The State
of Salesforce
2022–23
Unlocking the next wave
of business value

Salesforce continues to be a
significant force in the customer
success strategy of many businesses.
This year’s report highlights that
a majority of customers surveyed
plan to increase their Salesforce
investments next year.1
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In the past few years, we have experienced a time of
accelerated technology investments to stay operational
amid massive market disruptions. Social, economic, political
and environmental conditions have exposed a number of
vulnerabilities in existing systems, processes and networks.
Companies firmly rooted in digital and cloud technology have
demonstrated an ability to endure these challenges more
effectively than their counterparts. Now, as the status quo has
shifted decisively toward cloud technology, the question isn’t
whether to invest — it’s how to strategically optimize those
investments to accelerate business value.
We are witnessing a pervasive shift in people’s values,
expectations and needs in the face of crises, as well as
revolutionary advancements in technology. With the global
economy on the edge of another potential recession and
rising global inflation, businesses are working to meet
customer and employee needs while also preparing their
organizations to keep pace in this new state of perennial
change. But a few crucial things haven’t changed.
What hasn’t changed:
The value of innovation and its ability
to drive meaningful progress
The potential of technology to transform
how the world does business
Our ability to imagine a better world
and act on that vision
This year, The State of Salesforce report celebrates the
resilience and combined impact of people, process and
technology. We explore the powerful ways organizations
can engage with the Salesforce product suite to continue
growing and evolving their businesses.
Enterprise leaders are looking to unlock the next wave
of business value by improving how they use Salesforce
technology to advance human-centered experiences.
IBM is proud to share the latest research and insights into
the Salesforce ecosystem. We’re excited to continue our
work, helping organizations advance in their ongoing
transformation journey, as we also work together to
improve the state of the world.

Al Jenkins
Managing Partner, Salesforce
IBM Consulting™
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Salesforce Clouds and suite of product solutions are
still underexploited in many businesses. Growth opportunities
abound for organizations that look to use the platform’s
capabilities to their fullest extent.
Leading companies are maximizing the value of the
Salesforce Platform through a holistic approach to business
transformation. They’re using Salesforce technology to
advance their business mission while also creating an
essential business system that’s agile enough to withstand
and thrive in a world constantly in flux.
Today’s modern enterprise, while large and complex, must
also be flexible, adaptable and innovative. Optimizing the
Salesforce Platform is a marathon, not a sprint. Businesses
are realizing that to achieve ongoing innovation and drive
real value, they need to use the power of the Salesforce
Platform across their entire business, not only in discrete
units or departments.
The companies that will outperform competitors are building
momentum with Salesforce products to deliver consistent
advancements that snowball and accelerate progress.
The State of Salesforce 2022–23 report has identified
four key trends that offer insights into how companies are
unlocking the next wave of value with Salesforce.
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Trend 1
Harmonize operations
with cross-cloud
Trend 2
Thrive in a
trust economy
Trend 3
Innovate smarter,
not harder
Trend 4
Make sustainability a
transformation catalyst

Trend 1
Harmonize operations
with cross-cloud

Customers surveyed believe
Salesforce products create
business value against these
top objectives: 1

With the massive shift to remote and hybrid work
environments, businesses are filtering everything
they do through a virtual lens — from marketing and
sales to operations and service. Modernizing work
so employees stay productive and connected now
means embracing cross-cloud experiences and
operations that make their work easier, faster and
more insightful. Salesforce technology becomes
an engagement layer, facilitating connections and
experiences for the network of employees, partners
and customers that drive success.

