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Overview
Winning over your executive team for a new customer relationship 
management (CRM) initiative can be challenging―especially if it wasn’t 
submitted in this year’s budget or if your company has experienced CRM 
adoption issues in the past. Whether your need for a new CRM system is 
driven by an upcoming exorbitant renewal cost or the inability to report 
on and effectively manage your sales representatives, this guide will help 
you build a business case to your executive team for CRM.



1. Nucleus Research Document 0128, http://nucleusresearch.com/

2. Nucleus Research Document M108, http://nucleusresearch.com/research/single/cloud-delivers-1-7-times-more-roi/

What The Analysts Say
The first question the executive team will likely ask is “How much is this going to cost?” Since every business  
is different, this white paper focuses on the universally impactful metric of return on investment (ROI).

In a recent study, Nucleus Research found that CRM 
pays back $8.71 for every dollar spent.1  

This study analyzed customers from a broad range of 
industries and included both small organizations and 
large enterprises. 

Furthermore, if your company is currently using an on-
premise CRM system, that number can be multiplied. 
Nucleus found that cloud applications deliver increasing 
benefits over time, resulting in 1.7 times more ROI than 
on-premise applications.2

Over the past few years, CRM software giants have been 
at war with each other to gain market share while fending 
off smaller but highly aggressive competitors. Not only 
has this driven costs lower, it’s also fueled innovation 
that has extended CRM across the business, creating 
new ROI opportunities.  That means companies can 
achieve significant payback on new CRM initiatives, so the 
investment can support the entire business, not just the 
sales and marketing teams. 

To develop a realistic ROI expectation for your company, 
we encourage you to engage us with details about your 
project at Consultant@armaninollp.com. Include a phone 
number and a member of our team will follow up to discuss 
your project and existing systems, and help you formulate 
an ROI based on your situation and project scope. To 
calculate a rough estimate of the cost and benefit figures, 
download this ROI calculator. http://ow.ly/PLCKo
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Cloud applications deliver 
1.7 times more ROI  
than on-premise applications



Let’s Get Tactical
First and foremost, it’s important for your executives to understand that CRM is more than 
just a sales tool. Over the past few years, it has become a mission-critical application, like 
enterprise resource planning (ERP) and business intelligence (BI). So when you approach 
the concept of “selling CRM” to your management team, it needs to be done with the 
understanding of how the organization as a whole will benefit.

Hard Value/Direct ROI
Hard value/direct ROI is all about quantifiable cost or 
resource savings, which is why it’s loved by executives 
and managers alike. This is where CRM, and specifically 
Microsoft Dynamics CRM, shines. 

To illustrate this, it’s important that everyone on your 
executive team understands that CRM isn’t just a glorified 
Rolodex for sales. It’s a business application that can 
extend across the enterprise. 

Soft Value/Indirect ROI
Soft value/indirect ROI represents benefits that require 
additional actions to be achieved. While not as compelling 
as hard value/direct ROI, this type of value/ROI can have 
significant impact on revenue growth, productivity and 
personnel savings. However, these value propositions 
typically need to be supported by a plan for achievement. 

Beyond Sales: Illustrating 
Value Across The Business 
Examples of hard and soft value, and direct 
and indirect ROI achievable with a modern CRM 
system are outlined on the next page. You can 
select the stories that are strongest for your 
organization when building your business case 
for presentation to your executive team.



Hard Value/Direct ROI 
Reduce excess inventory and improve 
on-time delivery with sales forecast 
management tools that support the 
sales and operations planning  
(S&OP) process

Soft Value/Indirect ROI 
Identify product features sought after by 
consumers via social sentiment reporting  
in CRM, and adjust and augment your  
product roadmap(s)

Operations

Finance
Hard Value/Direct ROI 

Integrate ERP and CRM 
systems to push quotes 
from CRM to orders in ERP, 
eliminating manual data 
re-entry

Shave days off month-end, 
quarter-end and year-end 
reporting with increased 
accuracy and visibility into 
sales data

Limit losses by flagging past 
due accounts for sales reps

Soft Value/Indirect ROI 
Identify product failures early on with more 
accurate customer service reporting

Hard Value/Direct ROI 

Provide self-service customer portals 
to help customer service reps deflect 
up to 15% of incoming calls 

Utilize mobile access to CRM to look 
up warranty information, order parts 
and plan field service call routes  
more efficiently

Customer 
Service

Marketing

Hard Value/Direct ROI 

Tie ROI to measurable campaign results, 
enabling you to better identify and focus 
on activities that generate leads

Soft Value/Indirect ROI 

Leverage lead scoring features to  
identify hot leads

Hard Value/Direct ROI
Realize substantial license cost savings 
over current solution 
Increase upsells and cross-sells and 
reduce lost sales through the utilization 
of product line items and product 
substitution suggestions
Reduce research time and improve 
effectiveness with built-in CRM tools that 
provide company insights

Soft Value/Indirect ROI
Increase visibility into sales team performance 
for better management and coaching
Track prospect engagement and activity on 
your site and within marketing campaigns 
for more strategic selling
Leverage CRM for customer service 
and provide sales reps with increased 
awareness of order or product issues 
before their next sales call

Sales

Marketing



Bottom Line 
System 
Consolidation  
and Integration 
Considerations
Now is the time to determine what CRM is costing 
you. With leading software companies vying for 
market dominance, numerous pricing incentives 
mean you could be paying substantially more for 
staying with your current system. 

