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Automated Customer Relationship Management is a comparatively new concept for estate agents. But it
cando alot more than simply keep tabs on sales - it can calculate costs, conversion rates and commissions

state agents traditionally
managed their customer
relationships on the golf
course, in the local Chamber
of Commerce, by becoming figures in
their community which gave them an
awesome list of contacts - and most of
all by having excellent memories.

But life has moved on: today's agents
are bombarded with emails generated
by property portals and their own
websites - so much so, that acommon
complaint by consumers is that their
emails are not even acknowledged.

The telephone still rings, people
still walk in, and then there are the
untapped prospects - including the
colder leads you could safely forget
about in a booming market, but not
so much now: the people who said
they would like to buy once they have
sold, but no one in your agency asked
them too much about what they were
selling, and the buyers who gave the
impression of being a bit half-hearted,
so you didn’t bother to follow up.

However, smart estate agency is
all about leaving no stone unturned,
hence Jon Hunt's legendary injunction
to staff at Foxtons: “We go to war on
behalf of our vendor.

Time consuming

The problem with Customer
Relationship Management (CRM) is
that it is not a concept always well
understood and some agents shy
away from it. However, CRMis not a
substitute for customer relationships:
done properly, it simply enables and
enhances them.

Unfortunately for agents, the way
most of the industry handle their
CRM s time consuming. If you or
your team are still following up leads
by telephone, email or post, as 66%

of agents do according to a recent
survey, it can seriously dig into selling
time, as can the process of keeping
records: 40% of agents use paper files
or ExCel spreadsheets to keep track.

Add to this the time spent in
morning meetings, checking whether
staff are following up sales leads, and it
is not surprising that the same survey
found that 70% of agents felt that
their negotiators'selling time could be
improved by more than 20%, and 30%
felt it could be improved by up to 50%.

So, what will an IT system do for
your CRM? You have a wide choice,
and a number of the existing estate
agency software applications do
include CRM functionality.

Lead gathering

Essentially, what a good system should
dois: gather all the leads, distribute
them and track them, with reminders
on each case. The results should be
asaving on admin time and a better
service for customers.

Some CRM systems integrate with
Microsoft Outlook, the most widely
used email and personal planning
software on the market. This overcomes
acommon failing in some CRM
solutions - the lack of a tie-in with
other user systems. So, if your business
is already using Microsoft Outlook
for email, appointments or tasks,
then you could be half way towards
implementing a CRM solution.

However, the latest
player in the market
does not use
Microsoft Outlook
or spreadsheets,
andisan entirely
web-based
system, meaning
thatit can be

accessed from anywhere as long as
you have an internet connection, with
no new software being needed.

Furthermore, Pro-bis.com, which
launched a few months ago, has been
developed solely for estate agents and
developers, and offers some advanced
features in terms of reporting on both
individual and team performance,
conversion rates, responsiveness to
customer inquiries, and keeping track
of bonuses. It also costs the conversion
of lead to sale, gives sustained
information about each sale, and has
tools for managing and tracking a
marketing campaign.

The system also does the basics:
itmanages the customer database,
stores and keeps track of customer
information, sends emails and posts
reminders.

Overall, it allows the organisation
asawhole to share and manage the
information via the web, no matter
what the location or time of day.

The founders say their system has
been extensively tried and tested and
that clients are reporting up to 30%
increase in productivity which they
attribute to Pro-bis.com'’s
ability to manage sales

by analysing data and
turning itinto business
intelligence.

Jameel Golding, co-architect of the
system, says:“During development
we found that the property industry
is using a combination of expensive,
unsuitable CRM systems or inefficient
off-the-shelf options which generally
just deal with customer details and
stop when the lead is converted.

“Pro-bis goes a step further. Itis a
cost-effective solution which tailors
features according to individual
business needs and allows users to
turn leads into sales as quickly and
efficiently as possible by assessing
team performance, conversion rates
and responsiveness to customer
inquiries."

Overall efficiency

One new customer is 7ci, a UK top

ten property investment company,
whose managing director, Alistair
Powell, says:“Prior to purchasing Pro-
bis we used a very basic CRM software
package which only allowed us to
enter clients’details and retrieve data.

“It became imperative that we
adopted a fully-fledged CRM solution
that worked exactly how we wanted it
to. Before choosing Pro-bis we trialled
about 15 different systems, but not
one of them came close to the benefits
Pro-bis offered.

“In only three months we have
already seen an increase in the overall
efficiency in the business.

“We are currently saving one to two
hours of administration per day and
three to four hours of client liaison
time, and seeing an increase in sales
efficiency through effective
client tracking of 15%."
www.pro-bis.com

Probis founders Jameel
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