models that are easy-to-use and implement. The company is responsible for following its stakeholders 
in the creation of the online shop with the development of an e-Commerce portal and an app, which allow users 
to choose products from the virtual shelves. It arranges store picking, i.e., the system that is used for preparing and 
managing orders within the shop or at a dark store, and the delivery management, i.e. the management of the 
individual stages of delivery, from the customer's arrival to the filling of their shopping basket.

Digitelematica offers a Customer Care service that leverages integrated analytical CRM to jointly analyse online and 
traditional sales data and customer engagement data, with constant interaction with customers through SMS campaigns 
and e-mail marketing and engagement through use of the app. 
Marketsuite is a proprietary platform that integrates CRM and e-Commerce, creating input and output data streams. 
In input, e-commerce receives data such as customer details as well as information regarding clustering and loyalty. 
In output, e-commerce returns purchase information, browsing data and customer service recommendations to CRM. 
Transactional emails and targeted email marketing campaigns serve as a further communicative glue between CRM and 
e-Commerce.

The continuous cycle of information exchange creates a customer profile that is essential for generating meaningful KPIs. 
All these activities are continuous and happen in real time, serving to define the actions carried out through marketing 
automation. 
The platform also handles chats, complaints, returns requests, phone calls, and vouchers received: all activities are 
tracked to generate further analyses that are used to create the "story" of each customer's interaction with the retailer 
across both physical and digital channels. 
Marketsuite can be integrated with Open Source CRM, SAP CRM, SalesForce CRM, eMail marketing tools (mailup) and 
ticketing systems (Freshdesk).

Thanks to MarketSuite and integration with CRM, retailers have the possibility of:

 – innovating their business

 – increasing revenue

 – Improving communications with customers, building customer loyalty, as well as profiling and personalising 
communications according to purchasing behaviour

 – automating the sales process.

Customer 
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Delivery
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Store & Dark 
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Customer 
Care
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Manage & Evolve CRM projects

The integration of CRM in business organization is not the end point of a CRM project, but rather a starting point: 
the various company processes are able to access the data, enrich it, and automate their activities. At this point, CRM 
becomes operational. Thanks to the dashboards and reports developed in the system, it is also possible to monitor 
results in real time.

Thanks to our Competence Centers we are strategic partners not only in the selection and implementation of the best 
technologies and solutions on the market, but also in their management and evolution. Through our knowledge of 
the core processes and our ability to work with clients, we continuously redefine their CRM strategies and priorities in 
terms of processes, organisation, change management, and system functionalities. We help them to incorporate internal 
and external feedback into their strategy, so that the CRM project integrates a business and technological approach to 
progressively improve the relationship with the Customer Base. In this way, CRM will support relational processes more 
and more effectively with the aim of providing users with a single customer view and maximising the experience offered 
to customers.

In this phase, the real challenge is to ensure CRM adoption by all users. We support our clients in the training of 
company staff and the identification of change management levers and messages to overcome obstacles to the 
adoption of CRM and share both operational and strategic benefits: the system must be understood by users and 

become a daily work tool.
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Approach

Operating in the automotive, aerospace, energy and consumer electronics markets, and characterised by a highly 
global positioning with a commercial and/or manufacturing presence in more than 25 countries, the Group 
expressed the need to share customer information among all of its companies, particularly those related to 
global accounts. The Group also needed to redefine and coordinate its sales and services processes in order to 
simplify, standardise and speed up the production of commercial forecasts and improve lead management and 
qualification activities through participation in numerous international trade fairs.

Solution

Our intervention started with the training of the highest levels of the Group's management in CRM and 
Marketing in B2B contexts. It continued with an assessment, which enabled us to identify the actions that needed 
to be taken on the organisational side (processes and human resources), and helped us to design the To-Be 
application architecture and develop the Business Case. We supported the client in the selection of the software 
and implementation partner as well as in governance, change management and user adoption activities. Today, 
the CRM Corporate Template created is used by the Group's subsidiaries and supports activities in the areas of 
sales, marketing and customer services.

Approach

A shipping company, which is a leader in its market and operates on an international scale with a range of 
services targeted at both consumers and businesses, has developed a Business Unit dedicated to the launch of 
a new and innovative line of products and services, aimed at a top-of-the-range, demanding and high-spending 
customer segment. Within this context, the need arose to support the company's relational processes with the 
use of CRM software integrated within the company's main application systems in order to maximise efficiency, 
obtain a 360° customer view and ensure a high-quality customer experience.