81%

business
productivity

81%

customer
satisfaction

76%

employee
satisfaction

A next wave of business value lies in using
the cross-cloud capabilities of the Salesforce
Platform to optimize digital operations. Enterprises
need to allow the platform to empower human
connection in every environment, whether virtual
or in person. Leading companies are pursuing
operational excellence — reducing costs, ramping
up productivity, streamlining processes and retaining
employees — and using Salesforce technology to:
1. Go with the workflow
2. Accelerate revenue streams
3. Deliver true Customer 360
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Trend 01: Harmonize operations with cross-cloud

Go with the
workflow

Many business leaders are using or planning
to use AI to improve and automate business
processes within the Salesforce Platform.
Most leaders understand the ability of AI to impact
automation, productivity and employee satisfaction.
But the biggest competitive advantage will likely
go to the enterprises that use intelligent workflows
to build a digital headquarters that shrinks
geographical divides, accelerates productivity
and eliminates silos.
Salesforce’s Slack messaging application has the
potential to be much more than a communications
tool, but it will take vision to fully realize its
possibilities across the enterprise. If companies
embed AI, natural language processing (NLP)
and workflow processing into Slack, it can become
a fully digital employee experience, managing
internal operations like HR and IT support while
also facilitating external engagement with partners
and clients.

Surveyed customers using
the Salesforce platform to
streamline workflows report1

85%
of customers surveyed
plan to pair data with
AI technologies to
streamline and automate
business processes in
the Salesforce Platform.1

lower
costs

60%

52%

65%

increase
in employee
satisfaction

increase in
actionable business
insights

These incremental improvements have the
potential to free up employees for higher-value,
customer-focused tasks. In a increasingly virtual
world, where businesses are focused on amplifying
human talents through digitization, the companies
that centralize their operations into a digital
headquarters, and power that headquarters
with intelligent workflows, are poised to come
out ahead when it comes to service, productivity
and innovation.
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Trend 1:
01:Harmonize
Harmonizeoperations
operationswith
withcross-cloud
cross-cloud

Case study

IBM’s digital HQ: On the
cutting edge of innovation
and excellence

IBM made the executive decision in 2015 to become a
more agile organization to spur faster decision-making,
more transparency and accelerated operations. It saw
building a digital HQ with Slack and Customer 360
as a path to improve IBM sales, client service, HR, IT
support, strengthen company culture and performance,
and streamline workforce management.
Streamlining onboarding and retention
New employees are onboarded through Slack and
connected directly into the channels and conversations
they need for success without missing a beat.
Ramping up sales performance
Slack plus Sales Cloud accelerates sales cycles by
automating processes and making it easy to bring in
cross-functional partners to swarm on a deal with less
context switching.
Accelerating service resolution
Slack plus Service Cloud extends workflows across
the business, mobilizing teams to swarm on real-time
data and find answers faster. AI recommendations
help simplify the service experience for agents, and
employees execute joint solutions directly in Slack.

The tangible impact
of IBM’s Slack digital HQ
is significant.

↑25
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↓26%
decrease in time to resolution
with Slack and Service Cloud.

45 mins

point increase in case support’s
net promoter score. Channels
flattened the organization,
spurring unprecedented
collaboration, transparency and
decision-making.

is the average time employees
save per day because over 3,500
off-the-shelf and custom apps
are integrated and running 3,400
workflows each month.
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Trend 1: Harmonize operations with cross-cloud

Accelerate
revenue streams

Partners are customers — they need the same
quality experiences and support as the customers
they impact downstream. The growth of global
partner networks as a revenue stream makes it
imperative for organizations to forge deeper, faster
and more informative relationships with suppliers,
resellers and service providers.
Cross-cloud alignment between Sales Cloud,
Service Cloud, Marketing Cloud and Experience
Cloud can provide your business with the knowledge,
connection and service that partners require to
deliver timely and consistent brand experiences.
When partner experiences are static, they seek
alternatives to serve their customers, decreasing
loyalty and handing deals to competitors.

Case study

Global partner
community drives sales
and engagement

Partners can monitor all leads, view and update lead
status, review service cases and contractor score cards,
and sign up for training within the community. The
organization has streamlined processes for its partners,
driving deeper engagement and improving project
tracking while also assisting with faster quote approval
and reduced training times.

