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CRM Strategy and value proposition development

Budget Process Management

Change Management

Governance

Process Change

Customer Data Integration and data ownership

Senior Executive and opinion leader buy-in

Prioritization of company initiatives

Implementation road map

Capabilities and risk assessment

Customer needs analysis

Organizational alignment

Metric development

Technology implementation

Stakeholder Assessment

Business Case and ROI

Three types of critical success drivers:

! Differentiating steps have the highest impact on CRM success, they are 
human orientated steps that, when done correctly, can sustain the value of 
CRM; however the human aspect of most of these steps makes them the 
most challenging to execute

! Contributing steps clearly add to CRM success, but alone, they are not 
sufficient to derive value from CRM

! Foundation steps play a role and are necessary, but not strong 
contributors.

Percent contribution to success predicted by the CRM approach steps

Global Drivers of CRM Success (IBM)

Notes: N = 372 R^2 = .71

Source: IBM Business Consulting Services, “Doing CRM Right” global study 2004

Differentiating Steps – 64%

Contributing Steps – 24%

Foundation Steps – 12%



CRM – Success factors

Implementation Difficulty
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Sr. Executive and 
opinion leader buy

Implementation Roadmap

Prioritization of company 
initiatives

Budget process 
management

F

F

F

F

F

D

D

D

D

Customer Needs 
Analysis

Customer Data 
Integration and data

Process change

Business Case and ROI

CRM strategy and value propositionTechnology Implementation

Capabilities and Risk Assessment F

Governance

Stakeholders 
Assessment

Organisational alignment

Change Management

Metric Development

Opportunity to 
increase success 
29%

"These steps are 
easy and done 
often

"“Budget” is clear 
focus area 
because it is a 
differentiator

No excuses – get 
these done!

Opportunity to 
increase success 
15%

These steps are 
easy but not 
always done.

"“Governance” is 
clear focus area 
because it is a 
differentiator.

These steps 
require focus!

Opportunity to 
increase 
success14%

"These steps are 
hard, but are done 
often.

" “Process” is a 
clear focus area 
because it is a 
differentiator.

These steps 
require expertise!

Opportunity to 
increase success 
42%

"These steps are 
hard, but not 
always done.

"“Strategy ” and 
“Change” are 
clear focus areas 
because they are 
differentiators.

These steps 
require expertise 
and focus!

F CFoundation Step Differentiating Step Contributing Step

Low Perceived Difficulty/ 
High Performance

High Perceived Difficulty/ 
High Performance

Low Perceived Difficulty/ 
Low Performance

High Perceived Difficulty/ 
Low Performance

The highest impact on success, they are the human-oriented steps that, when done correctly, 
can sustain the value of CRM; however, the human aspect of most of these steps makes them 
more challenging to execute.

Play a role and are necessary, but 
not strong contributors.

Clearly add to success but alone, they 
are not sufficient to derive value from 
CRM.

D

Source: IBM Business Consulting Services, “Doing CRM Right” global study 2004


