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Executive Summary

Despite the capability and growth of technology we still see a slow adoption of targeted
marketing. There has been a huge increase in the use of the Internet and mobile working in the
past 5 years with great opportunities waiting to be seized by those that see the value in
delivering targeted marketing to customers. We see the same repeated methods used in email
marketing and a scatter gun approach to analyse campaign effectiveness. By discussing the
options we can try to understand what a customer or prospect really wants and when. Business
owners can add value for very little cost but greater return. Some may refer to this as closed
loop marketing, but it truth it’s more than that. It’s about utilising the information at your disposal
to increase customer lifetime value, enhance customer experiences and influence buying
decisions.

In the last 4 or 5 years the Microsoft Corporation has entered in to the business software
solutions market with great success. One of its products is Microsoft Dynamics CRM, a fully
configurable Customer Relationship Management (CRM) solution that can be tailored to meet
business needs. Microsoft Dynamics CRM is one of the fastest growing products globally that
Microsoft Corporation has seen and adoption rates have been high. Microsoft Dynamics CRM
is a great foundation and platform for managing customers and prospects Most CRM solutions
don’t incorporate a fully integrated email marketing facility off-the-shelf. However, with the
increasing trend to target and profile customer information to gain best value MyCRM has
released eCampaign to meet the demand for a fully integrated e-mail marketing facility directly
in Microsoft Dynamics CRM.

(www.crmemailmarketing.com).

With economic difficulties and uncertainty in the business market place, businesses and
customers seek best value. Consequently there has never been a better time or opportunity to
get the best out of your customer data. It is evident that marketing managers, marketing
departments and team members with marketing responsibility need and depend on the right
technology to deliver true ROI (return on investment). By combining an effective email marketing
solution within one of the most popular CRM solutions your team can be sure of having the right
tools to help achieve success. A great place to start building profiled customer data is with
Microsoft Dynamics CRM and eCampaign.

Why change my marketing
approach?

To quote from the Gartner
Group and other sources

“Nearly 70% of all leads are never
followed up because the right
person cannot be contacted.”



Introduction

Like many things in business there are tried and tested business development methods and not all these will work for each type of business. Selling

processes, customer service and marketing are all imperfect as there is no direct route to success. Trying to work out what targeting methods work

for your customer base can be one big mountain to climb but worth the effort. What is evident is that a customer that interacts directly with a business

has a much higher percentage rate of purchasing goods and services. What we mean here is that buying leads and buying data can be effective,

but having a well profiled customer database is far more advantageous. To target one’s customers with information they are interested in at the right

time will more likely result in a sale.

There is nothing magical or mystical about clever marketing; what is evident is that by reaching the right targeted audience with the right information

a great return on an investment can be achieved. Many people have asked me about email marketing in the past 18 months and a common question

they ask is “how many 1000s of emails should I send in each campaign?” The skill, and this is discussed later, is not to blanket market email to the

masses but rather to target the select few with relevant information and then follow up. The follow up is as important as sending the email in the first

place.

Having the opportunity to talk with many professionals in senior positions within marketing, sales and other business roles has given us a great

insight into how great success can be achieved by strategically aligning business process. Be aware there are no magic silver bullets or crystal balls

but that straight forward profiling and targeting of customer data can be the foundation block to build from.

By providing a solid technology framework the avid marketer or business owner can start to see a rapid increase in direct interaction with a marketing

list. Relevant communication has a far greater impact building long time relationship and regular dialogue can help fuel the sales cycle.

Having vision in business is one thing, but being able to support that vision with an underlying technology platform is another. From experience a

great place to start is with Microsoft Dynamics CRM as it is a ideal business tool for building up a profiled customer base. Then with the addition of

eCampaign, effective email marketing can be achieved.

A lot of businesses are performing email marketing via a 3rd party online email broadcaster, almost separate process. This sort of activity can be

time consuming as data needs to be transported and retaining this data in a centralised location presents a challenge. Increased relevance of

product, service and brand has a direct impact when following through with potential customers and prospects and storing the information which is

of interest to each contact is paramount to email marketing success. A configured Microsoft Dynamics CRM solution provides fusion between direct

marketing activity and sales generation.

Why change my marketing approach?

To quote from The Chartered Institute of Marketing (CIM) “Marketing is the management process that identifies, anticipates and satisfies customer

requirements profitably.”

