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The technology arrived Hefore the
thinking did.

A familiar story: a business signs the CRM contract, activates the
licences and only then starts the hard conversations about data,
process, ownership and what a qualified lead really means.

e've spent years as CRM implementation specialists and we've seen the same scenario

play out more times than we can count. A business decides to invest in a CRM

platform, signs the contract, activates the licences and then, after a period of time,

reaches out for help. By then the onboarding has been an afterthought, skimped on or
missed out completely.

The conversations that follow are remarkably similar. The sales team isn't using the CRM. Data
migration has stalled because much of it is invisible, in disparate systems and out of date.
Marketing and sales can't agree on what a qualified lead looks like. Nobody's sure who owns the
platform. Reporting is a mess because the processes behind it were never properly defined.

These businesses aren't failing because they chose the wrong software. They're failing because
they bought the software before the organisation was truly ready for it.

We've spent years helping companies recover from the cost of cheap onboarding by untangling
poorly configured portals, rebuilding processes that should have been designed before go-live, re-
engaging teams whod already lost confidence in the platform and trying to demonstrate ROl on a
tool that was never set up to deliver it. Recovery works, but it's invariably harder, slower and more
expensive than it needs to be.

It's particularly painful for the person who championed the purchase in the first place as they now
carry the weight of a decision that hasn't yet delivered on its promise.
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p
This whitepaper makes a simple but important argument: /¢
businesses that succeed best with CRM are the ones that prepare
before they purchase.

Drawn from industry research, B2B implementation experience and our ROI calculator

N

Whether you're evaluating HubSpot, Salesforce, Microsoft Dynamics, Pipedrive or any other
platform, the principle is the same. And with every major CRM now embedding Al capabilities into
its core offering, from predictive lead scoring and Al agents to automated prospecting and
intelligent forecasting, the stakes of getting readiness right have never been higher.

A relatively small investment in getting your house in order before licences begin can dramatically
reduce wasted spend, shorten implementation timelines, accelerate adoption and fundamentally
change the probability of long-term success.

We call this approach Clarity First.

It's not a methodology we sell as a product. It's a discipline we believe every B2B business should
bring to the buying process, even if they end up working with us, with another partner or self-
implementing. The point is to do the strategic and operational thinking before you start paying for
licences, not while they're running.
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Software is not the same as
readiness.

Businesses buy CRM software with the best of intentions. The vision is always the same: a single
source of truth for customer data, streamlined sales processes, better reporting and stronger
alignment between marketing, sales and service. The leading platforms all promise this in different
ways and they genuinely can deliver.

With the addition of Al across the CRM landscape, from Salesforce's Einstein to HubSpot's Breeze
to Microsoft's Copilot, the promise has expanded even further: predictive lead scoring, Al-powered
content creation, intelligent prospecting agents, automated customer service and data enrichment
that fills in the gaps in your contact records. The potential is extraordinary.

Yet what we actually see for a significant number of businesses looks starkly different. The platform
gets purchased, the licences start billing and then the hard questions begin. Who actually owns
this? What does our sales process look like in practice? What data are we migrating, and in what
state? What do we really mean by a "qualified lead"?

These aren't implementation questions. They're fundamental business questions, and answering
them while the meter is running on software licences is an expensive way to find clarity.

O / of CRM implementations fail to achieve their planned
5 0 objectives.

This isn't a fringe statistic; it represents the majority experience. Forrester has reported a 47%
failure rate, and other analyst firms place the figure anywhere between 30% and 70%, depending
on how failure is defined. When Johnny Grow conducted its own research — defining failure as not
achieving planned objectives — the number came back at 55%. And when those objectives were
missed, the average variance was 51%, meaning more than half of the originally planned goals were
abandoned entirely.
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And the same patterns repeat everywhere.

Two decades of consistent research point to the same answer, and it applies
regardless of which platform you choose. It isn't the software. It's the people, the
process and the preparation.

26% 40%+

Average CRM adoption rate across all business of businesses that complete implementation end
sectors. Three quarters of the investment up using fewer than half the available features.
generates zero return.

The adoption problem compounds the implementation failure rate. The platform becomes an expensive
contact database rather than the growth engine it's capable of being. And for the individuals who
signed off on the investment, these aren't just commercial disappointments — they can become
professional vulnerabilities very quickly.

The top causes of CRM failure

Lack of business strategy

Businesses rush into CRM adoption without a clear understanding of what they actually want to
achieve. The result is a misalignment that becomes increasingly difficult to correct once the platform
is live.

