Crawl Walk Run

The [JSIES

Australian B2B SMB
CRM Buyer’s Guide



Four questions every
Australian business
Mmust answer

THE MODERN CRM REALITY CHECK:

Right now, it will surprise no one to
hear that Australian SMBs are under
significant financial pressure.

In the 2025-2026 period alone, many businesses This means your sales growth is likely slowing at
reported substantial cost increases across key areas the same time as your margins are being squeezed.
such as wages, energy, insurance, and rent, with This is a recipe for disaster.

surveys indicating that 90% of SMEs experienced
rises in the past year ranging between 10-30%.

Nearly 80% of small businesses expect rising
costs to continue impacting their performance

This problem compounds if you are a B2B in 2026, many are facing closure or significant
organisation. Your customers have their own cost headcount reductions unless there is a significant
concerns too, leading to reluctance to invest in change to their ways of doing business.

your products or services.

A huge area of opportunity for leaders is the use of Customer Relationship Management (CRM)

tools to better manage both inbound and outbound sales and improve customer retention.




Australia’s reluctance
to get better

AUSTRALIAN SMBS ARE FAR FROM LEADERS WHEN IT COMES
TO OUR USE OF TECHNOLOGY TO GENERATE REVENUE.

Around 35% of Australian SMBs still manage
their customers in spreadsheets and the average
SMB loses around $50,000 annually from poor
customer management — missed follow-ups, lost
prospects, and team inefficiencies that compound
over time.

Given this, you might imagine that there would
be an appetite across SMB leaders to implement
technology to stop this bleeding.

In reality, however, the opposite is true.

Many decision makers think that if their
spreadsheet or legacy CRM has served their
business well up until this point then there is no
compelling reason to change. The entrenched CRM
market leaders aren’t helping the situation either.

From the perspective of the average business
owner, they seem to be offering a very similar set
of solutions compared to what they put forward
15+ years ago (unless you are prepared to pay
an outrageous premium that most SMBs simply
cannot afford).

Adding to the reluctance is Australia’s natural
aversion to the pushy and abrasive American style
of selling.

This prevents us from picking up the phone when
Salesforce or Microsoft calls, but it also makes us
cringe when we consider that implementing these
vendor’s products might associate our own brands
with this brash approach to business.

So, how can SMB leaders bridge the gap between the need for technology
and the challenges of finding the right tool, allowing us to build a workflow
that aligns with our values?

THIS GUIDE PRESENTS A PATH FORWARD BY
EXPLORING FOUR KEY QUESTIONS:

These questions will help you unpack these considerations, make sense
of the sales spin, and decide on the best path for your business.
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Question 1: Can |
justify the expense?

If you'd like to run some

EVERY BUSINESS OWNER KNOWS THAT YOU NEED numbers for yourself,
TO MAKE WISE INVESTMENTS IN ORDER TO GROW. you can try our

interactive calculator

However, with software becoming more and more expensive in Australia, it is hard to on our website.

ignore that your business seems to accumulate additional SaaS subscriptions faster than
property prices rise in the inner suburbs. TRY FOR FREE

Can you really justify adding another one? Let’'s model out some conservative numbers:

A REALWORLD EXAMPLE:

Imagine you’re running a small consulting firm specialising in IT advisory services for
other SMBs. You turn over approximately $1M per year, the deals are complex, involving multiple
stakeholder meetings and custom proposals for each client.

Here’s a conservative baseline without a CRM:

Customer acquisition cost: $5,000 (including Sales cycle length: 12 weeks
marketing spend, lead nurturing, and initial

; . Time spent managing your data, e.g. tracking
outreach via emails and calls)

leads in spreadsheets, searching emails for key
Average deal size: $50,000 updates and reporting: 10 hours per week

Now, what sort of benefits do SMBs typically realise after implementing a modern CRM? Research
indicates that it is something in the order of:

— A 29% improvement in lead conversion — A 14% reduction in sales cycle length

— A 15% increase in average deal size — A 20% reduction in manual admin work

THE FINANCIAL IMPACT LET'S TRANSLATE THISINTO
) _ o ANNUAL REVENUE IMPACT
With a CRM in place, your consulting firm

would see tangible improvements across Without a CRM, 20 deals at $50,000
every metric. generates $1,000,000 in revenue.