So is this just a numbers game and the more we market to we might be lucky? Probably not. Ask most marketing departments would they like to

improve performance and you will hear a resounding ‘YES”. So what is it that they want to improve?

We have spoken to many organisations where it is a challenge to measure the effectiveness of marketing departments. This is often because there



are no business tools in place to offer this function. Given the right information and the right tools it is easier produce results and demonstrate

productivity within marketing. By having an integrated technology platform the right person can be identified, targeted and presented with a service,

product or solution of interest. After a successful introduction the sales process can begin.

When considering a good marketing mix short and long term strategies will come into play. Marketing effectively may not mean a result in sales

immediately, although does allow the building your brand and relationship with a customer or prospect. Then when the customer or prospect is ready

to engage they will to have your brand in mind. Ensuring that your brand is at the forefront of conversation and thoughts can be achieved with a well

targeted drip feed approach. By keeping information engaging and relevant to the prospect we will help to ensure interest and product awareness

is created.

Focus should not always be on how many people can be reached and how the list of endless names can be extended, but on building relationships
within a current list. Understanding the needs of a potential customer or prospect is far more powerful and over time will add value.

Giving a marketing department an integrated CRM solution and allowing team members to see segmented data to show customer needs and buying
behaviour far outweighs an undefined prospect list. Having a 360 degree view is far more beneficial and is quantitative in the measurement of ROI.
Targeting on a behavioural basis, extending loyalty and customer focus by sending personalised marketing material to an individual’s email is more
likely to meet that person’s specific needs.

It can be very easy to fall into the quantity not quality trap. By understanding and recording the buying signals and behaviours of individual customers
and prospects a far greater return can be achieved.



Just keep sending those emails, someone will buy!

It is a well researched fact that continually bombarding a person with the same information about a topic is more likely to lead to an unsubscribe
rather than a positive interaction. The relevant point here is to review interaction and metrics from each email campaign, then contact customers and
prospects that have activity on email reports.

From a marketing perspective of understanding fragmented data and responses, Microsoft Dynamics CRM really comes into its own. Understanding
and learning what happened to an eCampaign and the level of interest level is paramount to success and progression. There will most likely be an
emerging pattern within your business in terms of messaging which will achieve the best results.

Using statistics to close the loop on marketing activity

Put very simply Closed-loop Marketing (CLM) is interactive marketing where customer responses and behaviour are employed to direct and refine
marketing strategy and tactics. There is a “closed loop” where collected customer data and behaviour is used to build a profile of customers - profiles
that provide the basis for further marketing initiatives. It is appealing as it is relatively inexpensive and quick.

Fragmentation of business systems will lead to fragmented customer data. The implementation of a CRM strategy across the business will help
unravel how customers’ behaviour changes and grows. Using CRM in terms of business intelligence will help profile a customer or prospect, how
they have interacted with your business and will help to ‘close the loop’ on marketing activity leading to greater sales and new business.

Using a closed loop analysis or click stream analysis of customer activity will help increase sales response and shorten the sales cycle. Unfortunately
research into this area has proven that marketing and sales in nearly 85% of companies surveyed do not make use of this approach and don’t follow
through with prospects where communication has begun.



Despite the readily available technology solutions it would seem that this approach is rarely adopted in its full capacity and this is why results in
marketing activity are ad-hoc at best. From my recent experiences in the CRM project world, I have witnessed business owners investing heavily in
data purchase, then investing nothing in the process to follow up with prospects and expecting the deals to come to flooding in. Unfortunately in
many cases this is not the reality. Having a structured approach to a marketing process is key for success and this may start with the purchase of
lists, but from there refining lists to receive a return on that particular investment.

There are many pit falls in marketing and this paper does not look to address all of these, but highlights best practice when considering
targeted email marketing campaigns via a CRM solution.

Pit falls of email marketing to look out for

Inappropriate technology to support the business needs
Lack of supplier understanding and support of your company’s objectives
No real direction and buy in to implement a structured process
A shortage of resource to help in the delivery
No real long term buy in to improve performance of marketing capability
No drive to record proper metrics and interactions
Must only focus on short term gains as the business needs sales now
Too much focus on growing the lead list without understanding what you have
Too much time spent sending outbound emails in the 1000’s without focusing on customer or prospect behaviour
Marketing teams need to understand behaviour of customers and prospects and need access to all customer data and history of 
interactions.