Lack of process change
Installing software without redesigning the processes it supports doesn't transform anything. It
simply digitises existing dysfunction.

Lack of executive support

Without active sponsorship from leadership, projects lack the authority to drive the behavioural
change they require. Teams take their cues from the top.

Poor data quality

Half of implementations are undermined by inaccurate, incomplete or duplicated data. No amount of
clever automation can compensate for a fundamentally flawed dataset.

User resistance

Gartner identifies user resistance as the single leading reason CRM implementations fail. Sales teams
will revert to legacy workflows the moment they stop seeing value.
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The numbers the vendors don't emphasise.

Notice that none of these causes are about the software itself. Every single one is about what
happens, or fails to happen, inside the business before and during implementation. And every
single one creates a scenario where somebody inside the organisation ends up owning the
consequences of a decision that wasn't properly set up to succeed.

These statistics hold true whether you're implementing Salesforce, HubSpot, Microsoft Dynamics,
Zoho or Pipedrive. The platform doesn't determine your success. Your preparation does.

CRM vendors understandably focus their marketing on success stories and every platform has
them. But the aggregate data tells a more sobering story. Customer retention data from major CRM
vendors reveals that between 10% and 20% of customers leave or significantly downgrade each
year. The pattern is consistent: the technology works, but businesses frequently fail to create the
conditions for it to succeed.

26% 10-20% <40%

Average CRM adoption across
all sectors

Customers leaving or Adoption without executive
downgrading each year advocacy or training

Research across platforms shows that partner-led implementations dramatically outperform self-
implementations, and that implementations without executive advocacy and role-specific training
see adoption rates below 40%. The technology isn't the variable. Readiness is.

The technology works.
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Why readiness matters 7:ore than
ever.

There's a dimension to this challenge that didn't exist even two years
ago, and it fundamentally changes the readiness conversation.

CRM is no longer just a database with workflow tools bolted on. Every major platform has become
an Al-powered system. Salesforce has Einstein and Agentforce. HubSpot has Breeze. Microsoft
Dynamics has Copilot. Zoho has Zia. Even platforms aimed at smaller businesses are embedding
predictive scoring, content generation and automated decision-making into their core product.

For businesses with clean data, well-defined processes and clear lifecycle stages, these represent
a significant competitive advantage. But here's the point that almost nobody makes clearly enough:

p
Every single one of these Al capabilities depends entirely on the
quality of what you feed it. The Al doesn't know your data is wrong.
It just processes whatever it finds and presents the output with confidence.

N

A predictive lead scoring model trained on inconsistent lifecycle stages will score leads based on
noise, not signal. An Al prospecting agent pulling from a CRM full of duplicated, outdated contacts
will send personalised outreach to the wrong people. An Al forecasting model built on a pipeline
where deal stages mean different things to different salespeople will produce forecasts that look
precise but are functionally meaningless.

The gap has changed shape

Traditional CRM with poor foundations gives you a tool that underperforms. Al-powered CRM with
poor foundations gives you a tool that actively misleads, and it does so faster, more convincingly
and at greater scale than a human ever could.

The gap between "properly set up” and "not properly set up” isn't just the difference between good
and mediocre anymore. It's the difference between a platform that amplifies your commercial
strengths and one that amplifies your commercial weaknesses.
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Complex enough to need it.
Resourced enough to skip it.

The mid-market B2B segment, roughly 50 to 1,000 employees, faces a particular version of this
problem. These businesses are complex enough to need proper implementation planning, with
multiple departments, longer sales cycles and intricate data relationships. But they often lack the
dedicated CRM teams, change management resources and implementation budgets that larger
enterprises can deploy.

The buying decision typically falls to a small group of people who are expected to get it right. Often
they have no prior experience of doing it, already have a busy day job and are at capacity.

1.6x DIY Al

Larger orgs (£1bn+) more Smaller businesses face the Now embedded across

likely to blow CRM budgets more insidious risk: silent every major CRM, raising

than smaller ones. abandonment back to the stakes for businesses
spreadsheets. without dedicated teams.

Research shows that larger companies are significantly more likely to exceed their CRM budgets.
Organisations over £1 billion in revenue are 1.6 times more likely to blow their budget than those
under £100 million. But smaller businesses face a different and arguably more insidious risk:
abandonment. They're more likely to attempt a do-it-yourself implementation, run into complexity
they didn't anticipate and quietly revert to spreadsheets and email.

