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Elevate your business 
Take advantage of the possibilities 

 

At TimeLog, we believe that using a CRM system strategically will set you on 

the path to growth. We would therefore like to share our experiences and 

hopefully inspire you to elevate your company's work in areas such as sales, 

marketing and customer service.  

 

These experiences are based partly on several thousand implementations 

and on our own in-house use of TimeLog CRM.  

 

We hope this white paper will help you use the CRM system's many options, 

no matter which system you use, so you can strengthen your business and 

achieve your goals. 

 

CRM system: the path to growth 

Strategic use of CRM 
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1 CRM – much more than a sales tool 

When companies are browsing for a CRM system, the aim is usually to meet the 

needs of their sales department: keeping track of leads and opportunities. Not 

everyone considers the fact that a CRM system can be used for so much more if 

only you take advantage of the opportunities to collect and share data. 

  

At TimeLog, like many other companies we started using our CRM system for the 

sole purpose of keeping track of our potential sales. Of course, a few sporadic 

comments regarding our customers were created here and there, but it was not 

structured, and there were no guidelines for gathering knowledge. We focused 

entirely on new sales – and even that was not particularly well structured. But in 

going from start-up company to established business, we have learned that 

structured knowledge sharing and collection is critical to our business strategy and 

achieving our growth targets. We have therefore expanded our use of the CRM 

system, so that today it is the core of knowledge in our company, and the data 

extracted from the system serves as the framework for major strategic decisions.  

 

2 The great challenge: data quality 

It is one thing to invest in a CRM system and another to implement it. We make sure 

the entire company understands the importance of collecting customer information. 

Usually, getting account managers and consultants to use the system is easy, as it is 

a system they use for daily reporting activity management. Other departments, 

however, who do not use the system on a daily basis, often forget to provide 

comments after speaking with customers on matters that may be vital for customer 

service when the customer calls the next time. Another challenge might be that the 

information you wish to register on your customers is not being updated due to busy 

times. This may lead to generated reports not showing the correct trends/results 

which, in turn, leads to decisions being made based on incorrect information. 

 

And that is why an updated CRM is the key to success. To fully utilise the system's 

data and achieve credible analyses, certain minimum requirements for the data 

entered need to be in place. But keep in mind: do not enter data for the sake of 

entering data. Do this only if it serves an actual purpose. Many get caught up in 

wanting to know everything, but in practice this is an excessive administrative 

burden. Instead, get information that is relevant, updated and credible. 
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“Throughout 

the years, 

we have 

adjusted our 

setup several 

times to 

match our 

newfound 

understandi

ng of our 

data needs” 

 

 

To ensure that your employees understand the importance of entering these data, it 

is crucial for management to show its significance for the company. Otherwise, it can 

be tricky to achieve a uniform use of the system when employees disagree on what 

is important information and mostly just note what is important to them. So keep 

focusing on all employees understanding "what's in it for me" and "what's in it for the 

company" so that it becomes a natural part of the working day. 

 

2.1 Which data does TimeLog collect? 

Throughout the years, we have adjusted our setup several times to match our 

newfound understanding of our data needs. We pay special attention to achieving 

consensus on e.g. weighting opportunities, categorising A, B and C companies and 

specifying customer statuses. This transparency streamlines employee data 

management and provides us with valid data for making informed strategic 

decisions.  

 

We also use these data to gather information about our customers to provide 

optimum service and respond to questions about the market in general, the 

performance of our account managers, return on marketing activities, etc. In the 

following, we will examine these areas and provide examples. 

 

But to give an overall understanding of how we use the data, here are a few of the 

questions that we have answered through our CRM data: 

 What is the percentage of our meetings resulting in new customers? 

 What is the percentage of the leads we are in contact with being lost to 

competitors (and which ones)? 

 How much revenue do our various sales channels (AdWords, SEO, 

Canvas, fairs, etc.) generate? 