To have a successful email marketing strategy you need to be effective and well positioned to gain a return on the investment made. Itis so easy to
be misguided and believe that everyone wants your product or service right now and it’s the best product ever and all you have to do is tell them in
a short email. The truth is that there is no magic wand and only great customer relationship management, a strong sales process and effective
marketing can deliver true ROI (return on investment).

There is another way, a better way, a more relevant way

In the above sections we have looked at what can go wrong with marketing, especially email marketing. Now we can begin to make some
suggestions on best value and creating an effective strategy for success.

Here we look at a more effective way to target prospects and customers using a process called “relationship marketing” where a single view of the
customer or prospect’s behaviour is presented to all channels in the business.

It is important to have a strategy across your business to deliver effective customer relationship management. This strategy and toolsn to deliver
strategy has to be available to marketing resources to drive product and services to the open market.

Segmentation understand your customer data

Take a good hard look at your data and your lead sources and compare the two. This will help with understanding your market sector and who you
are going to target. Volume is one thing, but if you’re sending 10,000 separate parts of content to 10,000 people that have no interest, then the point
of the campaign is flawed.



By understanding your customers’ and prospects’ needs the data in a campaign can become more relevant and messaging will become more
specialised. There are several approaches to creating an effective campaign. The first and most important is the relationship you have with a
prospect or customer. First consider the following two questions:

1. Has this customer purchased from you before?

2. What are our prospects interested in?

Then let us look at how Marketing and Sales teams should work together on existing customers. Understanding your customers by having regular
contact will build relationships and will help define current buying signals and behaviour. Here I give an example of a recent experience:

It’s true that customers will always buy on best value or what is perceived to be best value. This may not necessarily be a monetary incentive but
the proposition with the best value and marketing done correctly will help build a relationship so a prospect will identify with a brand.

Identifying a Sales and Marketing process

Let’s go back to basics and understand how you want your business to operate. Process and planning will help give insight as a business owner
and having the right information about who to target and how to build relationships with customers is the starting point for effective marketing.

“Fail to plan and you plan to fail”

By reviewing the go to market strategy for your business you can identify strengths and weaknesses across resource delivery. Here we outline the
basic steps to consider when implementing a marketing and sales strategy for business.

5 step plan for consideration

Step 1 – Consider Effective Lead Generation

Acquire data in the form of purchased data lists

I recently had to renew a licence for a particular piece of software for my business, a generic piece of software that can be

purchased from many different partners globally. The supplier I originally bought from was recommended (supplier XYZ),

but after purchase never contacted me again to understand what our business was doing and if we had grown.

A different supplier (supplier ABC) 6 months in to the original contract called me to see if Ii needed any help. I explained

the situation and said thanks we are still covered by supplier XYZ. Over the next 6 months, supplier ABC kept in contact

with new offers and information about new products, when the time came to renew I moved to supplier ABC, because I felt

I had built a relationship and loyalty to a brand and company that I had never bought from.



PRO - This can be a good exercise to acquire bulk data. Purchase of data can be quite straight forward and list providers can be very helpful. The
data is usually quite extensive and you can acquire quite a lot of details about prospect companies or consumers.

CON - Lists can be expensive and list owners may tell you that all lists are opt in – be careful the data in a list may be opt-in but contacts on a list
have not opted in to receiving information from your business data in a list may not be totally up to date and may only have generic email addresses.
The advice here is to shop around and get full clarification on what is being offered.

Direct lead generation from the web / email

PRO - a great way to generate opt–in leads directly from your own web site with minimal costs. Direct web leads or email leads sustain a much
higher chance of closure in to new business as the person who is contacting you has made the effort to search for the services or products you offer.

CON - make sure if leads are coming from your web site or via email that people can find you in the popular search engines, having your website
go through Search Engine Optimisation (SEO) review can greatly improve the chance of direct contact. Make sure the content on your web site is
appealing and relevant and there is a process incoming requests.

Pay per click lead generation

PRO - a great way to generate a higher hit rate to you web site is to consider related information in a pay-per click add that goes to a direct page
on your web site.

CON - can be a very costly way to generate web traffic and does not mean that all visitors will register or contact you. Always watch your daily spend
or set a fixed monthly budget as this type of advertising can make a big hole in your marketing budget without giving the desired return.

