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BS: How do you define customer relationship management (CRM) and business intelligence 
(BI) for Robeco?

MB: I believe that CRM is more than just a system or a software application. It is a “belief” or 
a strategy that you must implement throughout your entire company, starting with executives. 
CRM needs to be part of an organization’s DNA, and everyone must focus and think about 
what they are doing from the customer perspective. 

In terms of BI, I consider it the facilitator of the CRM process. It is what gives you the crucial 
data and metrics that not only help in setting business goals and outcomes, but also in driving 
employees to meet and exceed those goals. Basically, CRM places the customer at the center 
of your business, and BI helps achieve the customer-focused objectives that you set.

BS: What were the key business drivers that propelled your CRM and BI projects forward?

MB: For us to be successful as an organization, it is important that we meet our customers’ 
expectations and give them the services and products they need and want. If we are not able 
to do that, our customer responses, respect, and loyalty are negatively affected. 

CRM allows us to place our customers at the center of our organization, so that we can 
focus on their needs and satisfaction, which ultimately results in greater company success. BI 
enables us to expand upon these goals by improving our overall sales and marketing process, 
which then ensures that our customers are serviced more efficiently and effectively.   

BS: What challenges did you face during deployment and adoption of your BI initiatives?

MB: We had the ability to present data to our frontline agents to use during the sales process. 
However, our main challenge was convincing them to believe that the data in our system was 
accurate, and recognize how beneficial it could be to them and our company if utilized during 
customer interactions. It was hard to persuade them to really ‘use’ this information, so in an at-
tempt to ensure buy-in, we decided to formulate a contest to identify effective use of the data. 
We evaluated who had the best sales pitch based on the information at their fingertips, as well 
as by taking advantage of our new processes, and rewarded those with the highest results. By 
offering these incentives, we were able to show our end users that the data we offered was 
valuable to not only the company but also to their personal sales goals.  

BS: If you were starting over with BI today, what would you do differently?

MB: It is critical for the business to be aligned at the start of a BI project, and for BI initiatives to 
be embedded into the corporate architecture from the very start. So, as for doing something dif-
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ferently, I would have made sure that everyone was onboard 
from day one, and avoided too many discussions later on in 
the process because this really slowed us down. 

BS: Do you have any future plans for expanding your current 
BI capabilities?

MB: A crucial future goal for Robeco would be to ensure 
more automated, event-driven interaction strategies, in terms 
of all of the different customer touch points. In other words, 
we want to make use of the information we already have, un-
derstand what types of interactions work best for our custom-
ers, and automate them to ensure faster processes. We must 
also make sure that we are acting in real-time to all of the new 
customer information we receive. That is definitely in the near 
future for us. Fortunately, by combining CRM and BI, we have 
the opportunity to do this.

BS: What advice would you give other organizations regard-
ing how to ensure successful BI programs?

MB: As members of an organization, it is important that 
everyone believes in BI and recognizes how it will enhance 
their existing skill sets. To increase buy-in, it is a good idea 
to bring members from all teams into the project during the 
planning phase, include their input, and allow them to voice 
their concerns and doubts, so that they feel completely part 
of the process. If employees know that they are playing an 
important role in a major company initiative or change, it will 
dramatically improve overall buy-in and program success. 

Along with employee buy-in, it is equally important to have 
strong internal communication and ensure that employees 
throughout the organization are educated on what data must 
be entered into the system and how to properly enter it. This 
is especially crucial for salespeople who commonly work 
very independently, so that the communication between 
marketing, key executives, and all sales team members is 
streamlined and clear. If business opportunities and sales 
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information remain on paper or sitting on desks, as opposed to being entered into the system, 
there is no way to track, analyze, or use this information to improve processes, understand 
metrics and reports, and make better and faster business decisions.   

ABOUT INNOVEER SOLUTIONS

innoveer solutions, an award-winning customer strategy and solutions consultancy, provides 
advanced customer management services to high-technology and healthcare companies, 
among others, in the areas of planning and strategy, technology implementation, and optimiza-
tion. The company’s deep industry knowledge, broad technical skills, and Multi-shore Meth-
odology enable organizations to address their critical customer-facing issues and achieve an 
integrated view of all customer information. With an exclusive focus on customer management 
since 1998, Innoveer has worked with more than 300 organizations to increase their overall 
business growth, improve internal efficiency, and enhance the customer experience.

For more information, please contact Jennifer Yanoff at jyanoff@innoveer.com or at  
+1 617.225.7914. Visit the Innoveer website at www.innoveer.com

ABOUT THE INVESTMENT ENGINEERS

At Robeco, investing has been our profession for about 80 years. As pure-play asset managers 
with an active investment style, The Investment Engineers have developed innovative, client-
focused investment solutions and products for both private and professional investors, cover-
ing areas including emerging markets, fixed income and SRI. Proprietary models, a disciplined 
investment process and sound judgement help us to realize our ambition: delivering superior 
performance for our clients.

Robeco is an independent asset manager, owned by the Rabobank Group. Rabobank has the 
highest credit rating (AAA), awarded by the top international rating agencies.