 How many customers do we win via customer recommendations? 

 What is the result of a particular marketing campaign? 

 In which industries are we best represented? 

 Which industry might be interesting for us to explore? 

 How satisfied are our customers based on our in-house satisfaction scale? 

 Based on the systems our customers are using, which integrations should 

we give top priority? 
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We can have all these questions answered in less than 30 minutes.  

 

How many of these questions can you answer for your business right now? 

 

2.2 Our CRM setup 

In this section, we suggest a few examples of some of the setup choices that have 

had the greatest impact on our analysis capabilities. 

 

In TimeLog CRM, you can create your own groups/topics which you would like 

information about. This means that you can have a drop-down menu with options for 

the employees to choose from. These can be searched for in various ways, and the 

segmentation can be narrowed down, if desired.  

 

Here are some of the groups we have created: 

 Which financial systems (and payroll and CRM systems) do our customers 

use? 

 How did we come into contact with the customer (recommendation, SEO, 

AdWords, Canvas, etc.)? 

 Which system did they use (or are they using) before selecting TimeLog 

Project? 

 Which competitor were we up against during the sales process? 

 Is the customer interested in being a reference customer? 

 In which category is the customer (A, B or C; see below)? 

 

By filling in this information, we can easily get answers to the aforementioned 

questions. For example, we can quickly find out the most popular financial systems 

with our customers. We use this knowledge to build on our road map and develop 

system integrations for those systems which the majority of our customers use.  

 

In addition to utilising these groups, we have chosen to expand the use of the 

customer status feature. Many of our customers usually have only one status for e.g. 

non-current leads (how we started as well). However, we were curious as to why a 

company chose not to become a customer. So we had to sit and read every 

comment for every lead. By adding customer statuses, however, we can quickly find 

the reason why we did not move forward in our dialogue.  
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Figure 1 shows the non-current statuses which we use. Using these, we can 

differentiate between non-current topics and, if need be, try raising them again 

through various approaches.  

 

 

 

3 Strengthening customer relations with 
knowledge sharing 

Friday, 4:50 p.m. You have just finished a customer meeting. You need to be home 

in a minute, so you push updating the CRM system with those minutes from the 

meeting till Monday. Now Monday comes along, and the entire day is booked with an 

all-day customer visit, so there is no time to write those minutes from Friday's 

meeting. You will have to do that tomorrow.  

 

Sound familiar? 

 

What is the probability that Friday's minutes and decisions are entered into your 

CRM system? Not high. But it will be alright just this once … or will it? What if the 

customer calls to enquire about some of what you discussed at the meeting and 

expects a colleague to be able to answer. However, your colleague has no idea what  

 

       

    Figure 1  

     Overview of non-current statuses. 
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the customer is referring to, since the CRM system is silent on the matter, and he 

ends up offering the wrong piece of advice. The customer later discovers that the 

information was incorrect. He is angry about the poor quality of your service and is 

now investigating the market for other suppliers.  

 

This is a likely scenario for many companies if the data quality of their CRM system 

is not maintained. A CRM system is a knowledge hub for all employees needing to 

retrieve updated customer information.  

 

Another benefit of being good at writing down customer information is that if an 

employee resigns, their knowledge does not disappear with them, and the customer 

does not have to explain the entire process to a new contact. 

 

3.1 Customer service the TimeLog way 

At TimeLog, we focus intently on customer service and on the fact that everyone in 

our company adds appointments and important correspondence into our CRM 

system. For example, if a developer is discussing a report made for a particular 

customer, it is important for customer service to know when the developer has been 

speaking with the customer. Being rigorous in our knowledge sharing makes it easier 

for a colleague to elaborate on their correspondence with a customer, if needed. The 

following are a few examples of how our customer service uses the CRM system on 

a daily basis.  