One Global Group

CRM strategy for a high-level navigation

CASE STUDY /

CASE STUDY /

Digital Industry

https://www.eng.it/en/case-studies/una-piattaforma-CRM-centralizzata-per-un-gruppo-industriale-internazionalehttp://
http://eng.it/en/case-studies/crm-strategy-navigazione-alto-livello
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Solution

Our intervention started with a phase of interviews carried out with the entire company management to 
understand the needs of the new division in terms of marketing, customer care and sales processes. During the 
interviews, the main requirements and needs were identified, enabling our team of consultants to define a short-
term and medium-term CRM strategy to manage the entire consumer and business customer lifecycle as well as 
the touchpoints of the customer journey in omnichannel mode.

The processes were clearly defined, designed, and shared with the company's highest levels of management. 
On the basis of the business requirements, the technological architecture was then outlined, with Salesforce 
at the centre as the CRM solution (specifically: Service Cloud for Customer Care, Sales Cloud for the Sales area, 
and Marketing Cloud for the Group's Marketing processes). Our Consulting Team supported the client and the 
implementation team in all project governance activities, from start-up to end-user training. In this way, the team 
ensured that the technical solution proposed was consistent with customer expectations in terms of functionality, 
user experience, KPIs, and budget.
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Approach

The company needed to implement an omnichannel Customer Service model that would allow monitoring of 
activities, performance and the service itself. The aim was to improve the quality of the services offered and the 
customer experience in order to optimise customer loyalty.

Solution

Microsoft Dynamics 365 allows the creation and tracking of service requests in real time, the management of 
service contracts, the creation of work orders, the organisation of appointments, and the monitoring of progress 
for service activities. The system also makes it possible to improve resource management, generate service 
reports and implement service and maintenance plans.

Customer Service: improve services and performanceCASE STUDY /

Digital Industry

https://www.eng.it/en/case-studies/customer-service-migliorare-servizio-e-performance
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Approach

An Italian leader in the Utilities sector needed to implement a digital transformation of its CRM. With this 
innovation the company wanted to overcome the functional and technical limitations of the existing model, 
related to data visibility and operational structure, and the lack of a single and omnichannel view of the 
customer, which further widened the gaps in data management.

Solution

Our team supported the renewal of sales and post-sales processes through the migration of previous CRM 
solutions to the new Salesforce.com Cloud platform. In particular, the Service Cloud solution centralised 
customer information and data in a single system and made them immediately available in an omnichannel 
context. The complex management of more than 100 processes is supported through ProcessClick, a framework 
that we developed with Salesforce technology, which provides a point & click mode to configure and guide the 
entire life cycle of each business process.

Approach

A leading oil company (in the fuel retail area) needed to replace its marketing platform with an SaaS solution 
capable of managing specific campaigns for loyalty users.

The aims were to create customer profiles that could be used for planned campaigns and to initiate new 
customer profiling paths to be devised for new campaigns.

Solution

Our solution adopted a Salesforce-based architecture for the CRM. It is integrated with the mobile app that 
is used to manage the loyalty system, the transactional data warehouse system, and the POS system for the 
physical management of the loyalty card.

Today, we manage high annual volumes of requests across multiple channels: around 27 million emails, more 
than 5.7 million SMS, and around 600,000 push notifications, with more than 1.2 million contacts.

CRM Transformation

Loyalty Cloud on Salesforce

Smart Energy & Utilities

CASE STUDY /

CASE STUDY /

https://www.eng.it/en/case-studies/un-nuovo-crm-digital-e-omnicanale
https://www.eng.it/en/case-studies/loyalty-cloud-su-salesforce
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Approach

Open Fiber is an infrastructure player that builds, manages and maintains the optic fibre network. During 
the Covid-19 crisis, the company needed to manage its HR activities through digital and process-related 
transformations, which were then disseminated throughout the company.

Solution

The solution allowed for maximum exploitation of the stability of the standard, which was achieved by activating 
the modules of the SuccessFactors solution, which the company had already installed, and by identifying 
customisations that the customer did not want to lose: these were implemented on the SAP Cloud Platform, in 
order to digitalise them and make them usable.