80%
of B2B sales interactions
between suppliers and
buyers will occur in digital
channels by 2025.2

Since launching, the
organization experienced:

↑30%
increase in partner
opportunities

Partners have growth goals too, and they’ll prioritize
relationships with businesses that actively work
with them to improve revenue. Organizations that
modernize their partner relationship management
through cross-cloud integration can make their
partners’ jobs easier and faster, unlocking new
value for everyone.
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A leading HVAC provider with a global contractor and
distributor partner community needed to modernize
its partner relationship management. Using Salesforce
Experience Cloud — integrated with Sales Cloud and
Service Cloud, plus CPQ — they built a single-sign-on
digital community that gave contractors and distributors
easy access to relevant information and incentivized
them to move up within a tiered program.

12+
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↓80%

hours saved per week on price
quote verification

decrease in the time spent
managing contractor
certification and accreditation
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Trend 1: Harmonize operations with cross-cloud

Deliver true
Customer 360

Integration is the unsung hero of Customer 360.
It’s the technology layer that can link every data
point and touchpoint inside and outside the
enterprise. Integration enables more than the
business-focused 360-degree view; it powers
the customer-focused 360-degree experience.
However, just 14% of organizations surveyed have
an innovative data integration strategy, and only
one-third of businesses surveyed have integrated
all the data they need to deliver strategic outcomes
into the Salesforce Platform.
Enterprises that want to move up the maturity
curve and provide a true 360-degree experience
for customers need to embed their data integration
strategy into their digital culture. This progress
is achieved through technology integrations that
enable data sharing, automation and transparency.
Leading companies use integration software like
MuleSoft to reduce friction, cut down manual work
and provide transparency and insight across a
company’s data sources.

What’s
next?

Immature data integration
strategies are likely holding
companies back from additional
Salesforce cloud value.1

14%

Success in today’s digital-first world takes more
than a single Salesforce Cloud. Businesses should tap
into the power of the entire Salesforce Platform and
product suite for a true cross-cloud experience and
approach digital transformation in a holistic, rather
than piecemeal, fashion.
Organizations that use the cross-cloud capabilities
of Salesforce are investing in people-focused teams
and systems that can weather any conditions and
deliver exceptional experiences at scale. They’re
unlocking new value through automation, integration
and collaboration across the platform to reduce costs,
ramp up productivity and deepen connections between
employees, partners and customers.

of customers surveyed claim their
businesses have an innovative data
integration strategy.

For additional learning on this topic,
explore IBM resources online at
ibm.biz/TheStateofSalesforce.

Intelligent
workflows
for digital
transformation

The intelligent
operations
advantage

33%
of customers surveyed claim their
businesses have integrated all the
data they need to deliver strategic
outcomes in Salesforce.1
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IBM Consulting
services for cloud
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Trend 1: Harmonize operations with cross-cloud

Trend 2
Thrive in a
trust economy

“Salesforce isn’t
just a business, it’s
an economy of trust.”
Marc Benioff,
Chair, Co-CEO and
Co-Founder of Salesforce

We’ve entered the era of trust for enterprises,
governed by people’s desire for checks and
balances in our digital-first world. People want
to engage with businesses they trust, whether
as customers, partners or employees.
The question on many business leaders’ minds is
how to build within their enterprise and establish
a trustworthy reputation. Ultimately, building trust
in their enterprise comes down to using digital
technology in ways that align and reinforce values
regarding ethics, transparency, security, privacy and
safety. Organizations can use Salesforce technology
to help build trust in their enterprises and unlock
stronger relationships with customers, employees
and partners.
Leading companies are using Salesforce products
to create responsive, trustworthy and intelligent
systems. Organizations that want to transform into
trusted enterprises are encouraged to focus on
these areas:
1. Safeguard data with strategy.
2. Advance AI integrity.
3. Use trust as the new currency.
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Trend 01: Harmonize operations with cross-cloud

Safeguard data
with strategy

Investments in Salesforce’s Tableau
platform and data fabric strategies
are accelerating. These investments
are likely due to organizations working
to build secure, trustworthy data
management systems.