 

At TimeLog customer service, we contact our customers proactively. New customers 

are immediately added to the system, and the first customer service call is created 

as a task. This allows any employee in contact with the customer to view scheduled 

follow-ups as well as who will be handling them and when. And the account manager 

can rest assured that their customers will not be forgotten. 

 

Once we have spoken with the customer, their level of satisfaction is added to our in-

house customer satisfaction scale. We do so through one of the aforementioned 

groups, which you can set up yourself. In addition, we add a brief summary of the 

conversation and, where appropriate, an action plan to inform colleagues about the 

latest agreements with the client. By using the group feature and cross-analysing 

data on the country, industry, etc., we can export these data and assess a 

satisfaction score and any trends. We can then use this knowledge to improve our 

customer service. 
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“For you to 

rely on the 

data, a 

certain 

amount of 

discipline is 

required 

from all 

account 

managers 

and 

consultants” 

 

 

Another example of how we use the group feature in customer service is that we ask 

our customers which other business systems the client uses, in case our account 

managers or consultants have not already supplied this information. These data 

serve several purposes. Firstly, our development team is able to quickly get an 

overview of which systems are relevant for creating new standard integrations. 

Secondly, we can easily asses by segmentation which customers might be 

interested in such a standard integration. Hence, we can inform them personally 

about what we are developing. This allows us to utilise our data collection process 

proactively and service our customers. 

 

4 Sales, sales and more sales 

As mentioned earlier, the primary purpose of a CRM system is to manage sales 

activities. For you to rely on the data, a certain amount of discipline is required from 

all account managers and consultants. We recommend a set of in-house guidelines 

on the minimum amount of data for each customer card. Apart from a CRM system 

being a necessity for keeping track of daily activities in a sales department, there are 

other advantages. By using a CRM system, you preserve valuable knowledge about 

potential customers and the current sales process in case an employee resigns or 

becomes ill. Taking over for a colleague becomes easy, and the risk of losing 

potential sales is minimised.  

 

4.1 Pipeline management 

In sales, pipeline size is a crucial element. What is the sales outlook for the coming 

period? How many orders have been closed? Do we need to knock down doors to 

secure revenue? 

 

The thing to keep in mind when it comes to managing a sales pipeline is that some 

account managers are optimists while others are pessimists. This makes it hard to 

rely on a pipeline forecast unless there is a fixed set of rules for identifying hot leads, 

qualified leads, etc.  

 

At TimeLog, we use the model in Figure 2 to ensure that all account managers share 

preconditions for reporting. 

 

The model shows the path from suspect to customer and the necessary activities for 

moving the customer forward in the pipeline. Feel free to create your own overview 

and rule sets. The most important thing, though, is that you have a common  
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understanding; otherwise, you will find it difficult to rely on your data, which might 

lead to some nasty surprises.  

 

An updated pipeline gives your company an invaluable overview of sales efforts 

while ensuring that any budgetary deviations are identified early so that management 

can take precautionary measures and initiate steps to maintain the sales budget. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Figure 2  

TimeLog’s CRM model  
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4.2 Separating the wheat from the chaff 

Effective sales work requires determination. In the past, a lead was a lead – and so 

was a customer. Now, we have divided them into categories (A, B and C) in order to 

better target our sales and customer service strategy to match the different needs 

that set these companies apart. In other words, we have clarified our primary target 

group. This means that all of TimeLog knows which companies we target primarily. 

However, this does not mean that we have no customers outside this target group 

and do not wish to do business with them. It does improve the focus of our sales 

efforts on companies where we know our products are a 100% match.  

 

In support of this, we have again specified certain segmentation criteria in TimeLog 

CRM under Groups. Specifically, we have divided the various industry codes into 

categories A, B and C. 

 

We have chosen to use the number of employees as our segmentation criterion. On 

each customer card, we note the industry code and the number of employees of 

each company. Next, we specify whether individual customers and leads belong to 

category A, B or C.  