Consolidation
In addition to calculating the cost for existing CRM applications, 
achieving the greatest ROI will require you to take a full inventory of 
the outside applications your company is using to manage cases, 
call centers, field service, marketing automation, corrective and 
preventive actions (CAPA) and return merchandise authorization 
(RMA) activity. Since many of these activities can now be managed 
through CRM, not only can you expect monetary savings through 
consolidation, but with one central repository, each department can 
obtain a complete view of the customer to improve interactions. 

To get started: Enlist the help of IT and see if they can provide you 
with a list of the applications your company currently uses. From 
there, identify:

• Cost of maintenance

• Upgrades

• Whether there is a secondary infrastructure that is being 
used to support these applications, and what it costs

• The time it takes to re-enter customer information 
across applications 

Then, based on the functionality of the CRM you are looking at, 
determine which legacy systems you can eliminate, and confirm it 
with the CRM vendor or partner.  In addition to hard cost savings, 
consider how having separate systems impacts your ability to 
service customers.



Integration
The days of utilizing CRM as a standalone 
application are gone. 
By integrating CRM with business-critical applications, 
companies can create a central repository of information while 
delivering a seamless front- and back-office system for end 
users. By investing in integration, companies free up users 
from redundant data entry, avoid the risk of data entry errors 
and eliminate the use of spreadsheets. Additionally, integrating 
CRM with ERP enables companies to achieve even greater 
returns by taking advantage of a host of new capabilities, such 
as forecast management, design win, warranty and samples 
management, CAPA compliance and more. 

Microsoft Dynamics CRM 
Delivers Additional ROI Cases
Microsoft Dynamics CRM offers additional ways to develop 
compelling ROI values to strengthen your case. 

Upselling
With the inclusion of product and service line items in 
Microsoft Dynamics CRM, sales and customer service reps 
can immediately identify complementary and substitute 
products and services. This gives sales the ability to easily 
see alternatives to out-of-stock items and empowers 
customer service teams to upsell warranties.

IT Strategy
The majority of businesses already use Microsoft technologies, 
either through an Exchange server for email or Microsoft 
Office. This opens the door for you to position Microsoft 
Dynamics CRM as building upon an existing IT investment 
within your organization. 

Hard Value
• Because Microsoft uses the same framework for 

core applications, IT can eliminate the need for the 
specialized skillsets often required to support a 
wide variety of disparate technologies. 

• Discounts are available to companies using multiple 
Microsoft technologies.

Soft Value
• Increase user acceptance for Microsoft Dynamics CRM 

by centralizing authentication and security across the 
network, using single sign-on and user profiles for BI, 
ERP, CRM, SharePoint, Office and more.  

• With a familiar look and feel throughout 
applications, companies can reduce training time 
and increase adoption rates while providing a 
seamless user experience. 
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}…Armanino really helped us 
understand where we were 
missing the value of our product. 
They didn’t just provide us fish, 
they taught us how to fish…
 James Donovan 
  CRM Leader
  Imanami Corporation
}



Path Forward
CRM has undergone considerable innovation over the last 
few years, and these new capabilities, while exciting, can 
make defining the value of a project more complicated. 
Whatever system you choose, ensuring your team 
understands the hard and soft value that can be achieved 
across the business is critical to moving the needle on your 
next CRM initiative.





About Armanino
Armanino LLP (www.armaninollp.com) is the largest 
independent accounting and business consulting firm 
based in California and one of the largest firms in the 
United States. We work with growth-oriented companies 
to simplify customer data management and streamline 
business development processes. As one of the world’s 
top Microsoft Dynamics CRM implementation partners, 
we have the background and experience to integrate 
our product with virtually any business-critical system. 
In fact, our CPA roots give us exceptional credentials to 
synchronize your customer data with ERP and financial 
systems. At Armanino, we deliver the tools you need to 
focus on your customers and grow.

Need help? If you’d like assistance evaluating your next 
CRM project and determining potential ROI and cost, 
contact us. Our team will work alongside you to identify 
areas for improvement, develop goals and build a strong 
business case for your executive team. 

For futher information, contact:

Scott Mangelson
Partner, Armanino  
Microsoft Dynamics CRM Practice  
925 790 2667 
Scott.Mangelson@armaninoLLP.com

http://armaninollp.com/software-solution/ 
software-products/microsoft-dynamics-crm



armaninoLLP.com