— Your lead conversion rate jumps by With the improvements above,
?9%' meaning you close 26 deals you’re now closing 26 deals at $57,500
instead of 20. - that's $1,495,000 in annual revenue,

— Your average deal size increases to a $495,000 increase.
57,500. .
3 Even if your CRM costs $10,000 per year,
— The sales cycle shrinks from 12 you're looking at an ROI of over 4,900%.
weeks to 10.3 weeks. This is compelling to say the least!

— And those 10 hours per week spent on
manual data management drops to 8
hours, freeing up time for actual selling.



https://www.crawlwalkrun.co/crmroicalculator

Question 2: Am | ready?

The obvious question now is, “sure that sounds great, but
can MY business realistically achieve this?”.

No doubt, your ROI mileage will vary depending on your business
type, size, current processes, team structure and the support that you
receive. How can you assess if the timing is right now or if you need to
get your house in order first?

Before pulling the trigger on a CRM evaluation we'd encourage small
business owners to first complete the below readiness test.

CRM READINESS TEST

Check all that apply to your business:

[ ] Team size: 3+ people touching customer data regularly
|:| Monthly revenue: $30,000+ consistently for 6+ months
|:| Current pain: Regularly losing track of prospects or customers

[ ] Growth goal: Planning 30%+ growth in next 12-18 months

|:| Team buy-in: Leadership committed to process change

THE READINESS VERDICT

4-5: “You're ready - act now”

Your business has reached the complexity where proper CRM becomes essential.
Delaying will cost you growth opportunities.

2-3: “Get ready, plan for next quarter”

You're approaching the inflection point. Start planning now so you're ready to go.

X 0-1: “Focus on fundamentals first”

Build consistent revenue and team processes before investing in CRM systems, unless you
can leverage low cost, start up programs to get you started - like the one offered by Attio.


https://attio.com/startups

WHAT ELSE DO | NEED

TO DO TO PREPARE?

Assess Your Current State

Before making a start, map out how you currently
manage customer interactions, track sales
opportunities, and store contact information.

Identify pain points where information gets lost,
actions fall through the cracks, or team members
duplicate effort. Understanding what isn’t
working today will help you articulate what you
need from a CRM solution.

?q@jf
Start Simple

Resist the temptation to configure every
available feature from launch. Begin with core
functionality that addresses your primary
objectives, then expand capabilities as your team
becomes comfortable with the platform. This
phased approach reduces overwhelm and allows
you to refine processes before adding complexity.
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Consider Integration Requirements

Identify the other systems your CRM must
connect with to be effective. Common integrations
for small businesses include accounting software
like Xero or MYOB, email platforms, calendaring
tools, phone systems, and your website.

Understanding these requirements upfront will
narrow your vendor options and prevent costly
workarounds later.
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Secure Leadership Commitment

CRM adoption starts at the top. If business
owners and managers maintain their own
separate systems or bypass the CRM for key
customer interactions, staff will follow suit (yes,
that means you too!).

Leadership must commit to using the CRM for all
customer-related activities and demonstrate this
through their daily behaviour. When directors and
managers log their calls, update opportunities,
and pull reports from the system, it signals that
the CRM is genuinely central to how the business
operates, not just another administrative burden
for frontline team members.
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Plan for Change Management

The best system under the sun is completely
useless if your team doesn’t engage with it!

Map out the tech literacy across your team and
plan training accordingly. Make sure there are
clear wins that will be realised quickly by each
user so pushback is minimised. Consider follow-
up training sessions after go-live, as questions
often emerge once people begin using the system
in real scenarios.

Crawl Walk Rune«®



Question 3: How do |
choose the right product?

EVALUATING CRMS CAN BE TEDIOUS, CONFUSING AND REPETITIVE.

Aside from questionable sales tactics, extravagant demos and constant unwelcome follow-ups that
have plagued CRM sales for 20+ years, you’ll now also encounter Al buzzwords at every turn that
make it nearly impossible to carry out a structured review of each system’s actual pros and cons.