 

If you do not have this strategic approach to your sales now, it will require a bit of 

configuring. The reward is worth it, however, because not only do you facilitate sales 

work for your account managers in letting them find out which leads are most likely to 

pay off, you also gain access to eye-opening analyses about your performance in 

select industries and categories and use these to make informed decisions instead of 

relying on intuition.  

 

4.3 Optimising sales workflows 

Using a CRM system allows management to delve into data and fully analyse the 

sales process. This allows you to easily identify the processes that you should focus 

on optimising to meet your sales budgets. With the right data, your weaknesses are 

easily identifiable, e.g.:  

 Making contact (do you have enough leads?) 

 Setting up meetings (what is the percentage of your leads resulting in 

meetings?) 

 Making quotes (what is the percentage of leads you have met with who 

receive quotes from you?) 
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“The 

software's 

segmenta-
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make it easy 
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specific 
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and then 
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specific 
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marketing 

efforts” 

 

 

 The final sales process (what is the percentage of your quotes resulting in 

contracts?) 

 

Strengths and weaknesses are analysed to provide information about the entire 

department's performance and the skills of individual account managers. These skill 

analyses can supply the foundation for structural change in the sales team – a 

redefinition of work assignments or skill developments, optimising the sales process 

and increasing the number of sales contracts.  

 

Perhaps one of the account managers is the best at completing a sale, while another 

is good at booking meetings, etc. Some account managers are brilliant with A leads, 

others with C leads, and so on. In short, take advantage of the automatically 

collected data to strengthen your company's sales performance. 

 

5 Targeting your marketing efforts 

How much revenue does your AdWords investment or similar marketing activities 

generate? This is important information if you want to use your resources to generate 

revenue. 

 

So a CRM system should be a real treat for the marketing department. It is bursting 

with information for defining campaign target groups, following up on various 

marketing initiatives to see the economic benefit and so on.  

 

The marketing department is not usually in direct contact with customers, but can 

benefit immensely from their colleagues' hard work in collecting data. It is often easy 

to pull data from CRM systems for use in Excel. Some CRM systems can be 

integrated with the marketing department's email marketing system for added 

synergy across company departments.  

 

5.1 How we use CRM in our marketing department? 

At TimeLog, we use the data from TimeLog CRM to target and evaluate our 

marketing efforts. The software's segmentation options make it easy to create 

specific segments and then export specific profiles for targeting marketing efforts. 

For example, we can create a campaign aimed at leads with "non-current – lost to 

competitor" statuses and then target a campaign using our email marketing system 

or use the mail merge feature for direct emails.  
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With TimeLog CRM, we can note how each lead's data card was generated (cold 

call, recommendation from other customer, fair, AdWords or SEO), allowing us to 

evaluate our marketing efforts. This allows us to calculate a campaign's return on 

investment and assess whether the campaign has been profitable.  

 

We can even go deeper in analysing results by identifying whether individual 

campaign leads fall within the target group. If all generated leads are category C, you 

might want to consider possible adjustments to future campaigns in order to 

generate A leads.  

 

For details about how TimeLog's marketing department fully utilises TimeLog 

Project, please read the white paper entitled Time registration in TimeLog's 

marketing department. 

 

6 Getting started 

No two businesses are alike. Hence, what constitutes important data depends on the 

individual company. As your business evolves, so does the desire for accessible 

information.  

 

We hope you feel inspired to configure your CRM system so that it supports your 

business procedures optimally. As a company, you should ask yourself "what do we 

want to know?", and then "how do we find out?" Slowly, you will build a system that 

supplies the data you need, giving you access to valid data for making informed 

strategic decisions and a strong foundation for growth. 

 

Rome was not built in a day, so ask yourself which processes are key and how you 

can implement them continuously. Do not bite off more than you can chew; you will 

end up not fully implementing the changes you want. Again, credible data are the key 

to success.  

 

If you need advice or tips, you are of course welcome to contact us at 

consult@timelog.dk and unlock the full potential of your investment. 

 


