


How much? Asia’s tradition of relationship-building in action.

to lots of people here and found
that, again unlike in the US, the
first questions people want
answered are about costs, at
both the high and the low end of
the market, refurn on investment
and development time,” he says.
“They know the importance of
their customers and they are gen-
uinely concerned about how to
continue to support them.”

He also says that Asian compa-
nies have not been as easily
duped by the dot.com hype.
“Interestingly, companies in
Europe and Asia, like many of
the bricks and mortar companies
of the US, have been spared
most of the scourges of dot.com
faver,” he says. “They aren't suf-
fering from the same touch-point
dissonance that beset many click
and mortar companies and
dot.coms in the US."

He says in Asia he often feels like
he's preaching to the converted
when it comes to the ‘care’ side of
things, but points out there is still

plenty that Asian companies need
to do to make sure their tradition-
al customer services remain
solid. Again Bergeron points o
the new interface tools that link
the various component of a CRM
solution and has some advice for
anyone with internet ambitions.

“ would emphasise, especially
for small to medium sized enter-
prises, if you're investing in a web
presence, if you want to play in
that space then there are few
minimum requirements. One, you
must support your customers. It's
not acceptable to take orders in
isolation. Two, if you can't afford a
complete solution just use your
web presence as a marketing
tool.” There are no half measures
possible, he says, dialogue with
customers on the web is as
essential as itis in a normal store.

Privacy and security are other
issues that particularly concern
businesses in this part of the
world. People here, more than
anywhere, are reluctant to give

Sold! Asia has been receptive to
Bergeron’s brand of e-CRM.

out information over the web,
which he said is part of the ‘fear
factor’ with new technology. "It
will take time for people to
become comfortable and for
them to develop confidence in
security systems,” he says.
However as the dot.com crash
shows, the market is maturing
fast and in time dealing with sys-
tems that use Ells will seem as
natural as making a phone call
or sending a letter.,
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