In our experience, SMBs can cut through the noise and significantly shorten their
evaluation process by ensuring that they are clear on the following questions upfront.

PRIMARY USE CASE

What's your main need? Sales tracking, email journeys, or project
management with some CRM features?

3-YEAR GROWTH PLAN

Choose platforms that scale with you, not ones you’ll outgrow in 18
months. Will the system you select still fit your needs in the future?

TOTALCOST OF OWNERSHIP

What are you prepared to spend in terms of time and money? Factor in
licensing, implementation, training, integrations, and ongoing support.

TEAM ADOPTION

The best CRM is the one your team actually uses consistently. What will reduce workload for your teams
and be enjoyable for them to use? How will the technology actually fit into your team’s day to day workflow
such as the use of LinkedIn, email, file storage, document management, video conferencing etc.




WHICH PRODUCTS SHOULD | EVALUATE?

There are hundreds of CRM products in the market. To help you build a shortlist, we've prepared
a snapshot of the leading solutions and their suitability for Australian SMB organisations below:

PLATFORM YEARS INMARKET BESTFOR AUD/MONTH* AVG. CUSTOMER SIZE IMPLEMENTATION

. salesforce 26 years (1999) Large enterprises $140-$245+ 200-10,000+ employees 3-6 months

— Industry standard with extensive third-party integrations and AppExchange marketplace
— Highly customisable but requires dedicated admin resources and ongoing training investment
— Cost can escalate quickly with add-ons; typically overkill for businesses under 50 employees

HubSpnt 18 years (2006)  Marketing-heavy SMBs ~ $140-240 50-1,000 employees 2-4 months

— Excellent for inbound marketing with strong content management and lead nurturing tools
Free tier helps you get started but feature limitations appear quickly as you scale
Multiple hubs (Sales, Marketing, Service) can create pricing complexity for full functionality

!

!

22 years (2003) Microsoft ecosystem users $95-210 50-5,000+ employees 3-5 months

Strong integration with Microsoft 365, Teams, and Power Platform for existing users
Powerful Al and analytics capabilities but steep learning curve for non-technical teams

!

!

Good value if already invested in Microsoft; can feel complex if you're not

!

&% monday.com 3 years (2022) Project-based teams $20-45 20-200 employees 1-2 months

— Intuitive visual interface makes it easy for teams to adopt and customize workflows
— Strong for project management but lacks depth in traditional CRM sales features
— Works well if you need light CRM alongside project tracking; not ideal for sales-first teams

20 years (2005) Budget-conscious SMBs ~ $35-80+ 10-500 employees 2-3 months

zZoHO

— Lower price points than competitors
— Extensive suite of 40+ integrated apps can feel overwhelming
—  AU/NZ-specific features lag behind; support for local timezones can be challenging

00 qttio 3 years (2022) Modern growth SMBs $43-100 1-500 employees 3-4 weeks

—  Al-first CRM, built for modern workflows with intuitive interface
— Flexible data model adapts to your business without heavy customisation or admin overhead
— Strong integration and automation capabilities; growing integration ecosystem for common SMB tools

'pi'ped'rive 15 years (2010)) Traditional sales teams $22-112 5-100 employees 3-4 weeks

— Simple, sales-focused design makes it easy to manage pipelines and forecast revenue
— Quick to deploy with minimal training required
— Limited customisation and reporting; may outgrow it as complexity increases

freshsales 8 years (2016) Customer service-first $28-115 20-1,000 employees 3-4 weeks

— Good balance of sales and service features if you need unified customer communication
— Trying to compete on multiple fronts (sales, service, marketing) means none are best-in-class
— India-based support creates timezone challenges; some advanced features require higher tiers

*Per user pricing - additional costs for integrations, training, and support may apply. Pricing converted to AUD where applicable, based on current exchange rates (early February 2026).
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Question 4: Do | self-implement
or seek external support?

You've identified the ROI, confirmed your readiness, and shortlisted the
right CRM. Now comes the decision that will determine success or failure:
Should you go it alone or bring in expert help?