And with every CRM platform now rapidly investing in Al capabilities, predictive scoring, Al agents,
content generation, data enrichment, the platforms have become simultaneously more powerful
and more complex. For mid-market businesses without dedicated CRM teams, this creates an
additional layer of pressure: the features they're paying for are more capable than ever, but the
foundations required to use them properly are more demanding than ever too.
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The financial impact is quantifiable.

Using realistic mid-market assumptions (a £2,500 monthly licence, six
people involved, four hours per person per week and a loaded cost of
£45 per hour), the numbers tell a clear story.

The standard pattern is familiar to anyone who's been through it. Licences are activated,
implementation begins and at the same time the organisation tries to work out lifecycle stages,
team alignment, data quality and internal processes. In effect, they're paying for software while still

figuring out how to use it.

Cost element Buy First Clarity First
Licence cost during implementation £5,000 - £10,000 £2,500 - £5,000
Internal staff time £18,698 £9,349
Disruption cost (25%) £4,674 £2,337

Lost value (delayed go-live) £40,000 £20,000
Readiness consultancy £0 £5,000

Total £73,372 £41,686

The difference is over £31,000 in the readiness-first scenario’s favour, and that's before
accounting for the compounding effect of earlier adoption on revenue, customer retention and
team confidence.

Before you buy a CRM 10



e \ intergage
marketing engineers

Where the crossover happens

The chart tracks cumulative cost over ten months for both scenarios. The amber line represents
buying a CRM first; the blue line shows the readiness-first route, where a £5,000 consultancy
precedes purchase and enables a focused two-month implementation.

Cumulative cost comparison over 10 months

Figure 1- Based on £2,500/month licence, 6 people involved, £45/hour loaded cost, £10,000/month
estimated platform value.

£88k
Crossover

~ Month 2.5

MO M1 M2 M3 M4 M5 M6 M7 M8 M9 M10

== Buy First, cumulative cost == Clarity First, cumulative cost
By month ten, the buy-first route has accumulated approximately £88,000 in total costs, while the
readiness-first route sits at around £62,000. The gap continues to widen with every additional

month. The £40,000 figure for lost value in the buy-first column is particularly significant: every
month of delay is a month of unrealised revenue improvement, efficiency and customer insight.
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Do the thinking before you start the

meter.

Arrive at the point of purchase with decisions already made, processes

already mapped, data already assessed and teams already aligned on

what the platform will do.

The work that can be done before buying a CRM covers the areas that most directly determine

whether an implementation succeeds or fails. None of it requires a CRM to be live. All of it makes

any CRM dramatically more likely to succeed when it is. Critically, this approach is platform-

agnostic: the work makes you better prepared for whichever CRM you ultimately choose.

READINESS DIMENSION

WHAT GETS ADDRESSED BEFORE PURCHASE

ICP & segmentation

Lifecycle design

Pipeline structure

Lead definitions

Sales process mapping

Customer journey

Data structure & audit

Use case definition

Al readiness

ROI modelling

Before you buy a CRM

Who you're targeting, why and how segments should be
structured in the CRM.

Stages from target/prospect through to customer, with clear
criteria for each transition.

Sales stages, deal properties and handoff points between
marketing and sales.

Clear, agreed definitions for MQL, SQL and the triggers for each
status change.

Documenting your actual sales motion so the CRM reflects how
the team genuinely works.

Mapping the end-to-end experience so service, onboarding and
retention are planned from the start.

Fields, objects, quality, deduplication and migration readiness.

The three to five high-impact ways the CRM will actually be
used, with ROI narratives attached.

Ensuring data quality, process definitions and lifecycle stages
are robust enough to power the Al features now embedded in
every major CRM.

A quantified business case that connects the CRM investment
to concrete commercial outcomes.
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A structured Clarity First engagement

A typical engagement follows a structured sequence of work, with each stage building on the last.

The point isn't to force a particular platform. It's to validate what you actually need, then design the

operating model around it before licences begin.

01

02

03

04

05

06

Clarity diagnostic
Diagnosing whether you need a CRM at all, and if so, which type of platform fits your business.

Understanding ICP, revenue motion, lifecycle gaps and commercial friction points.

Readiness scoring
A scored assessment across data quality, process clarity, lifecycle definition, team alignment, tech

stack complexity and change readiness.

Process & lifecycle design

Defining lifecycle stages, lead-to-MQL-to-SQL definitions, pipeline structure, handoffs and the
customer journey map. Designing your CRM without touching any CRM yet.