Organizations earn and maintain customers’ trust
by managing their data securely, accurately and
ethically. Despite the importance of these essential
elements, data strategy and management are still
major challenges for businesses. Up to 68% of data
is not analyzed in most surveyed organizations3 and
up to 82% of surveyed enterprises are inhibited
by data silos.3 These issues are partly due to
security and privacy concerns and partly to data
architecture challenges.

Customers surveyed
are beginning to
invest in data fabric
strategies.1

Exposing data for analysis and insight involves
security risks, but it’s possible — and necessary
— to help protect and understand data with help
from an analytics platform like Salesforce’s Tableau.
Organizations invested in customer success can
use their data to deliver engaging experiences.

23%

69%

already investing

By pairing technology with a data architecture
and governance model like IBM® Data Fabric,
organizations can build trust in their data
foundation on a technical and strategic level.

considering investing

28%
of customers
surveyed currently
use Tableau.1

25%
plan to invest
in Tableau.1
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Trend 2: Thrive in a trust economy

Advance
AI integrity

Four ways organizations
can start building an
ethical AI foundation with
Salesforce and IBM

Layering AI into existing systems and processes
has the potential to impact revenue, productivity
and efficiency. But AI can have broad ethical
considerations that organizations should address
to help design trustworthy, effective applications.
Business leaders should embed ethical principles
into their AI foundation to help build better,
trusted practices. The Salesforce Platform
and partner ecosystem can help support those
developments and integrate with larger AI
initiatives across the enterprise.

86%

1

2

of customers surveyed
are prioritizing piloting and
scaling AI projects.1

Built-in AI guidance

Global models

AI technologies like IBM Watson® and Salesforce
Einstein have incredible capabilities, but users
need guidance on making ethical choices when
designing applications. Einstein Discovery can call
out sensitive fields like race or gender or identify
regulatory restrictions to help organizations
mitigate potential bias and discrimination.

AI frameworks that combine data from multiple
sources to create predictive models are sometimes
used to scale AI within organizations. Salesforce’s
model cards and IBM’s SCORE engine offer
examples of how models can support advancing
trustworthy AI development.

3

4

Transparency

Data science analysis

Users want to know why AI makes specific
predictions or recommendations. AI design
teams need to understand how to make AI
explainable based on specific user types to build
confidence and trust. IBM’s AI FactSheets can
help foster trust in AI by increasing transparency
and enabling governance.

Data isn’t immune to bias. IBM uses the AI Ethics
Board in its own organization to help identify and
mitigate bias in training data. Organizations can
adopt a similar approach and use IBM AI Fairness
360 to help check for unwanted bias in data sets
and machine learning (ML) models.

Customers surveyed
have concerns about the
increased use of AI

60%
cite customer and
employee trust concerns.1

20

57%
cite issues around
transparency and the
ethical use of data.1
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Trend
Trend
2:01:
Thrive
Harmonize
in a trustoperations
economy with cross-cloud

Trust as the
new currency

When marketers have access to customer-related
data, it can allow for personalized, targeted
engagement across the enterprise. But how they
gather that data may impact their success. Privacy
laws like the EU General Data Protection Regulation
(GDPR) are impacting the collection and use of
third-party data, which means marketers may
ultimately seek to adopt evolved strategies to
engage with customers.

Case study

Remaking the service station
experience with data-driven
customer engagement

41%
of marketers surveyed say
building direct-to-consumer
communications is their
top priority.1

Some marketers are managing those limitations
by crafting first-party and second-party data and
engagement strategies that are designed to work in
a cookieless future. They’re shifting their operations
to focus on direct-to-consumer communications,
indicating a prioritization of email, social media
and in-app channels with Salesforce. Salesforce’s
Customer Data Platform (CDP) aims to clean up
and unify customer data to provide companies
with proactive insights into customer needs and
behaviors across multiple customer IDs and
personas, encompassing B2C, B2B and D2C.