This made it possible to:

 – satisfy the construction of the front-end and some user functionality, improving the organisation of 
information and the user experience, especially the introduction of the employee self-assessment phase;

 – create the SMART payslip, one of the most important customisations created on the SAP Cloud Platform;

 – develop the interview management project, which involved scheduling interviews and managing feedback 
from HR and employees on Success Factors;

 – implement a management system for the attendance register (QR-Code or integration).

Empower your people: the case of Open Fiber

Digital Media & Communication

CASE STUDY /

https://www.eng.it/en/case-studies/empower-your-people-il-caso-open-fiber
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Approach

Iperal is a large-scale retail chain that was established in Valtellina in 1986: today it has 47 shops, with a 
strong presence in 8 of Lombardy's provinces and more than 3,000 employees. To best meet Iperal's needs, 
Digitelematica chose MarketSuite to manage the entire e-commerce process, from acquisition to order 
fulfilment. All using web-based technology.

Solution

The system designed by Digitelematica allows customers to shop directly online, selecting the products they 
desire from the 15,000 that are available and adding them to a virtual shopping basket. Thanks to MarketSuite, 
the e-Commerce site is intuitive and very fast, despite its extremely wide range of products, acting as a big virtual 
warehouse that is open 24 hours a day, every day of the week. Those who shop online with Iperal today can take 
advantage of 3 services: in-store returns, home delivery, and lockers.

Iperal, a new e-Commerce process

Digital Retail & Fashion

CASE STUDY /

https://www.eng.it/en/case-studies/spesa-social-distancing
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As we have seen in the previous sections, digital transformation is driving organisations to adapt their business 
processes and models to the new market reality.

The interesting thing is that this change is not being driven by companies, but by customers. There is a growing 
number of "always-connected customers" who expect to receive content that corresponds with their needs anytime, 
anywhere, in their preferred format and on the device of their choice: increasingly, we find ourselves discussing the 
"seamless customer experience". Their journey is transforming the strategies adopted by brands to engage with their 
customers in terms of channels as well as processes and tools.

The figure below highlights how the customer journey, i.e. the sequence of points of contact between the customer 
and the company throughout its lifecycle, is becoming increasingly digital. This trend has a profound impact on 
relational processes, i.e. those business processes which, as we have already analysed, involve interactions with the 
Customer Base from the acquisition phase to the retention phase: Marketing, Customer Care, Sales, Post-Sales, and 
e-Commerce.
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An efficient management of these processes relies on three indispensable components: 

1.  the centrality of the customer for organisations which aim to maximise the customer experience and to  
 consolidate the relationship between the customer and the brand over time;

2.  a data-driven orientation aimed at obtaining a greater knowledge of one's own customer base, thus promoting  
 the progressive personalisation of the relationship;

3.  technology, the essential facilitator of this transformation.

The most advanced CRM software is becoming a pivotal application solution for Digital Transformation, as it 
supports these processes by allowing them to adapt to the speed of change in consumer behaviour, to personalise 
their experience with data and finally to facilitate the collaboration of indispensable corporate resources, particularly 
during the last year, which was dominated by the Covid-19 pandemic, to create efficiency and monitor performance.

To meet these future challenges, we at Engineering support our clients throughout the entire project cycle in 
the adoption of CRM. We also offer important and consolidated delivery skills related to market-leading CRM 
technologies (such as Salesforce, Microsoft and SAP), and on the other hand we provide a team of strategic and 
process-related experts who are always up-to-date with the new trends and technologies, allowing us to support 
companies that need to be guided in their business and application choices.
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ENGINEERING
Engineering Group is the Digital Transformation Company, leader in Italy and expanding its global footprint, with 
around 12,000 associates and with over 40 offices. The Engineering Group, consisting of over 20 companies in 12 
countries, has been supporting the continuous evolution of companies and organizations for more than 40 years, 
thanks to a deep understanding of business processes in all market segments, fully leveraging the opportunities 
offered by advanced digital technologies and proprietary solutions. 

It integrates best-of-breed market solutions, managed services, and continues to expand its expertise through 
M&As and partnerships with leading technology players. The Group strongly invests both in innovation, through its 
R&I division, and in human capital, with the internal IT & Management Academy. Engineering is a key player in the 
creation of digital ecosystems that bridge the gap between different markets, while developing composable solutions 
that ultimately foster a continuous Business transformation.
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