Data & tech audit

An audit of the existing CRM or data estate, mapping data structures, assessing the integration
landscape and establishing migration readiness.

Commercial use case modelling
Defining three to five high-impact use cases, building the ROl narrative and creating a time-to-value

plan.

Implementation blueprint

A phased roadmap covering processes, timeline, resourcing, risks and dependencies. This is the
bridge from readiness into implementation.

Before you buy a CRM 13
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The purchase is for the business.
The risk is personal.

Beneath the surface objections (unclear ROI, messy data, lack of alignment, previous bad
experiences) lies a single, deeper psychological driver that explains why so many deals stall even
when the buyer has expressed clear intent to move forward.

not preference for the status quo.

6 0 / of deals lost to inaction are caused by buyer indecision,

THE JOLT EFFECT, DIXON & MCKENNA - 2.5M SALES CONVERSATIONS

Matthew Dixon and Ted McKenna's research, published in The JOLT Effect, analysed over 2.5 million
sales conversations and found that 56% of deals lost to inaction are not lost to the status quo. The
buyer has already decided they want to change; what stops them is indecision, driven by the fear
of making a mistake.

Dixon and McKenna describe this as FOMU, the Fear of Messing Up. It turns out to be more
powerful than FOMO, because people feel considerably more regret when bad outcomes result
from their actions than from their inactions.

Why the risk feels personal

What makes B2B indecision so powerful, and so different from consumer hesitation, is that the
consequences of a bad decision aren't just commercial. They're deeply personal. The person who
champions a £30,000-per-year CRM platform that nobody ends up using doesn't just cost the
business money — they damage their own credibility and become the person whose name is

attached to a failed project.

87% 43% 4%

of customers showed
moderate or high indecision

of B2B buyers admit to making of B2B purchase decisions
defensive purchase decisions influenced by fear of career

during buying >70% of the time impact

And when sellers tried to overcome this indecision by doubling down on the pain of the status quo,
it made things worse 84% of the time. The answer isn't to sell harder. It's to reduce the buyer's
perceived risk of making a bad decision.

Before you buy a CRM 14
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How readiness work addresses each concern

Each common objection that surfaces during a CRM buying process maps directly to a specific

fear that readiness work can neutralise. Clarity First doesn't try to convince the buying team they

need a CRM — it assumes they already see the value, and systematically removes the sources of
uncertainty that fuel the fear of messing up.

"The cost versus ROl is unclear.”

"We're not ready yet."

"We're afraid of disruption.”

"Our data is a mess.”

"We've had bad CRM experiences
before."”

"We lack internal alignment.”

"We won't be able to use the Al
features."

Before you buy a CRM

ROI modelling and use case definition make the business case
concrete and defensible, giving finance teams something
tangible to evaluate.

This is precisely what readiness work addresses. Rather than
waiting indefinitely, it creates the conditions that make the
business ready.

Pre-implementation process mapping and change planning
reduce disruption because teams know what's coming and
have helped design it.

The data and tech audit confronts this head-on, providing a
clear remediation path before any migration begins.

Previous CRM trauma is one of the strongest predictors of
hesitation. Readiness work does the organisational
groundwork that was missing first time.

Half of CRM projects fail because cross-functional
coordination never happens. Readiness work creates that
alignment before the platform arrives.

Al readiness is built into Clarity First. Data quality, lifecycle
definitions and process clarity are in place before go-live, so
Al features can run from day one.
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What changes w/ien you prepare.

©)

No wasted licence spend

You only pay for the CRM when you're genuinely
ready to use it properly. In the modelled
scenario this saves two months of licence cost
(around £5,000) that would otherwise be spent
figuring things out.

o)
—

Immediate adoption

Teams know what they're doing from day one
because they've been part of the design
process. Role-specific understanding is built in,
not bolted on after launch.

O

Lower risk

Fewer mistakes, less rework and a dramatically
lower chance of becoming part of the 55%
failure statistic. Recovery from a failed CRM run
typically costs 30-70% of the original
implementation.

v

Better long-term outcomes

Stronger data, clearer processes and built-in
scalability. Higher adoption leads to better data,
better data leads to better decisions, and
better decisions lead to renewals and expansion
rather than churn.

Before you buy a CRM

4

Faster implementation

The strategic decisions are already made.
Implementation moves from a three-to-
four-month slog to a focused two-month
execution. The thinking is done; the building can
begin immediately.

%

Faster return on investment

Every month pulled forward in the
implementation timeline is a month of
commercial benefit. At £10,000/month

in estimated value, two months pulled
forward represents £20,000 of value that
arrives sooner.