István Mag
Head of Digital Factory, MOL Group

The results are
impressive:

MOL Group, one of Eastern Europe’s largest integrated oil and
gas companies, wanted to expand digital offerings from its core
— gas, food and conveniences — out into entirely new turf, such
as car sharing, fleet management, parcel services and more.
In the engagement that followed, co-creation was the rule, in
style and substance. The product of this co-creation effort is an
integrated omnichannel marketing solution, employing the full
portfolio of Salesforce components. It’s integrated because it
relies on a core of real customer behavioral data to orchestrate
every facet of MOL’s interaction with its customers. That same
data-centric quality enables MOL’s marketers to offer highly
targeted campaigns based on each customer’s specific journey.
The cornerstone of MOL’s solution is the Salesforce Marketing
Cloud, which serves as an integration hub to distribute
messaging to its customers. The company’s CRM functions
are performed by Salesforce Service Cloud. MOL uses
the Salesforce Experience Cloud as the foundation for its
customer portal. The MOL solution also employs MuleSoft
to integrate and orchestrate all these components across
multiple countries.

15%–30%
revenue increase through
enhanced digital engagement

Salesforce can help organizations pivot and address
new regulations — it’s up to business leaders to
adopt a mindset and approach that helps create
or maintain competitive advantage.
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“Our aim is to become a true consumer goods
retailer and an integrated, complex mobility
services provider in the Central Eastern European
region. To accomplish this, we knew we needed a
comprehensive set of digital marketing capabilities
that would enable us to roll out a common set of
services, and customer experiences, across all of
our operating areas.”

MOL builds a digital marketing platform to fuel
revenue growth and customer loyalty
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20%

1.4 million

higher customer satisfaction
than competitors

app downloads within
a year of its launch
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Trend 2: Thrive in a trust economy

“IBM and Salesforce are aligned
in an effort to help our clients
establish and maintain trust, both
within their organizations and
with customers. This serves as
a North Star in how we engage
across our shared clients.”
Al Jenkins
Managing Partner, IBM Consulting
Salesforce

What’s
next?

Establishing trust in an enterprise requires
coordinated effort and alignment between business
culture and technology. Many companies are using
the Salesforce Platform and a broad ecosystem to
facilitate the technical and strategic efforts required
to meet the moment by seeking to design trustworthy
AI to drive engagement and growth.

For additional learning on this topic,
explore IBM resources online at
ibm.biz/TheStateofSalesforce

Data fabric
architecture delivers
instant benefits

AI ethics
in action

IBM Trust
Center

24
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Trend 2: Thrive in a trust economy

Trend 3
Innovate smarter,
not harder

50%
of CEOs surveyed cited
delivering more innovation
in products and services
as a top priority.5

The Salesforce Platform wasn’t built to stand still.
Leading enterprises are building agile systems and
technology that can respond to fast-paced changes
in the market. Modern business requires more than
best-in-class technology — it requires an innovation
mindset and a culture ready to support new visions
and the updated methods that can bring those
visions to life.
Salesforce is a platform in a hybrid cloud world
that gives enterprises speed, agility and built-in
innovation. Its technology and business philosophy
evolve continuously to seize opportunities and
redefine how businesses go to market.
Creating new value with Salesforce means using
the full suite of products in new ways, recasting
processes to keep up with this modern pace, and
blending strategy, technology and methodology into
a long-term strategy for transformation. Leading
companies that want to modernize are ramping up
innovation, using Salesforce to:
1. Keep it moving with configuration.
2. Use collective wisdom.
3. Embrace infinite innovation.
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Trend 01: Harmonize operations with cross-cloud

Keep it
moving with
configuration
Prebuilt accelerators like those
available on the AppExchange
enable organizations to accelerate
time to value and reduce risk.
IBM Consulting offers clients the
largest suite of these applications
in the Salesforce ecosystem,
extending Salesforce’s ability
to deliver human-centered
experiences.