THE SELF-
IMPLEMENTATION
REALITY

On paper, self-implementation looks attractive.

The vendor offers free videos, help docs, and maybe a customer
success manager. Your team is capable. How hard could it be?

The reality? 55% of self-implemented CRMs fail within 12 months. Not because the technology
didn’t work, but because businesses underestimate four critical challenges:

The Configuration Trap

Modern CRMs offer thousands of options.
Without expertise, you'll either under-
configure (glorified contact list) or over-
configure (outrageously complex workflows
that nobody uses).

The Time Cost

DIY implementations require 80-120 hours
over 3-4 months. This is because you aren’t
just building, you are learning, making lots of
mistakes and adjusting as you go.

At $150/hour, that's $12,000-$18,000 in
opportunity cost - time you could spend
generating revenue.

The Localisation Gap

Most CRMs are built in Silicon Valley with US-
centric defaults. Their suggested workflows,
templates, and best practices often clash with
Australian business norms - like aggressive
follow-up sequences that feel pushy or

sales methodologies that don’t suit our more
relationship-focused approach. Are you
equipped to restructure them appropriately?

The Leadership Distraction

As a business leader, your time is best spent
on strategy, customer relationships, and
revenue growth - not wrestling with CRM
configuration settings at 11pm.

When you’'re buried in implementation
details, other strategic priorities get
neglected. Who's working on that new
partnership opportunity? Who's refining your
go-to-market strategy? Who'’s handling the
board presentation?

A partner-led implementation frees you
to focus on what actually moves the
business forward.

The People Problem

Implementation is 20% technical, 80%
people. Getting your team to actually use the
system consistently is the hardest part, and
vendors won't help you with that.




Question 4: Do | self-implement
or seek external support? cont.

EXTERNAL SUPPORT ADVANTAGES

deax 238

Faster Time-to-Value Australian Business Expertise

Professional implementations can take as Local partners understand AU business
little as 3-4 weeks versus 3-4 months of DIY.  culture, APAC timezones, and local

In our earlier consulting example, that’s over integrations without trial and error.

$100,000 in additional revenue captured They configure workflows that align with
sooner. how Australians actually do business.

I'@}‘ L
el Jas

Configured Right from Day One Ongoing Support

Partners design around your actual sales The relationship doesn’t end at go-Llive.

RS, (O QR e R, Good partners help you optimise as you

Your team gets a system that matches how grow, preventing the common scenario
they already work. where businesses use only 30% of their
CRM'’s capabilities.




ABOUT

Crawl Walk Rune.«®

OUR EXPERIENCE

With over 10+ years of CRM consulting experience we help growth-focused SMBs
implement modern customer management systems in 3-4 weeks, not 4-6 months.

Our fixed-price implementation process includes: Our goal isn't to sell you every possible feature.
Instead, we deliver solutions that are right-sized for
where your business is today, so you can grow your
competitive advantage and achieve your goals.

— Strategic CRM planning and
workflow design

— Complete data migration and system setup
— Team training and change management @ crawl-walk-run G @CrawlWalkRunAttio

Find out more and get in touch today CRAWLWALKRUN.CO

© 2026 Crawl Walk Run

WHY WE CHOOSE ATTIO: WHAT MAKES ATTIO DIFFERENT?

Traditional Customer Relationship Management — The world’s fastest growing CRM.
systems focus solely on capturing, centralising, and
organising customer data. While they streamline

sales, service, and marketing interactions, they fail to: Data enrichment to reduce manual
data entry.

— Built from the ground up with Al integration.

— Prioritise outbound sales, prospect
nurturing, and business development. Focuses on both inbound and outbound

. . o . sales interactions.
Provide actionable insights to build

stronger customer relationships. Offers a modern, intuitive interface that is
easy to use.

Deliver value proportionate to the

investment required for purchase and Integrates seamlessly with key business
implementation. systems, including Gmail, Microsoft 365,
LinkedIn, Microsoft Teams, Google Meet,
and more.

Offer a user experience that is familiar,
easy to work with and drives adoption.

Fully leverage modern Al technology =
natively within the platform. ‘> aﬂlo
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