Step 2 – Consider effective outbound marketing.

Get the message right

PRO - have a graphic designer and business/marketing language expert review all marketing material. The message has to be clear, concise and
consistent from web to printed material.

CON - You’ll need to budget accordingly, review different services to ensure best value and set clearly defined objectives.

Get a return for your investment, track the response.

PRO - make use of a centralised CRM solution like Microsoft Dynamics CRM. Select prospects and customers from your segmented lists who have
an interest in your offering.

CON - make sure the systems that you are using have the functionality to record responses and track interaction of outbound email. If you can’t
measure interaction then you’re at a disadvantage.

CON - CRM and email marketing solutions can be expansive with a price tag to match. Budget accordingly and make the right investment.



PRO - luckily hosted or managed service offerings are a great way to go as it’s easier to budget on a monthly basis. So start off small and work up
to greater functionality to make your investment worthwhile. Microsoft CRM and eCampaign can be deployed as hosted or on premise presenting
great flexibility for your business.

Step 3 – Consider the follow up process

Manage and allocate time and resource for follow ups.

PRO - be proactive after sending an email campaign. As part of the campaign you should be ready to allocate time for follow up calls.

PRO - by using the advanced tracking functionality of eCampaign for Microsoft Dynamics CRM you will soon be able to see the interaction of
customers and prospects which helps define which customers or prospects to call first.

CON - by sending large amounts of email the follow up can be ineffective as the follow up time may take too long to complete. Allowing prospects
to forget or lose initial interest or worse they may search for other providers of the same product or service. Consider less volume over several weeks,
so each set of prospects can be followed up adequately.

Step 4 – Consider the Sales Process

Don’t always sell. Make it possible for your prospects to buy...

PRO - everyone’s time is precious so consider your sales approach. A consultative approach which engages prospects and customers is far more
likely to lead to appointments and new business.

CON - constantly over targeting and calling a prospect or customer is likely to have an effect that results in no sale and probably the loss of a
relationship.

Track all interactions and plan follow ups.

PRO - using a customer relationship management system like Microsoft Dynamics CRM with advanced features like eCampaign makes tracking
interaction straight forward. Simply train your sales team to record interactions so everyone knows the latest updates.

CON - if you don’t track you interaction through an effective CRM then potential business can be easily lost.

CON - ensure your sales team has bought into the process, has been involved in defining the process and invest in training.

Step 5 – Consider how you should manage your customers

It’s not over after the first sale

PRO - once new customers have been acquired, consideration has to be given to how you provide a service to them and continue to meet their
requirements. This is where a solution like Microsoft Dynamics CRM comes into its own allowing you to track customers throughout their life cycle.
Customer LTV (Lifetime Value) is as old as the marketing hills and how you treat a customer today will often impact on that customer’s LTV.



CON - if you don’t manage a customer’s needs they will not be a customer for long. Most organisations run out of customers before they run out of
cash to invest in them.

Relationship Marketing

Marketing as a whole is about reaching your customers and prospects with the right information at the right time. Most definitely a skill if not at art,
as you will not always be aware of current buying behaviours. The skill is to build the relationship, get to know your customer or prospect and
understand their needs.

Two elements which will help build relationships with prospects and existing customers are market research and creating customer insight. Here we
look at both in a little more detail.

Market Research

The global market research industry is worth billions of pounds in its own right and technology has revolutionised the way it is carried out. Going
back as little as five years, every time you went shopping you would be stopped by a person with a clip board asking questions. Now technology
has taken over and a whole new approach to gathering important information is now available to all sizes of business.

Market research is the corner stone of a successful marketing strategy and there may be many different reasons for seeing it through. These may
include the launch of a new product or service, a new advertising campaign, a customer request or feedback on current services.

There are 5 basic steps for consideration when developing a market research plan and these steps are highlighted below.

Step 1 – Consider defining the research objectives.

The objectives of a market research plan need to be clear and measurable against the question verses the responses, a poorly defined 
objective would be

“To find out what businesses in Europe thought of email marketing”

A more, well defined objective would be

“To find out which businesses in the UK that had between 10 and 100 employees 
made use of a successful email marketing strategy”

This allows a market researcher to define their target and fine tune the expected results delivering a fast return on investment.

Step 2 – Consider developing a research plan.