Cloud platforms have democratized technology.
They empower businesses to innovate at a
breakneck pace. When it comes to implementing
digital transformation at scale, enterprises that are
invested in Salesforce have a distinct advantage —
the ability to configure out-of-the-box solutions to
fit their needs rather than coding from scratch.
For many enterprises, custom code can seem
attractive because of its infinite possibilities, but
over-customization can lead to unplanned and
expensive obsolescence. By smartly choosing
where to deploy prebuilt features and functions
and where to use custom code selectively for
unique differentiators, organizations can minimize
technical debt and stay more agile, taking
advantage of ecosystem-wide innovations and
updates.
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Trend 03: Innovate smarter, not harder

Use
collective
wisdom
Innovate smarter by tapping into the collective
knowledge and expertise of the Salesforce Platform
and ecosystem. The continuous evolution of
Salesforce means organizations can focus on
their business strategy and core offerings rather
than the technology infrastructure that supports
their operations.
Leading organizations recognize the value of
partnering with Salesforce and benefitting
from its innovations through its release cycle to
maintain the platform and better serve customers.
Companies that ignore the platform advances
often end up spending more time and resources
patching gaps and addressing problems down
the road because they’ve let their systems
become outdated.
The companies gaining incremental value typically
don’t wait to see how others adopt improvements
and applications — they pave the way forward.
They work alongside a trusted partner to
navigate, understand and apply the release cycles
to their operations and strategic initiatives.
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83%

of customers surveyed work with an
external partner to manage their use of
Salesforce products, using their insight
and expertise to support innovation,
new features and applications.1

Trend 3: Innovate smarter, not harder

Embrace infinite
innovation

Three strategy design frameworks
to drive alignment and accelerate
innovation across the enterprise

3
Infinite innovation can prevent inertia and drive
new levels of customer success. Embracing
it requires enterprise-wide value orchestration
led by strategy design.
Value orchestration means aligning and prioritizing
goals and initiatives across the entire enterprise.
Rather than isolating innovation by brand or
line of business, value orchestration is an
approach that helps business leaders understand
one another’s vision and how it relates to the
enterprise’s strategic North Star. This approach
helps decide what projects to execute and
when, while also uncovering opportunities for
collaboration, clarifying ideas and identifying risks
or roadblocks.

Enterprise customer
journey map

47%

Visualize how customers move through systems
and engage across multiple brands and lines of
business. Identify gaps and friction points and
layer them onto the ecosystem frameworks to
clarify positions and prioritize initiatives.

of customers surveyed
say their businesses are
accelerating the adoption
of their innovation
roadmap.1

2
External
ecosystem map
Apply an outside-in lens to understand what the
world outside the business looks like. Show how
the business fits into the market today and how it
will fit in the future to think through industry and
market-level opportunities.

Leading companies are using strategy design to
bring together their C-level leaders and create
unified innovation roadmaps that promote
collaboration and insight with the Salesforce
Platform. By using strategy design frameworks
like IBM Garage™ to drive alignment, organizations
can implement their innovation roadmaps faster
and scale proven changes quickly, achieving new
levels of success.

1
Internal
ecosystem map
Define the players, influencers and decision
makers within the organization. This framework
is critical to understanding the priorities, sticking
points and vision of leaders across the enterprise.
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Trend 3: Innovate smarter, not harder

What’s
next?

Accelerating an innovation roadmap requires smoothing
the bumps and cracks in the road. Innovating smarter
with Salesforce products begins with prioritizing
configuration over code, maintaining the core platform,
taking advantage of ecosystem innovation and aligning
leadership to orchestrate and execute enterprise-wide
digital transformation.

For additional learning on this topic,
explore IBM resources online at
ibm.biz/TheStateofSalesforce.