Al-ready from day one

The Al features in every major CRM are only as
good as the data and processes they're built
on. Arrive with clean data and clear lifecycle
stages, and you can activate them immediately,
with confidence.

w

A better platform decision

Doing the process, lifecycle, data and use case
work before you choose a platform turns
selection from a leap of faith into an evidence-
based decision — grounded in what you
actually need it to do.

The value 16
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Buy it when you're ready to use it.

The evidence is overwhelming. CRM implementations fail at rates that
should alarm any business considering the investment, and the causes
of failure are about preparation, not technology.

A CRM platform is a significant investment in licence cost, implementation effort and
organisational change. With Al capabilities now woven into every major platform, the technology is
more powerful than ever, but also more dependent on the quality of the foundations beneath it.
The businesses that succeed aren't the ones that buy fastest or choose the most expensive
platform. They're the ones that arrive at the point of purchase with clarity about their processes,
alignment across their teams, confidence in their data and a concrete plan for how the platform —
including its Al capabilities — will deliver value.

The lifetime value of getting it right

Industry research consistently shows that properly implemented CRM platforms deliver
transformative results within the first twelve months: significantly more inbound leads, higher close

rates, shorter sales cycles and measurable improvements in customer retention.

+27% +47% 245-

Improvement in customer Lift in customer satisfaction 50596

retention rates with proper scores

implementation Three-year ROl range when

properly implemented

Studies have shown that the return on investment from CRM, when properly implemented, ranges
from 245% to over 500% over three years, depending on the platform and the depth of adoption.

These outcomes don't happen by accident. They happen when lifecycle stages are clearly defined,
when pipeline structures reflect the actual sales process, when teams are aligned on what a
qualified lead means, when data is clean and structured and when adoption is built into the rollout
rather than hoped for after the fact. They happen when Clarity First has been done.

Before you buy a CRM 17



e \ intergage
marketing engineers

A CRM is no longer a hack-office detail

For any business considering future investment, acquisition or exit, the state of its CRM is now a
due diligence item that directly affects valuation. Private equity firms and acquirers routinely
examine CRM data — pipeline health, win rates, sales cycle trends, customer retention, the quality
of revenue forecasting.

Your CRM is either evidence you can ,Or
evidence you cannot. Investors know the ditference.

A well-structured CRM with clean data, consistent processes and reliable reporting signals
management discipline and operational maturity. A messy one signals risk, people-dependency
and unpredictable revenue. Stage definitions based on buyer actions, activity data that proves
deals are alive, fields consistently filled in — all of these communicate that the business has a
repeatable, scalable commercial engine. That directly reduces the perceived-risk discount buyers
and investors apply, supporting higher valuation multiples.

Conversely, a business that bought CRM software without preparing, where adoption is patchy,
data inconsistent and reporting unreliable, has actually created a liability. The diligence process
will expose the gap between what was purchased and what is being used, and that gap erodes
buyer confidence.

e THE BOTTOM LINE

The question is not whether your
business should buy a CRM. /s
whether your business is ready to
succeed with one.

If the answer is "not yet’, that's not a reason to delay. It's a reason to seek

Clarity First. A relatively modest readiness investment, in the region of £5,000,

fundamentally changes the probability of success: converting a 55% chance

of failure into a structured, informed, lower-risk path to adoption and return.

TALK TO US
marketing-engineers.co.uk
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Four ways to take this further.

Scan a QR code, or type the URL into your browser. Each is designed to
help you move from reading about Clarity First to actually doing it.

Exploring CRM
readiness

The hub for everything in
this whitepaper: more on

the Clarity First approach,

related research, case
studies and where
to begin.

www.marketing-engineers.
co.uk/hubspot-readiness/e
xploring

03 QUANTIFY

ROI calculator

Model your own Buy First
vs Clarity First scenario

using your team size,
licence cost and timeline
assumptions.

www.marketing-engineers.
co.uk/hubspot-readiness/t
ools/roi-calculator

Before you buy a CRM

diagnostic

A short scored
assessment across data
quality, process clarity,
lifecycle definition, team
alignment and change
readiness, with a
personalised report at
the end.

www.marketing-engineers.
co.uk/hubspot-readiness/t
ools/readiness-diagnostic

(04 TALK TO US

Get in touch

Speak with the Intergage
team about a Clarity First
engagement, or just to
compare notes on where
your business is in its
CRM journey.

www.marketing-engineers
.co.uk/contact
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