Once the key objectives have been defined, it is clear why the market research is relevant and what information is required. The plan
should be to consider how to source the best possible data. Here there are 2 options possible within an organisation. Primary data will come from
within the organisation and most likely from data mining internal data sources such s a CRM system. Then there are secondary data sources, which
may include bought or rented lists of customer or prospect data.



Step 3 – Consider how to collect responses.

Exactly what is the best approach? A lot of this comes from the type of research that is being carried out but serious consideration should
be given to the best way information can be gathered. For example, if your organisation is going to launch a new soft drink then an entirely Internet
based campaign is probably not going to work as the best feedback will come from consumers who have actually tasted the new product. On the
other hand if you want to ask a number research questions about a new website then an online survey will more than likely meet the objective.

Step 4 – Consider how the data is going to be analysed.

Now comes the time to analyse and review the data that has been collected. If the objectives and the data are sourced correctly, then the
analysis of that data should show interesting trends for the product or service that is on offer. Give consideration to utilising right tools for analysing
of data that has been collected. This will enable your organisation to slice and dice data effectively and add variables for the success of future
marketing campaigns.

Step 5 – Consider and trust the findings.

This is a key step as you may well find that the service, product or solution that may be offered is not required. On the other hand the
response could be overwhelming for the product launch and you may be about to launch a product in huge demand. Ensure that your results are
analysed accurately and effectively.

Customer Insight

Previously in this paper we have discussed the importance of customer segmentation and setting up appropriate lists of targeted customers and
prospects. Here we look at ways of building appropriate customer insight to allow for the segmentation of data.



Segmenting customer or prospect data into lists is not a new thing. Here we give consideration to Macro-Segmentation and Micro- Segmentation.
Both methods are ways of segregating data. The key differentiator here is that a micro list is smaller containing a higher detail of each record and
increases the chance of a return from the customer or prospect.

First let’s look at some of the traditional ways that data is segmented for the purpose of marketing:

Traditional data can be segmented into larger groups based on
Country
Region
Type (Rural, City, Town)

From here data is segmented by person or business

By Person
Age Education
Sex Occupation

By Business
Turnover Number of Employees
Number of Locations Business Sector.

Let’s take what we know from above and now look at creating micro lists from the basic or macro segmentation. Consideration can be given to a
contacts preferences i.e. contacted by post, email or telephone or not.

Consider collecting lifestyle information to help profile individuals. Such data can help when starting a discussion or sending particularly specialised
communication to an individual, such as a birthday message which is probably more suited for B2C. Lifestyle information can include and also be
very relevant to B2B:

Age Date of Birth
Marital Status Hobbies
Has Children Interests

Each of the above data types will help to profile an individual. I have seen many organisations miss the benefit of recording such information to be
used later for marketing. Of course there must be the right process in place to do so and staff must be trained to capture information in a natural
sounding way.

Lifestyle data is great. Consideration for collection of transactional data is something which would be worthwhile to do. This is the action of collecting
information about buying habits and buying behaviour.

One of the most effective ways to gather this information is to survey your existing customers. This can of course include buying trends in relation
to your own products/services, competitive products/services and other products/services. A high volume response is really the objective here with
these sorts of statistics, so consider running a competition so that you can gather the relevant information. Achance to win something



Information is power and privacy is paramount

By collecting valuable information about customers and prospects your organisation can benefit from analysis of lifestyle and transactional data
showing trends which will lead to understanding buying behaviour. Knowing what your customers and the prospects look like will lead to increased
return. With profiled customers and prospects the creation of collateral with the right information about services or new products can be designed
and produced.

As mentioned before, marketing is sometimes classed as an art form. Well, maybe the design of the collateral that is sent to customers and prospects
is, but the theory behind getting the right data sets and lists is a true science and done correctly can have a massive impact on the return on
investment in campaigns run by an organisation. Marketing is not merely about the creating of a glossy flyer but more about the tactics used to get
that piece of collateral in front of the right person – it is really all about numbers: cost, response, ROI.

Under estimating the usefulness of profile information can be fool hardy and lead to a failed campaign or lower than expected response rate. On the
other hand, having captured information means that data needs to be kept up to date and sharing this type of information across the organisation
will help with the process of keeping data accurate. This is where a CRM solution like Microsoft Dynamics CRM with eCampaign helps to streamline
this process. Data privacy and registration under the UK Data Protection Act must be given serious consideration when implementing an email
marketing campaign and the collection of personal data. In best practise all companies and website owners should display and be prepared to offer
a full Privacy Policy to end users detailing how information gathered will be used for the purpose of product and service placement.