The Virtual
Enterprise

Open the door
to open innovation

Digital
acceleration
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Trend 3: Innovate smarter, not harder

Trend 4
Make sustainability a
transformation catalyst

83%
of CEOs surveyed expect
sustainability investments to
produce improved business
results in the next five years.5

Every company has a responsibility to act on
sustainability. As climate change accelerates and
disrupts the global economy, sustainability is a
strategic business imperative. Long-term success
requires innovative practices that improve business
performance while helping preserve our planet for
future generations.
Sustainability practices are gaining urgency and
traction as global regulations on carbon emissions
and other forms of pollution increase. Organizations
have an immense opportunity to begin their
sustainability journeys now and engage proactively
rather than falling behind and playing an expensive
game of regulatory catch-up. By using sustainable
technology solutions to drive ongoing innovation
and transform their operations, enterprises can
unlock more value from the Salesforce Platform
and pave the way for a greener future.
IBM and Salesforce are leading transformational
environmental change. Both companies have
long-standing histories of environmentalism and
are ramping up efforts to make their organizations
sustainable, and deliver solutions that can help
other enterprises do the same. Progress is possible
and both organizations offer ways business leaders
can embrace eco-friendly strategies and technology
that move everyone forward:
1. Data-driven environmentalism
2. Transformational sustainability
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Trend 01: Harmonize operations with cross-cloud

“Climate threats are accelerating
at the blistering pace of technology.
We need innovative thinking here and
now. Business must be a platform
for change and an essential source of
innovation. Caring for this planet
that has forever cared for us is simply
the next great step in evolution.”
Dr. Jane Goodall
Primatologist and Anthropologist
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Trend 01: Harmonize operations with cross-cloud

Data-driven
environmentalism

The jump from spreadsheets to Salesforce
for carbon emissions is a leap forward in the
race to net zero. Just as Salesforce’s early
adopters forced competitors and their supply
chains to keep up, the trend is now repeating
in the realm of environmental, social and
governance (ESG) criteria.
Organizations need to know where they stand
to design more sustainable solutions. Data-driven
strategies must start with a measurement to
establish a baseline — it’s where most companies
are today. Platforms like Salesforce Net Zero
Cloud enable enterprises to track and analyze their
environmental impact on multiple levels across
the front and back office. Combined with tools
like IBM Watson and Salesforce Einstein,
organizations can use their data to power intelligent
insights that move sustainability initiatives forward.

While eager to act on
sustainability, CEOs
surveyed face significant
challenges.5

57%

unclear ROI and
economic benefits

44%

lack of insights
from data

43%

regulatory
barriers

“The planet needs climate
action now, which is why
at Salesforce we are committed
to ambitious climate leadership
solutions that create ripple
effects. We’re on a mission to
drive urgent action, and we hope
you join us on the journey.”

Business leaders need to prepare to account
for not just their internal operations but for
the far-reaching impact of their products and
services in the hands of partners and customers.
That level of insight will require enterprises to
integrate sustainable technology into their existing
infrastructure and strategy. Organizations that want
to get a handle on their environmental impact
and design greener, more efficient practices are
starting to lay a foundation with Salesforce
Net Zero Cloud.

Patrick Flynn
SVP Global Head of Sustainability
Salesforce
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Transformational
sustainability

Successful ecopreneurship is as much about
culture as technology. Transformational
sustainability means making sustainability a core
value and integrating it into the very fabric of the
enterprise, from people to strategy and technology.
Transformational sustainability requires champions
at every level, but most critically in the C-suite.
Merging sustainability with digital transformation
can deliver high returns for productivity, efficiency
and reduced environmental impact at scale. To
realize those benefits, business leaders should
approach the challenge holistically and in the right
context. Getting that context requires overcoming
traditional barriers between the C-suite and carbon
accounting. The data that currently reaches them
is often so massively aggregated that it’s unclear
what levers to pull. Salesforce Net Zero Cloud can
bring the immediacy and transparency of sales
and service management to carbon accounting to
inform and shape effective action.
It can be difficult to see the forest for the trees
and define an effective enterprise strategy,
but organizations that work with an experienced
partner can use their expertise and outside
perspective to quickly identify high-impact
opportunities for transformational sustainability.
This approach can align sustainability with existing
digital transformation initiatives, enriching
both and unlocking new value across the enterprise.
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What’s
next?

