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Prof. Dr. Hartmut Walz,  
University of Applied Science Ludwigshafen, 
Editor in Chief 

 

CFROI of CRM: A Challenge Well Met 
 
Evaluating the profitability and economic value of CRM investments is an 
important challenge nowadays. It involves a number of issues that are both 
interesting from an academic and challenging from a management perspective.  
• The overall economic environment calls for investment decisions to be made 

on a more rational basis 
• Speed competition and shrinking profit- and risk margins in most branches 

make it increasingly important to make investment decisions which are both 
timely and based on proper analysis 

• The ratio of spending on software and services to tangible goods is 
increasing 

• CRM technology is well developed but has not been employed extensively, 
although a major effort is underway 

• It is extremely difficult to measure the profitability of software-related 
investments in general, especially in CRM as many "hard to quantify" 
effects play a major role 

 
Prof. Dr. Martin Selchert’s study “CFROI of Customer Relationship 
Management” successfully addresses the complexity of evaluating CRM 
investments and demonstrates that their evaluation is nevertheless possible. 
 
The convincing results were achieved through: 
• Thorough business cases 
• Careful avoidance of double counts that all too easily distort results 
• Soft and hard factors taken into consideration 
• Relevant measures to judge CRM investments 
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This book is ideally suited to all those who have to make CRM-related 
investment decisions. It also provides a valuable contribution to those 
responsible for CRM evaluation. 
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Prof. Dr. Martin Selchert,  
University of Applied Science Ludwigshafen 

Introduction and Acknowledgements 
 
Customer Relationship Management (CRM) is a familiar term by now – 
although it is used as a label for many diverse concepts. Numerous books cover 
the topic as well as articles in leading marketing and management journals. Still: 
The urgent question of CRM's impact on the bottom line has not yet been 
answered. This study set out to produce some factual, quantitative evidence, 
focused on mySAP CRM users in Germany, Austria, and Switzerland. Cash-flow 
return on investment (CFROI), the net present value (NPV), and the break-even 
period result from individually crafted, comparable business cases for all 
participants. These financial decision criteria are founded on a solid analysis of 
operational improvements through using CRM. The main results are also 
provided by sector; many of the potential "factors of success" are tested.  
 
"CFROI of Customer Relationship Management" thus provides the best-founded 
answer to the question of CRM's bottom line impact for a larger number of 
mySAP CRM users as of now. This answer should be of interest to the current 
users of CRM to locate additional pockets of value. Decision makers on CRM 
may find the results useful to give a broad orientation of the range of possible 
outcomes. Furthermore, the methodology may serve as the blueprint for a 
business plan. The research design and especially the success-factor analysis 
contribute to the embryonic state of research in this area.  
 
To provide a quick access to the different levels of interest, the following 
structure has been chosen: 
• For readers under time-constraints, an extensive management summary 

captures the main results with practical management relevance. One level 
deeper, each main chapter ends with a gray-shaded bullet-point summary. 

• Italics at the beginning of the main chapters give an overview over the flow 
of thought and thus are to help navigate in the text 