The Internet and use of the Internet, sometimes referred to as the World’s biggest data store, has changed and continues to change the perception
of data collection by consumers. There are a number of examples in recent years where consumers have boycotted products due to overzealous
recording and tracking of consumer and business information. So consider what is absolutely necessary for your organisation’s research and
marketing needs.

Summary

Throughout this paper consideration has been given to a number of topics around using a CRM solution like Microsoft Dynamics CRM as a central
tool for profiling and sourcing customer data for marketing and primarily emails marketing. Consideration has been given to the collection of data
and what to do with the data once owned. We have considered the use of profiling and segmentation of data to improve the efficiency of response
i.e. target the right individuals with the right information and marketing material.

In summary we have to implement a strategy which will lead us as a company to connect with our customers and gain the best return on our
marketing investment. We have made our investment based on the power of in-house email marketing and the overall ability to grow, increase profit
and revenue year on year.

In brief email marketing is about what you say, who you say it to and how often you say it. Another defining success factor will be the way in which
your offering is positioned to be competitive and add value over that of your competitors.

About Microsoft Dynamics CRM

Microsoft Dynamics CRM was first available in the UK from 2004 with the earliest version being v1.2. Most reading this will be more familiar with the
later version of v3.0 and v4.0, both exceptional products. Microsoft Dynamics CRM is a fully functional customisable Customer Relationship
Management platform to enable businesses of all sizes to manage key areas of business including Sales, Marketing and Service. Microsoft 



Dynamics CRM implemented correctly will enable an organisation to place its customers and prospects at the heart of its organisation, handling
enquiries and cases efficiently, proactively and on time.

Microsoft Dynamics CRM is a product of the Microsoft Corporation (MSFT) and is implemented though Microsoft’s extensive network of experienced
partners on a global basis. Microsoft Corporation has seen Microsoft Dynamics gain a large percentage of market share which continues to grow
making Microsoft Dynamics CRM a billion dollar product for the software giant.

About MyCRM eCampaign for Microsoft Dynamics CRM

eCampaign for Microsoft Dynamics CRM is an additional software add-on for Microsoft Dynamics CRM created by MyCRM. The purpose of the
eCampaign add-on is to enhance and introduce email marketing functionality into the overall CRM solution. Thus allowing end user organisations to
procure, implement and effectively benefit from email marketing fully integrated with the powerful Microsoft Dynamics CRM platform.

The eCampaign additional software module adds increased functionality to the Microsoft Dynamics CRM solution including:

The creation and ability to edit HTML templates

The ability to edit and attach traceable URLS into the same templates

The ability to edit and attach traceable email links in the same templates

The ability to select and attached corporate literature as an email attachment document

The ability to bulk send email marketing email out of hours

The ability to fully report on the activity of an email campaign though graphical and data views

The ability to fully utilise Microsoft Dynamics CRM functionality in an integrated solution

The ability to record all system administrator responses from email addresses including out of office, delayed delivery and none delivery,
along with click responses and open reports

The ability to set up full subscription service by category

eCampaign for Microsoft Dynamics is available from MyCRM For further information contact us at www.mycrmgroup.com

About MyCRM Limited

MyCRM limited was formed as a limited company in 1998 under its original name Softkey Solutions. From 2003 the company embarked on an
alignment of services with the Microsoft Corporation first becoming a Microsoft Certified Partner in 2004 and later in 2006 a Microsoft Gold Certified
Partner.

MyCRM focuses on the effective implementation of Microsoft products including Microsoft Dynamics CRM v 4 and Microsoft Office SharePoint Server
2007. We have 3 distinct areas of business these being 2BhostedLive (Microsoft Dynamics CRM on-Demand),



MyCRM Services (a fully Microsoft certified team of consultants including the deployment of On Premise Microsoft CRM) and 2BDevelopment (ISV
component build for Microsoft CRM).

www.www.mycrmgroup.com

For more information contact:

+44 (0) 1983 249 245
+44 (0) 207 877 5001
or email sales@mycrmgroup.com
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