Most CEOs surveyed have
yet to align sustainability
with digital transformation.5

30%

Sustainability is evolving from a niche differentiator
into a business imperative. Early adopters will
define sustainability table stakes. There’s an opportunity
to combine digital capabilities and open innovation
to design sustainability initiatives with better financial
outcomes — it can be a catalyst to define new
business models.
To begin the journey and establish a scalable,
measurable and transformational approach, enterprises
need to focus on their data, culture and leadership.
Platforms like Salesforce can provide the technology
necessary to integrate sustainability into core business
functions and transform the enterprise. Organizations
that use the concept of growth through innovation
and design thinking with Salesforce products will likely
take the lead in the race to sustainability.

For additional learning on this topic,
explore IBM resources online at
ibm.biz/TheStateofSalesforce.

CEO study:
Own your impact

Balancing
sustainability and
profitability

report explicitly aligning
their sustainability and digital
transformation efforts.

The rise of
the sustainable
enterprise
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Trend 4: Make sustainability a transformation catalyst

To unlock the next wave of business value
with Salesforce products, the leading
companies of the future should:
Harmonize operations with cross-cloud.
Thrive in a trust economy.
Innovate smarter, not harder.
Make sustainability a transformation catalyst.
How organizations approach these initiatives
will differ depending on where they are in their
business transformation journey. Enterprises
that invest in transformation across the
dimensions of operations, trust, innovation and
sustainability can increase their competitive
advantage and deliver new value for all
stakeholders. IBM is committed to helping
businesses unlock new value with Salesforce
and beyond — let’s get started.
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Report and survey methodology

Thought leadership contributors

This report is examined through a future-looking
editorial lens, offering IBM’s perspective on ongoing
and upcoming developments in the Salesforce
ecosystem. These topic areas are driven by survey
data, IBM’s thought leaders and consultants working
with global Salesforce clients and a supporting group
of industry and topical experts. The survey was fielded
between March and May 2022. It consisted of over
500 responses from C-suite, vice-president-level and
director-level executives, spanning North America,
Europe and Asia. IBM collaborated with Oxford
Economics on the development, recruitment and
analysis of the quantitative survey.
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use or access. IBM does not warrant that any systems, products or
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the malicious or illegal conduct of any party.
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The client is responsible for ensuring compliance with all applicable
laws and regulations. IBM does not provide legal advice nor represent
or warrant that its services or products will ensure that the client is
compliant with any law or regulation.
Salesforce, Sales Cloud, Service Cloud, Marketing Cloud, Commerce
Cloud, Salesforce CPQ/Revenue Cloud, Experience Cloud, Health
Cloud, Salesforce Platform, Einstein, Tableau CRM, Slack, Salesforce
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IBM and Salesforce are jointly dedicated to improving
how the world does business through more sustainable,
inclusive and equitable practices. To save our planet,
every organization needs to take significant steps to
reduce their carbon footprints. Addressing climate
change takes large-scale, organization-wide strategies,
not simply avoiding printed reference material.
We chose to make The State of Salesforce 2022–23
report available in both print and digital formats, giving
readers the choice. Offering a printed version is part of
this report’s legacy. While some people might question
that, we believe that we can’t digitize ourselves to a
cleaner, more sustainable planet — and some content is
simply worth engaging with in print format.
If you have chosen to take a printed copy of our report,
we encourage you to use this booklet thoroughly. Keep
it in your primary workspace, earmark it, mark it up,
post a page, and when you’ve used it completely, pass it
along to a colleague or recycle it. And since we believe
in leading with ethical impact and causing as little
harm as possible to our planet, we’re also committing
to a donation in support of forest conservation and
restoration for every printed version of this report.
Please enjoy The State of Salesforce 2022–23 report.

