
WHY HAVING A CRM IS IMPORTANT FOR ANY ORGANIZATION

CRM Data Methodology & Best Practices

Adaleta Avdic, Senior Account Manager





D A T A  M A N A G E M E N T  S T R A T E G Y

Data Management



T O U R  O P E R A T O R

T R A N S P O R T A T I O N H O T E L

R E S O R T

B E D  &  B R E A K F A S T

R E S T A U R A N T

V E N U E  M A N A G E R

A T T R A C T I O N  O W N E R







200+ Employees





538 clients



CMS 3.0 clients205

371 CRM clients

7,842 CRM users

30k/mo  Extranet Logins
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*Source: CVENT's Top Meeting Destinations in the United States - 2015

76% of Top 50 U.S. Convention Cities* 
Use Simpleview CRM









They view an average of 
7 pages and spend an average of  8 minutes

244 (out of 400) 
live in Extranet 4.0

1.5 million  logins

P A R T N E R  E N G A G E M E N T

an average of 
1,500 partners 
log in every day

(that’s 30k/month!)

350,000 leads responded to…

40,000 Listings Updated 

25,000 events submitted/updated





Promotions

Online Payments

Partnership/Membership Signup

Partner Engagement

Advertising

M A R K E T P L A C E



Promotions

Online Payments

Partnership/
Membership Signup

Partner Engagement

Advertising

M A R K E T P L A C E

• Print or Online Guides
• Promotional Opt-ins, 

Registration and Payment

• Register/Sign up and Pay at Checkout
• Pay Dues and Invoices

• Basic Signups to Paid Dynamic Packages
• A la carte Items
• Benefits & Cost Packaging

• Data Collection for Cost or No-Cost Items
• Manage Data & Information

• Co-op Advertising Opt-ins and Payment
• DTN Ad Buys
• Reporting



Basic CRM Features
› Cloud Service

› Customer-centric View

› Track won/lost business opportunities

› Manage inquiries, quotes, and orders

› Configurable/customizable features based on business needs

› Tracks the information that assists in building relationships with potential 

clients/partners





A CRM system is 
not just a database.

It’s a technology-enabled 
business strategy.



D A T A  M A N A G E M E N T

CRM Strategy
› End Goals/Direction

› Leadership/Top-down Buy-in 

and Reinforcement of Direction/Goals

› A CRM Evangelist and Data Owner

› Defined Data Management Procedures

› Change Management (People Management)

› Risk Mitigation



D A T A  M A N A G E M E N T

CRM Dimensions
› Information

› Communication

› Transaction

› Relationship

› Analysis



What are your goals?



D A T A  M A N A G E M E N T



Who owns it?



D A T A  M A N A G E M E N T  S T R A T E G Y

Buy-in Starts at the Top
L E A D E R S H I P  M U S T

› Reinforce goals, direction, and importance of CRM/Data 

Management 

› Make it important part of 

the organization’s culture



"The most successful CRM 
systems are at companies 
where the system is the 

culture.” 
– Forbes Magazine, 2012
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We are the Champions
› A Data Owner

› A fierce defender of the data accuracy and 

enforcer of the data management strategy

› Might have one for each department

› A CRM Evangelist

› Someone who preaches of the importance of 

the system

› A super user who can help/train other users



Defining a Data 
Management Strategy
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A CRM System Should Be…
› Part of your business strategy
› Influence strategic, tactical, and operational decisions

› An important part of your culture

› Exalted
› Properly maintained and curated

› Analyzed
› Analysis and reporting

› Accessible



A CRM Should Not Be…
› Contorted to fit old processes/habits

› An unjustified burden on staff

› Ignored or mismanaged

› Launched without training and defined processes

› A requirement for staff without explanation of benefits

D A T A  M A N A G E M E N T  S T R A T E G Y



Training! Training! Training!
› Always training!

› Superusers should be available for all internal questions

› Vendor might be able to assist if difficulties arise

D A T A  M A N A G E M E N T  S T R A T E G Y



Is the data useful?
• At the same time, don’t over-require data input from 

staff.
• Useless data is essentially bad data

D A T A  M A N A G E M E N T  S T R A T E G Y



Change is hard 
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It’s just a 
database, not a 

sales tool Too many 
fields

This isn’t how 
I used to do it

Not easy to 
use

I can’t access it 
from anywhere

Common Frustrations



D A T A  M A N A G E M E N T

A CRM Helps You…
› Coordinate delivery of services or products

› Provide better marketing and sales intelligence

› Promote standard and repeatable processes and procedures

› Track productivity and performance

› Maximize profitability

› Manage multiple aspects of the destination, including community and 

partnership management



Managing the Risks



P H A S E  3 :  T R A I N I N G ,  Q A  &  L A U N C H

Risk Management
› Know the risks

› Slow end-user adoption

› Customization risks

› Upgrades and product changes

› Organizational changes

› Have an action plan

› Ongoing training

› Review workflows and new processes

› Superuser and evangelist to communicate changes



P H A S E  3 :  T R A I N I N G ,  Q A  &  L A U N C H

In Summary
› Step 1 - Focus on the output needs

› Step 2 - Make someone own it 

› Step 3 - Create accountability and follow-through on it



DISCOVER LOS 
ANGELES.Questions?



Thank you!




